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Great  Falls  Tribune 
Projects  Editor 
Eric  Newhouse . 

To  see  the  full 
series,  go  to 
u/uiuj. gannett.com 


The  first  installnient  of  a  monthly,  yearlong 
series  about  Montana's  drug  of  choice. 


Society  shoulders 
cost  of  mopping 
up  alcohol  messes 


Jn  every  saloon,  there  could  be  a  costs  far.  For 
every  (hilar  you  push  across  the  bar,  two  bucks 
would  go  into  the  /ar  to  po^  for  the  damages. 
That  would  cover  the  cost  of  the  city  cops  arresting 
and  /ailing  a  dninken  dnver  -  or  repairing  the  dam- 
ages  in  a  DVJ  accident 

For  every  $10  spent  on  a  bottle  of  wine  in  a  grocery 
_  store.  $20  would  go  into  a 

News  analysis  ‘^1°^'  ^ 

_ *  That  would  pay  teachers 

to  baby-sit  kids  with  brains 


The  final  installment  of  a 
monthly,  yearlong  series  about 
Montana 's  drug  of  choice. 


Alcohol 

CreUletD^^vye 


Tomorrow:  A  look  at  one  of  the 
most  succe.s^ul  detox  programs 
in  the  United  States. 


Alcohol  addiction  frustrates,  confounds  ofGcials 


Alcohol 


Plomffj  tkroujh  our  daily  tim 


A  brisk  December  bree7e  greeted  people  Friday,  Dec.  11, 
as  they  left  their  homes  and  dashed  for  their  cars.  Shh^ring  kids  waited 
for  the  school  buses.  It  was  too  chilly  to  pack  a  good  snowball. 
Unseen  to  most  was  how  alcohol  was  flowing  through  the  community, 
affecting  even  those  who  hadn't  touched  a  drop. 


rri  GREAT  FALLS 

Tribune 


a  Alcohol 

CmMtismiye 


Money  and  alcohol  are  inteitwined  tightly  in  Montana, 
where  the  hidden  costs  of  dealing  with  alcc^l  abuse 
hover  w^nd  $135  million  a  year,  more  than  is  spent  on 
the  state's  university  system. 


Montana  spends  some  $8  mil¬ 
lion  a  year  treating  akoholks.  on¬ 
ly  to  watch  two  out  of  three  return 
to  the  bocUe. 

‘It's  heartbreaking  to  watch 
these  people  drink  themselves  to 
death,*'  said  Pete  Townsend,  emer¬ 
gency  services  mana^  for  Op¬ 
portunities  Inc.  ‘But  slot  of  people 
don’t  want  to  get  any  better.” 

Thne'i  plenty  of  booze  »  and 
trouble  caused  by  it  —  in  Mon¬ 
tana.  Ilie  state  ranks  ninth  overall 
in  the  amount  of  alcohol  con¬ 
sumed  per  person.  And  state  offi¬ 
cials  estimate  that  more  than 


Bill  Broderson’s  life  tdkes 
disappointing  dive,  after 
hopeful  autumn. 

5A 


drinkbtg  iM^blems.  grams  for  treatment  of  alc^olism. 

Consequently,  treatment  een-  The  majority  —  2.3S0  —  had  been 
ters  fill  up  quicidy— often  vrith  fa-  treated  pre%4ousty,  2.100  entered 


miUar  faces.  treatment 

In  fiscal  1099, 4.450  Memtanans  The  sta 
were  admitted  to  pul:rfic  and  pri-  more  and 


the  scope  of  whidt  frustrates  ofn- 
cials.  M^nwhile,  there  are  no  new 
initiatives  to  dramaticaliy  chann 
or  expand  treatment  options  in  the 
Slate. 

‘1  don't  know  how  to  do  thinp 
differently,”  Gov.  Marc  Racicot 


Inpatient  treatment 

The  state’s  main  treatment  cen¬ 
ter  is  MMtana  Chemical  Depen¬ 
dency  Center,  which  institutional¬ 
izes  and  treats  about  900  patients 
a  year. 

The  average  co»  of  treatment  is 
about  $3,660.  and  the  hospital  U 


usually  close  to  full  with  a  waiting 
list  50  names  k>r^. 

State  officiais  believe  the  cen¬ 
ter’s  abstinence  success  rate  is  a 
little  better  than  the  national  aver¬ 
age  because  its  program  continu¬ 
ally  incorporates  new  strate^». 

The  center  incorporates  medical 
care,  detoxincaiion,  counseling 
and  intensive  education  in  Us  regi- 

The  result:  ‘We’ve  been  seeing 
fewer  rcadmistiuns  these  days 
and  mone  first  admissions.”  said 
Roland  Mena  of  Helena,  who 
heads  the  state’s  substance  abuse 


*^ouVe  going  to  do  more  of  this,  right?** 

That’s  what  readers  were  asking  the  editor  of  the  Great  Falls  (Mont.) 

Tribune  after  several  monthly  segments  on  the  effects  of  alcohol  abuse  had 
appeared  in  the  newspaper. 

The  community  was  concerned  about  the  problems  that  Projects  Editor 
Eric  Newhouse  was  telling  in  very  human  terms.  Readers  wanted  the  full  story. 

Beginning  in  January  1999  and  in  segments  every  month  throughout  the 
year,  Newhouse  gave  them  the  story. 

He  wrote  about  the  impact  of  alcohol  abuse  on  different  people  in  the 
community  -  alcoholic  mothers,  teen-agers,  victims  of  drunk  driving.  Native 
Americans  on  a  reservation,  social  workers  and  more. 

He  revealed  that  the  state  spent  more  money  annually  on  treating  the 
effects  of  alcohol  abuse  than  on  its  university  system. 

Building  Trust  with  Readers 
Brings  Great  Falls  Editor 
A  Pulitzer  Prize 

He  followed  one  man  throughout  the  year  and  showed  his  struggle  with 
alcohol. 

For  his  extraordinary  reporting,  Eric  Newhouse  was  awarded  the  Pulitzer 
Prize  for  Explanatory  Journalism. 

Newhouse  praised  his  colleagues  at  the  40,000-circulation  Tribune  for  their 
help  and  work  in  telling  the  story.  And  he  saluted  the  people  of  Great  Falls 
who  had  talked  with  him: 

“My  hat  is  off  to  the  people  who  were  so  honest  with  us,  who  wanted  us  to 
know  about  their  illness  and  how  devastating  it  could  be.  We  are  a  community 
newspaper,  and  the  community  trusts  us.” 

Eric  Newhouse  has  earned  journalism’s  top  award.  But  the  best  reward  for 
him  and  his  Great  Falls  colleagues  is  that  community  trust.  A  newspaper  could 
not  win  a  higher  prize. 
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AMEN.  BROTHER! 

1  AGREE  THAT  ThE 
Journal  has  lone 


1  AGREE  THAT  ThE  WaLL  STREET 
Journal  has  long  been  known  for  its 
“rigidly  right-wing”  editorial  stance  and 
its  first-rate  national  reporting  [“Waiting 
ends  for  Gigot  and  Journal,”  E^P,  April 
17,  p.  21]. 

But  I  think  you’re  overlooking  the 
WSLTs  real  claims  to  fame:  its  unmatched 
reporting  on  economics,  markets,  and 
business  deals. 

I  would  say  more  business  journalists 
pick  up  the  WSJ  to  get  the  best  insights 
on  why  technology  stocks  are  bouncing 
like  a  pogo  stick  or  when  oil  prices  will 
stabilize  than  to  read  the  editorial  page’s 
latest  reactionary  screed. 

JOHN  RUSSELL 

BUSINESS  REPORTER 
Akron  (Ohio)  Beacon  Journal 


CHARACTER  WnNESB 


Allan  Wolper  was  right  to  question 
whether  the  Society  of  Professional 
Journalists  should  offer  corporate  perks 
to  its  members  [“Society  of  Professional 
Perks,”  EE5JP,  April  10,  p.  62].  iTiat  is  an 
issue  the  organization’s  members  can  and 
should  debate. 

But  it  would  be  wrong  for  any  reader  to 
leave  with  the  impression  that  SPJ  Presi¬ 
dent-elect  Ray  Marcano  is  a  defender  of 
unethical  practices.  I  have  known  Mar¬ 
cano  since  he  and  I  were  reporters  at  the 
Tulsa  (Okla.)  World  more  than  15  years 
ago.  His  ethics  and  integrity  are  as  solid 
as  anyone’s  in  the  business. 

URRY  HENRY 

Chattanooga,  Tenn. 


Kudos  to  Allan  Wolper  for  his 
column  on  the  unconscionable 
I  violation  of  ethics  by  the  Society  of 
I  Professional  Journalists  [“Society  of 
I  Professional  Perks”].  As  usual,  when 
caught,  SPJ’s  response  was  identical  to 
I  those  given  by  public  officials  when 
journalists  catch  them  in  illegal  or 
I  unethical  circumstances. 

I  After  40  years  in  journalism  as  a 
i  former  reporter  and  part-time  university 
I  journalism  instructor,  I  have  always 
been  amazed  how  the  media  find  excuses 
I  for  their  own  illegal  or  unethical  practices 
j  —  practices  they  hardly  excuse  when 
public  officialdom  is  involved. 

Right  on,  Mr.  Wolper! 

I  BERL  FALBAUM 

PRESIDENT 
Falbaum  &  Associates  Inc. 
Farmington  Hills,  Mich. 

Corrections 

j  Due  to  misinformation  provided  by  a 
I  source,  the  name  of  a  company  to  be 
purchased  by  Media  General  Inc.  was 
;  incorrect  in  E&P,  April  10,  p.  18.  It  is 
f  Family  Community  Newspapers  of 
Southwest  Virginia  Inc. 

In  P&P’s  April  10  Cover  Story  on  the 
magazine’s  Editor  of  the  Year,  it  was 
incorrectly  noted  that  Robert  Rivard, 
editor  of  the  San  Antonio  Express-News, 
j  was  at  an  earlier  point  in  his  career  sent 
to  cover  civil  wars  in  Central  America  by 
The  Dallas  Morning  News.  He  was  sent 
by  the  Dallas  Times  Herald.  It  also  was 
j  incorrectly  noted  that  Hearst  Corp.  had 
1  given  Rivard  $3  million  to  hire  25  new 
;  reporters. 


- -  50  YEARS  AGO  - 

NEWSPAPERDOM®  FROM  EDITOR  &  PUBLISHER 


MAY  6,  1950: 

News  continued  to  flow  around 
the  world  through  the  facilities  of 
the  United  Press  this  week  in 
spite  of  a  strike  by  250  Teletype 
operators  and  maintenance  men. 


Signal  recognition  of  his 
services  to  journalism  came 
to  Arthur  Hays  Sulzberger  this 
week  coincident  with  the  15th 
anniversary  of  his  assuming  the 
responsibilities  of  publisher  of 


The  New  York  Times.  He  seized 
on  the  occasion  to  publicize  his 
credo  that  it  is  more  urgent  for 
newspapers  today  to  inform  a 
thousand  readers  than  to 
entertain  a  million. 
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In  its  second  major 
British  newspaper 
acquisition  in  the 
past  year,  Gannett 
Co.  Inc.  announced 
last  Friday  terms  of 
an  offer  to  buy  News- 
corn,  the  U.K.’s 
eighth-largest  region¬ 
al  publisher,  for  $702 
million.  Gannett’s  of¬ 
fer  was  recommend¬ 
ed  by  Newscom’s 
board  of  directors. 
Just  last  year  Gannett 
paid  $1.43  billion  for 
Newsquest,  Britain’s 
largest  regional  pub¬ 
lisher,  with  1 1  dailies 
and  169  nondailies 
and  niche  papers. 

Newscom  publish¬ 
es  99  titles,  including 
four  dailies,  and  owns 
a  printing  company.  It 
reported  operating  in¬ 
come  of  $39.6  mil¬ 
lion  on  revenue  of 
$228.5  million  in  the 
year  ended  June  26, 
1999. 

—  LUCIA  MOSES 


newspapers,  some  of  which  have  been  slow  to  join 
the  group. 

Another  new  development  benefits  rep  firms  and 
state  press  associations  “that  have  been  confused  as  to 
how  they  would  fit  in,”  said  M.  Blake  Barker,  a  new- 
media  and  telecommunications  executive  who  was 
hired  as  NICC’S  president  and  general  manager  last 
fall.  He  explained  NICC  will  provide  “a  private  labeled 
entity  populated  with  the  newspapers  they  represent 

- charge.”  A  par- 

ticipating  rep  firm 
^  or  state  association 

Btfs  would  have  its  own 

name  on  its  home 
page,  which  also 
■|L^  ;  would  say  “powered 

■k  ■jP  party  processors.  In  a 

■  IV  bid  to  generate  inter- 

K  I  est  among  national 

iJ  *  ^  advertisers,  the  sys- 

^  1  //f  '  tern  also  will  be  made 

available  free  to  local 

III/ y  retail  advertisers. 

i  NICC  was  con- 


NAA- sponsored  project  cuts  prices, 
seeking  market  share  in  test  phase  as 
it  prepares  for  launch  later  this  year 


BY  JOE  NICHOLSON 

After  months  of  delays  and  more  than  $5 
million  in  expenses,  the  much-touted  NICC  of 

the  Newspaper  - 

Association  of  America  |H|| 

(NAA)  plans  to  begin  \\  yP  ^ 

tests  next  month  in  \  ^ 

preparation  for  a  launch  ' 

that  could  come  as  soon 
as  late  summer. 

NICC,  a  name  with 

origins  as  an  acronym  *  % 

for  Newspaper  Industry  4 

Communications  Cen- 

ter,  is  an  Internet-based 

system  for  buying  mul- 

timarket  newspaper  ad-  ' 

been  scheduled  to  begin 
testing  late  last  summer, 
and  some  NICC  com- 
petitors  continue  to  con- 
tend  it  is  a  grand  scheme 
may  never  fiy. 

NICC,  meanwhile, 
taking  some  dramatic 
steps  to  seize  as  much 

market  share  as  possi-  ^  ^  A 

ble.  It  is  reducing  its  price  from  a  flat  rate  of  1% 
per  insertion  order  to  either  1%  or  $75,  whichever 
is  less,  a  change  likely  to  be  popular  with  big 


Score  a  victory,  so 
far,  for  The  Press- 
Enterprise  of  River- 
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shunned  the  medium,  the  report  cited  “the  difficul¬ 
ty  associated  with  buying  newspapers.” 

Barker  told  E&P  he  halted  testing  last  fall  to  elimi¬ 
nate  a  potential  “bottleneck”  by  switching  to  a  system 
that  incorporates  electronic  data  interchange  (EDI),  a 
means  of  electronic  communication  that  has  many 
forms.  Nice’s  EDI  feature  will  create  an  interchange 
between  advertisers,  agencies,  and  newspapers;  it  also 
will  allow  electronic  payment.  But  EDI  will  not  be 
available  until  some  months  after  the  launch  and  will 
depend  on  participants’  vendors  setting  up  interfaces. 
“The  first  stage  is  an  end-to-end  process  that  will  al¬ 
low  an  [insertion]  order  to  go  on  the  Net,  select  news¬ 
papers  for  a  newspaper  campaign,  and  submit  those 
ads,”  said  Barker.  The  system  also  would  handle  tear 
sheets,  provide  invoice  consolidation,  bill  advertisers, 
and  distribute  the  funds.  More  than  500  dailies  have 
signed  on  so  far.  Barker  said. 

Nice,  a  for-profit  NAA  subsidiary,  has  a  $12- 
million  line  of  bank  credit,  which  was  designed  to 
pay  off  Nice’s  initial  $5-million  investment  and 
provide  for  ongoing  operations  and  development. 
Barker  disputed  industry  speculation  that  NICC 
debt  has  reached  $10  million,  and  that  it  had  paid 
as  much  as  $2  million  to  $3  million  to  buy  the  as¬ 
sets  of  the  Complete  Newspaper  Network  (CNN), 
the  47-staffer  ad  placement  and  processing  arm  of 


i  California  Newspaper 
Publishers  Association. 
«  Barker  declined  to  provide 
financial  details. 

Skeptics  remain  among 
i  competitors  and  others 
]  \  in  the  industry.  Some  say 

NICC  will  take  years  to 
phase  in.  Todd  Melet, 
owmer  and  president  of 

M.  Blake  Barker  N.c.-based  B- 

Linked.com,  said  his  firm’s 
AdTransit.com  ad-placement  service  has  signed  up 
21  state  press  associations  as  well  as  big  papers  such 
as  The  New  York  Times  and  the  Los  Angeles  Times. 
He  said  NICC  will  never  provide  most  clients  with  a 
state  association’s  ability  to  help  a  national  advertis¬ 
er  select  local  papers. 

Executives  at  mediapassage.com,  a  competitor  that 
provides  much  of  what  NICC  proposes  to  offer,  have 
met  with  NAA  officials  several  times  over  the  last  year 
to  argue  the  industry  is  duplicating  a  service  that  al¬ 
ready  exists  and  could  be  utilized. 

Carleton  W.  Bryant,  a  mediapassage.com  executive 
vice  president,  said,  “We  don’t  believe,  for  a  large 
number  of  reasons,  that  [NICC]  will  ever  make 
break-even.”  11 


side,  Calif.,  in  what 
newspaper  executives 
call  an  ongoing  cam¬ 
paign  to  wrest  infor¬ 
mation  from  local 
officials.  A  state 
judge  has  ruled  the 
city  must  release  doc¬ 
uments  surrounding 
the  departure  from 
the  city  police  depart¬ 
ment  of  Officer  Rene 
Rodriguez,  who  had 
alleged  racism  within 
the  force.  The  City 
Council  is  to  meet  in 
closed  session  tomor¬ 
row  to  decide  how  to 
respond  to  the  ruling. 

—  TODD  SHIELDS 


Sam  Logan,  who 
turned  the  sickly 
Michigan  Chronicle 
into  the  cash  cow  of 
the  Sengstacke  Enter¬ 
prises  chain  of 
African-American 
newspapers — before 
resigning  suddenly  in 
January  —  launched 
his  own  Detroit 
weekly  aimed  at 
black  baby  boomers 
last  Friday. 

The  Michigan 
Frontpage  rolled  out 
as  a  60-page  broad¬ 
sheet  with  an  initial 
run  of  35,000  copies, 
an  emphasis  on  per¬ 
sonal  finances,  and  a 
target  readership  of 
African  Americans 
ages  30-45.— MARK 
FITZGERALD 


White  out  in  San  Francisco 


BY  JOEL  DAVIS 

SAN  FRANCISCO 


tionless  in  the  same  spot 
in  the  front  row  of  a 
packed  federal  court¬ 
room  in  San  Francisco 
last  week  while  his  feisty 
lead  attorney,  Joseph  M. 
Alioto,  relentlessly 
grilled  the  publishers  of 
the  Examiner  and 
Chronicle,  snaring  them 
in  a  number  of  contra¬ 
dictions  and  inducing 
testimony  that,  for  the 
time  being,  has  cost  Ex¬ 
aminer  Publisher  Timo¬ 
thy  White  his  job. 

John  Sias  remains  top 
man  at  the  Chronicle, 
but  was  clearly  flustered 
by  the  experience,  re¬ 
marking  at  recess  dur¬ 
ing  his  testimony  that 
facing  Alioto  was  “like 
undergoing  root  canal.” 

“Reilly’s  already  won 


WIN,  LOSE,  OR 
settle  out  of 
court,  Clint 
Reilly  is  getting  his 
money’s  worth. 

Reilly,  a  wealthy  San 
Francisco  real  estate  de¬ 
veloper,  failed  mayoral 
candidate,  and  unsuc¬ 
cessful  bidder  for  the 
San  Francisco  Examin¬ 
er,  seems  to  have  finally 
won  something:  Round 
One  of  his  high-profile 
federal  antitrust  lawsuit 
to  scuttle  the  sale  of  the 
San  Francisco  Chronicle 
to  the  Hearst  Corp.  and 
Hearst’s  sale  of  the  Ex¬ 
aminer  to  the  Fang 
family. 

Reilly,  mum  to  the 
media,  sat  nearly  mo- 


Clint  Reilly,  left,  and  Joseph  Alioto  were  sitting  in  the  cat¬ 
bird  seat(s)  at  San  Francisco  press  conference  last  week. 

in  a  public-relations  still  looks  remote,  his 

sense,”  said  media  critic  high-priced  legal 

Ben  Bagdikian,  author  effort  —  he’s  even  fimd- 
of  “The  Media  Monop-  ing  a  Web  site,  SaveOur 
oly.”  “He’s  lifted  a  rock  News.com,  with  daily 
and  all  this  stuff  has  trial  updates  —  has  left 

come  out.”  the  opposition  bloodied. 

While  the  possibility  with  more  to  come.  On 
of  Reilly’ s  suit  actually  the  horizon  is  a  probable 

killing  the  sales  of  the  grilling  of  the  Fang  fam- 

Examiner  and  Chronicle  ily,  whose  purchase  of 


Jonathan  R  Wol- 
man,  who  has 
served  as  The  Associ¬ 
ated  Press'  managing 
editor  since  1998, 
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REGISTER  NOW  FOR  THESE 


ONE  DAY  INSTRUaiONAL  SEMINARS 

DESIGNED  TO  HELP  YOU  MASTER  THE  INTERNET  BUSINESS! 


SHERATON  NEW  YORK  HOTEL  &  TOWERS 


HOW  TO  BUY  &  SEIL  WEB  ADS 


OVER  3,000  PROFESSIONALS  HAVE 
ALREADY  TAKEN  ADVANTAGE  OF 
THIS  POWERFUL  TRAINING 
PROGRAM,  CONSISTENTLY  CALLING 
IT  AN  ^EXCELLENT  USE  OF  (THEIR) 
TIMEI  CONCISE  AND  CLEARI' 
COMPANIES  REPRESENTED  AT 
THESE  SEMINARS  HAVE  INCLUDED: 


•ABC 

•  Amway 

•  Anderson  Consulting 

•  Aa 
•AT&T 

•  Bousch  &  Lomb 

•  BBDO 

•  Bell  Atlantic 
•BET 

•  Boston  Globe 

•  Coblevision 


•  CBS  MorketWatch 

•  Charles  Schwab 

•  TBWA/Chiat/Doy 

•  Chicago  Tribune 

•  Colgate-Palmolive 

•  Compaq 

•  Cox  Communication 

•  Crains 

•  Discover  Card 

•  Disney 

•  E!  Online 


•  Eddie  Bauer 

•  Fallon  McElligott 

•  Fidelity  Investments 

•  Fortune 

•  General  Mills 

•  Gillette 

•  Harvard  Business  School 

•  Hosbro 

•  Hearst 
•IBM 

•  J.  Walter  Thompson 


•  Johnson  &  Johnson 

•  lA  Times 

•  Mercedes  Benz 

•  Merrill  Lynch 

•  Microsoft 

•  Mobile 

•  National  Geographic 

•  New  York  University 
•NBC 

•  Nickelodeon 
•NFL 


THURSDAY,  JUNE  15, 2000 


HOW  TO  BUY  &  SELL  WEB  ADS 

Master  the  Internet  advertising  business  and  learn  the  latest  technology!  Get  the  in-depth 
knowledge  you  need  to  buy  or  sell  Web  ads.  Full  day  curriculum  provides  training  for  both  novice 
and  experienced  Buyers  and  Sellers. 


FUNDAMENTALS  OF 
INTERNET  MEDIA 

(MORNING  OPTION  ONE) 

Rapidly  evolving  media,  technology  and  morket 
innovations  moke  it  necessory  for  medio  buyers, 
brand  monogers  and  soles  reps  to  learn  how  the 
Internet  works;  the  technology  that  creates, 
delivers  and  targets  ods;  what  measurement 
stondords  exist  and  the  dominant  and  emerging 
business  models,  ad  units  ond  pricing. 

INTERNET  BASICS 

•Origins  and  infrostructure 
•How  the  World  Wide  Web  works 
•Technologies  driving  the  Web 
•Key  terminology  &  services 
•Internet  os  o  medio 

INDUSTRY  STATS  AND  TRENDS 

•Current  internet  od  spending  and  forecasts 
•Category  ond  industry  spending  and  benchmarks 

CREATIVE  TECHNOLOGIES 

•Rich  medio  definitions  and  advantages 
•Technology  overview  ond  providers 
•Examples  of  rich  medio  implementation 
•Recent  research  on  rich  medio  od  effectiveness 

AD  UNITS,  MODELS  AND  PRICING 

•Standard  od  units  defined  and  reviewed 
•Examples  of  non-stondord  od  units 
•Ad  mraels  defined  and  reviewed 
•Sponsorship  programs  exomined 
•Ad  Pricing  from  CPMs  and  performance-based 
to  hybrids  and  sponsorships 

TARGETING 

•Browser  and  behovior  •Content  and  keywords 
•Demographics  •Geographic 

•Using  cooxies  •Using  databases 

MEASUREMENT  AND  METRICS 

•Evolution  of  Industry  Metrics;  From  hits 
to  branding  studies 

•Meosurement  Definitions;  Ad  impressions, 
unique  users  and  sessions 
•Site-based  data  versus  syndicated  research 
•Industry  practices  for  defining  campaign 
deliverables  Site  and  campaign  auditing 

AD  MANAGEMENT  &  DELIVERY 

•Ad  operations  ond  site-bosed  management 
•Third-party  od  delivery 


PROGRESSIVE  TOPICS 
&  TECHNIQUES 

(MORNING  OPTION  TWO) 

For  buyers  ond  sellers  wlio  hove  spent  several 
months  or  years  working  in  Internet  media,  these 
sessions  are  designed  to  discuss  and  provide 
perspective  on  important  topics  that  will  challenge 
your  understanaing  of  working  in  the  ever- 
changing  world  of  new  media. 

INTEGRATING  ONLINE  AND 
OFFLINE  MEDIA 

Building  integrated  advertising  strategies  requires  an 
understanding  of  each  medium's  unique  attributes. 
By  combining  the  strengths  of  both  online  and  offline 
media,  odvertisers  can  be  more  effective  in  brandinq, 
reaching,  targeting  and  engaging  customers  os  well 
as  leveraging  effective  promotional  and  e-commerce 
plans.  By  understanding  how  magozines, 
newspapers,  radio  and  TV  can  best  be  paired  vnth  the 
Internet,  session  ottendees  will  be  able  to  analyze 
and  evaluate  the  spectrum  of  choices  and 
opportunities  availoble  to  meet  their  marketing  and 
odvertising  objectives. 

EMERGING  ADVERTISING 
TECHNOLOGIES 

As  consumers  grow  more  savvy  about,  and  inundot- 
ed  with  media  and  advertising,  marketers  ore 
increasingly  challenged  to  reach  them  effectively. 
This  session  will  cover  the  arowing  array  of  emerging 
interactive  advertising  tecnnologies  designed  to  bet¬ 
ter  capture  the  consumer's  attention.  The  technolo¬ 
gies  covered  will  include  the  latest  in  rich  media, 
oudio,  wireless,  venue-based,  browser-based,  desk¬ 
top  ond  electronic  appliances. 

Each  progressive  session  will 

ALSO  FEATURE  PRESENTATIONS, 
DEMONSTRATIONS  AND  REAL 
WORLD  CASE  STUDIES 
HIGHLIGHTING  SUCCESSFUL 
PRAaiCES  AND  IMPLEMENTATIONS 
REGARDING  EACH  TOPIC. 


THE 

INSTRUCTORS: 


■ 


LESLIE  LAREDO 
President 

The  Laredo  Group,  Inc. 


JEFFLEIBOWin 

CEO 

The  Laredo  Group,  Inc. 


THE  BUYER'S  COURSE 

This  course  covers  a  step-by-step  opproach  to  internet 
media  buying  and  post-buy  anolysis,  and  includes  a 
review  of  buying  tools,  ad  serving  technologies  and 
available  reseorra. 

OBJECTIVE  SEniNG 

•Brand  awareness  •Customer  acquisition 

•Customer  retention  •Direct  response 

•Product  sales 

SITE  EVALUATION  PROCESS 

•Editorial  compatibility 
•Traffic  and  other  site  data 
•Rates  and  plocement 
•Audience  aemographics 
•Targeting  capabilities 

THE  MEDIA  BUYING  PROCESS 

•Process  for  finding  appropriate  sites 
•Site  troffic  analysis 
•Using  audience  research 
•Evaluating  different  ad  models 
•Setting  up  targeting  criteria 
•Pricing  and  negotiation 

EXECUTING  THE  BUY 

•Who  are  the  Sellers?  •Negotiation  tactics 
•Medio  buying  tools  •Third-party  ad  serving 

BUYING  KEYWORDS 

•How  to  evaluate  search  engines  and  directories 

•Determining  availability 

•Non-standard  options  •Negotiation  tactics 

POST-BUY  EVALUATION 

•Managing  ond  implementing  the  buy 
•Testing,  evaluating  and  correcting 
•Evaluating  success  criteria 
•Media  buys  -  closed-loop  analysis 

BEYOND  THE  BANNER 

•How  sponsorships  work 
•Negotiating  sponsorships 


E-COMMERCE 

•Pricing  options 
•Affiliate  programs 


•Portal  deals 
•Tracking  ROI 


NON-MEDIA  OPPORTUNITIES 

•Promotionol  programs 

•Publicity  •Strotegic  partnerships 

TOOLS  OF  THE  TRADE 

•Media  planning  resources 
•Research  services 
•Ad  manogement  ond  media  buying 
•Network  buys 
•Ahernotive  sales  channels 


ERIC  HALL 
EVP  &  CFO 

The  Loredo  Group,  Inc. 


BUD  KEEGAN 
Vke  President 
The  Laredo  Group,  Inc. 


V  ,  .  . . 


Ogiivy  &  Mdfier 

Panasonic 

Poromoonf 

Playboy 

Piudentiol 

Rhino  Records 

Sara  Lee 

Safeway 

Sharper  Image 

Sprint 

Sony 


•  Sun  Microsystems 

•  Toco  Bell 

•  TicketMoster 

•  TV  Guide 

•  20th  Century  Fox 

•  USA  Today 

•  Viacom 

•  Volkswagen 

•  Wall  Street  Journal 

•  Ziff-Davis  and  hundreds  more. 

ismrr  TIME  YOU  DID? 


THE  SEUJER'S  COURSE 

To  be  successful,  reps  need  to  understand  how  buyers 
buy,  medio  chokes  ond  buyino  influences.  This  session  will 
hefp  reps  understand  the  buying  process,  from  site 
selection  and  audience  evaluation  to  how  metrics  are  used 
for  evaluation.  We'll  also  cover  how  the  Internet's  unique 
attributes  impact  media  buying  and  the  integration  of 
Internet  advertising  into  the  medio  planning  process. 

UNDERSTANDING  NET  AnRIBUTES 

•Defining  new  media  concepts 
•Similarities  and  differences  between 
Internet  and  traditional  media 
•The  chanoing  and  fragmenting  demographk 
profiles  or  users 

•How  Internet  usoge  imports  traditionol  media  usoge 
•Defining  Internet  reoch  ond  frequency 
•Challenges  and  imphcations  for  media  buying 

THE  MEDIA  BUYING  PROCESS 

•Objective  setting 
•Selecting  measurement  criteria 
•Rnding  appropriate  sites 
•Site  traffk  analysis 

•Evaluating  audience,  reach  ond  composition 
•Evaluating  ad  programs,  pricing  ana  negotiation 

HELPING  BUYERS  DO  THEIR  JOB 

•Buyer's  pet  peeves 

•Building  and  nranoging  a  relationship 

•Getting  ond  using  strategk  account  information 

•Reaching  the  derision  makers 

•Providing  support 

•Help  manoge  the  buy 

SEUING  COMPETITIVELY 

•Who  ore  Your  Competitors? 

•Source  of  Funds  for  Internet  Advertising 
•Sales  ^de  end  Client  Commitments 
•Know  Your  Competition  -  Who's  Selling  What 


SELLING  SOLUTIONS 

•Leverage  Site  Attributes 
•Selling  Solutions  Considerotions 
•Pockoging  Concepts:  Putting  it  Ail  Together 

CLICK-THROUGH  AS  AD  METRIC 

•Historkal  Perspective 
•Okk-Through  os  a  Direct  Response  Metric 
•What  Impocts  Qkk  Rates 
•Return  on  Investment  (ROI) 

•Overcoming  Objections;  A  Wn  Step  Program 

RESEARCH 

•The  Research  Advantage 
•Site  Based  and  Syndkated  Research 


TIGTILLINGHURST 
DirKtor  of  Agency  Strategy 
Solbright 
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HOW  TO  MEASURE^ 

RESEARCH  &TARG^ 

INTERNET  ADS  &  AUDIENCES 

The  two  top  barriers  to  Internet  advertising 
are  the  difficufty  of  tracking  return  on 
investment  and  the  lack  of  reliable  and 
accurate  measurement  information. 

Internet  media  buvers  are  evaluating  and 
placing  many  different  kinds  of  ad  buys 
across  multiple  vrebsHes  and  advertising 
networks.  As  a  resub  they  need  to  be  aide 
to  measure  and  compare  ad  units,  rites  and 
networks  and  be  able  to  evaluate  the 
resubs  of  their  buys  and  determine  the 
effectiveness  of  their  campaigns. 

Learn  the  differences  between  rite-centric 
and  user-centric  metrics  and  how  ad 
delivery,  targeting  and  research  companies 
are  providing  insight  and  intelligence  on 
user  response  and  behavior. 


HOWTO  BUILD  INTERNET 
REVENUE  &  BUSINESS  PLANS 
FOR  ADVERTISING  & 
SPONSORSHIP-BASED  SITES 

A  practical,  how-to  approach  to  building 
reliable,  realistic  and  defensible  revenue 
models,  forecasts  and  management  plans 
for  Internet  businesses  based  on 
advertising,  sponsorship  or  similar  revenue 
sources. 

This  day-long  course  will  delve  into  the 
critical  details  and  insider  knowledge  that 
is  only  gained  by  having  done  b  before  -  as 
all  course  instructors  hove. 

Unlike  other  theoretical  business  practice 
approaches,  we'll  give  you  the  actual 
models,  took  and  “take-aways"  you  need 
to  begin  building  your  Internet  revenue 
models,  plans  and  projections. 


Attendees  will  also  learn  various  data 
analysis  techniques  and  how  to  apfdy  this 
data  in  KOI  equations  to  create  more 
effective  Internet  campaigns. 

PART  I: 

THE  nCHNOLOGY 
OF  MEASUREMENT, 
RESEARCH  A  TARG^^N^^ 

OVERVIEW 

•What  ore  the  issues  in  Internet 
measurement  and  research? 

•Industry  efforts  to  estobfish  stondards 

BASICS  OF  AD  AND 
CONTENT  DELIVERY 

•Dissecting  the  process 

•Anatomy  of  a  dkk  ond  the  eikk-through 

DEFINING  MEASUREMENT 

•Whot  ore  site-centric 
ond  user-centrk  metrks? 

•What  is  mferred  dota? 


If  you've  ever  asked,  or  Imd  others  ask, 
“Where's  the  money  coming  from  -  how 
much  -  and  when?"  -  you'll  want  to  attend 
dik  event  whidt  will  present  all  of  the  many 
factors  to  consider  and  then  actually  walk 
attendees  through  each  step  of  creating  the 
text  and  spreadsheets  that  will  become  the 
financiol  ond  revenue  modek  of  a  business. 

BACK-TO-BASICS 

While  the  Internet  and  the  businesses  involved  in 
it  certoinly  hove  many  unique  characteristic, 
there  are  also  some  bask  business  concepts, 
prinriples  and  praetkes  that  still  apply.  In  this 
section,  you'll  be  reminded  of  those  basks,  leorn 
the  unique  attributes  ond  considerations  of 
successful  Internet  businesses  and,  more 
importantly,  learn  how  to  interpret  ond  apply 
them  specifically  to  your  Internet  site  and 
business. 

Topic  will  include: 

•Competitive  Research  &  Andysis 
•Products,  Priring  &  Elasticity 
•linderstamhng  &  Marketing  to  Customec 
•Understanding  &  Marketing 
to  Advertisers/Sponsoc 
•Internet  Concepts  &  Technology 


I 


COUNTING  AD  REQUESTS 
AND  AD  DELIVERY 

•What's  counted  by  Web  servers? 
•What's  counted  by  Ad  servers? 

•How  third  porty  od  services  serve  ads 

MEASUREMENT  FACTORS 

•Why  the  numbers  differ 
•How  technology 
impocts  od  measurement 
•Impact  of  caching 
•Cache  busting  and  cache 
friendly  counting  methods 
•Impoct  of  Frames  on  counts 
•Spiders,  Robots,  Agents 

MEASURING  SITE  TRAFFIC 

•Log  files 

•Auditing  process 

•Site  and  compaign  audits 

COUNTING  USERS 

•How  Cookies  work 
•Browser-based  counts 
•Defining  visitors  ond  unique  visits 


CHOOSE  ONE 


FORM  A  FUNCTION 

Different  types  of  sites  require  different 
types  of  approoches  and  considerotions. 
Most  sites  have  within  them  different  areas 
of  content  ond  functionolHy  that  need  to 
hove  distinct  sub-plons. 

Topics  will  include; 

•Content  Development  and  Delivery 
•Building  and  Using  Community 
•Utility  ^es  &  Features 
•User  Interfoce 

•Consumer  vs.  Business-to-Business 

MARKETING  & 

TRAFFIC  GENERATION 

The  addition  of  thousands  of  sites  to  the 
Internet  each  month  meons  that  the  "build  it 
and  they  will  come*  doys  ore  long  gone. 
One  of  the  more  mis-forecost  elements  of 
Internet  business  plans  is  the  amount  ond 
timing  of  traffic  and  usage  on  sites.  This 
section  will  take  o  bottoms-up,  spreadsheet- 
bosed  approach  to  how  to  generote  and 
accurately  estimate  projected  site  traffic  and 
the  sources  of  thot  traffic. 


AD  TARGETING  A  PROFILING 

•Content  and  context  targeting 
•Platform-dependent  targeting  options 
•Profili^  users 

•Behavioral  and  inferential  methods 

AUDIENCE  RESEARCH 


•Sampling  issues 
•Syndicated  research 
•Site-based  research 

PART  II: 

MEASUREMENT  & 
THE  media  PRO^^^^ 

OVERVIEW 

•The  process  of  buying  online 
•How  measurement  dota 
impacts  the  process 
•Defining  the  correct  dota  to  use 
•Moving  from  core  data  to 
inferr^  ond  derived  data 


Topics  will  include; 

•Search  Engines 
•Advertising  &  Public  Relations 
•Grass-Roots  and  Viral  Marketing 
•Affiliates  Progroms 
•Strategic  Portnerships 
•Measurement  &  Targeting 

REVENUE  MODELS 

There  are  mony  methods  ond  technologies 
for  creoting,  hosting  and  delivering  content 
and  odvertising  that  effect  the  bottom  line... 
and  more  are  being  developed  and 
introduced  every  doy.  This  section  will  cover 
those  elements  ond  discuss  how  they  relote 
to  revenue  and  expenses. 

Topics  will  include; 

•Advertising  Units  &  Product  Plans 

•Sponsorship  Progroms 

•Ad  Serving,  Order  Processing  &  Billing 

•E-Commerce 

•Leveraging  Other  Revenue  Opportunities 
•Media  Kits  &  Ad/Sponsor  Marketing 
•Sales  Channels 


BUYING  INTELLIGENTLY 

•Data  sources  &  their 
effects  on  the  numbers 
•What  numben  matter  and  what  don't 
•Estoblishing  agreed-upon  data  sources 
•"Pre-buy*  data  and  its  use  in  planning 

LEARNING  FROM  THE  BUY 

•Does  performance  matter? 

•Translating  client  objectives 
into  relevant  Web  metrics 
•Processes  for  resolving  discrepancies 
•Dato  for  learning  purposes 
•Matching  media  data 
with  commerce  data 

•Planned  tests  vs.  anecdotal  observations 

EXPLOITING  KNOWLEDGE 

•Employing  learning 


•Simple,  iterative  learning; 
winnowing  down  to  best  choices 
•Applying  experience  to 
the  next  planning  process 
•Utilizing  "pre-buy"  tools 


EXPENSES 

This  section  of  the  course  is  devoted  to 
determining  the  suitable  level  of  capital  and 
staffing  your  business  will  need  in  order  to 
maximize  your  site's  potential  and  meet  or 
exceed  your  plan.  With  an  informed 
perspective  on  expenses,  you'll  be  able  to 
more  occurately  forecast  and  anticipate 
growth  as  your  online  business  develops.  In 
addition  to  the  expense  elements  of  many  of 


WHO  SHOULD 
ATTEND: 

•  Account  Managers 

•  Advertising  Agencies 

•  Marketing  Managers 

•  Medio  Buyers/Directors 

•  Media  Ovrners/Plonners 

•  Media  Sales  Execufives/Publishers 

•  Soles  Directors/Managers 

•  Traffic  Managers 

JUNE15  A  16 

7:30  -  0:45  4M 

Reoistration,  Continental  Breakfasts 
and  Welcome  Addresses 

9:00  AM  -  12:00  NOON 

MORNING  SCHEDULE 

1:30-5:00  PM 

AFTERNOON  SCHEDULE 

SPONSORED 

SEGMENTS 

Q  &  A  BUFFET 
LUNCHEONS 

12:00  NOON  -  1:30  PM 

Attendees  are  invited  to  join  in  an 
Interactive  live  chat  with  instructors 
and  panelists. 

SPONSORED  BY; 


TA 


WRAP-UP 

NETWORKING 

RECEPTIONS 

5:00  -  6:00  PM 

A  terrific  opportunity  for  attendees  to  get 
together,  network,  snare  information  or 


section  will  oddress; 

just  relax. 

•Hiring  &  Staffing 

SPONSORED  BY; 

Options  ond  Plans 
•Technical  Infrastructure 

•General  &  Administrative 

■'  ■  .  ■ 

ONE 

MEDIA 

PLACE 

CYBER^^^ 


Visit  the  CyberCafe  and  stoy  in 
touch  with  the  office. 

SPONSORED  BY; 

Investor’s  Business  Daily 

For  People  Who  Choose  To  Succeed 


Course  content  is  updoted  frequently.  Some 
elements  may  differ  slightly  from  brochures 
or  manuals.  Course  outline,  topics,  instructors, 
panelists,  schedule  or  other  details  may  be 
changed  without  prior  notice. 
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HOW  TO  BUY  &  SELL  WEB  ADS  and 
^  HOW  TO  MEASURE,,  RESEARCH  &  TARGET  or 

HOWTO  BUILD  INfERNET  REVENUE  &  BUSINESS  PLANS 

JUNE15&16 

SHERATON  NEW  YORK  HOTEL  &  TOWERS 

REGISTRATION 

Please  print  or  type 

Copy  form  for  additional  registrants 

NAME _ 

TITLE  _ 


^  MAIL  REGISTRATION  TO: 

ADWEEK  CONFERENCES 
1515  BROADWAY,  15TH  FLOOR 
NEW  YORK,  NY  10036 
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HERE'S  WHAT  PAST  ATTENDEES  HAD  TO  SAY. . . 

(Comments  from  post  Internet  Medio  Dynamics  training  seminars) 


"Being  new  to  the  industry, 
it  was  a  great  way  to 
become  familiar  with  terms 
and  facts." 

"Excellent  use  of  my  time! 
Concise  and  clear!" 

"Absolutely  worth  my 
money.  My  brain  is  full  of 
new  understanding,  new 
capabilities,  new  contacts 
and  resources." 

"Very  informative  and  easy  to 
follow.  Valuable  information 
in  a  small  period  of  time." 


"Very  insightful,  provided 
current  updated  info  on  the 
trends  of  new  media." 

"The  instructors  were  very 
knowledgeable  and  kept  a 
great  pace  throughout  the 
presentations.  I'm  taking 
away  some  valuable  and, 
more  importantly,  doable 
factors  and  knowledge.  I  will 
be  attending  more  ADWEEK 
Conferences!" 

"Well  structured;  great 
content,  good  examples." 


"Excellent  class,  always 
good  to  refresh  with  the 
lotest  technologies  and  the 
newest  techniques." 

"Well  worth  my  time." 

"Great  content.  I  can't  wait 
to  implement  some  of  the 
ideas  that  I've  learned." 

"An  excellent  course  for  both 
newcomers  in  the  industry  os 
well  as  for  the  seasoned 
veterans." 

"Finally,  I  feel  more 
knowledgeable,  thank  you." 


Auoduio]  hNA  0 suojiDjjunuiuio)  'sauizoBo^  ]|]3MaV  uoisiMp  d  si  s9)U3J3}uo)  )|]]Mav 


9E001AN  'WM3N 
joo|j  qi5[  'ADMpoojg  S[S[ 


••  i- 


f 


For  faster  service  call  toll-free 
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Satisfaction  Guaranteed 


If  at  any  time,  for  any  reason,  you 
decide  that  Editor  &  Publisher 
does  not  measure  up  to  your 
expectations  —  you  can  cancel 
your  subscription  and  receive  a 
full  refund  on  all  unmailed  issues, 
no  questions  asked. 
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j  the  Examiner  has  been 
!  characterized  by  Reilly 
1  attorneys  as  a  “sham”  de¬ 
signed  to  lead  to  closure 
of  the  Examiner  while 
lining  the  Fangs’  pockets 
with  a  considerable 
chunk  of  the  $66-mil- 
!  lion  subsidy  Hearst  is 

I  paying  them  to  take  over 

!  the  Examiner. 

I  i  The  monopoly  ele- 
i  ment  of  the  trial,  the 

I 

I  j  heart  of  Reilly’s  case,  has 
j  I  been  a  sideshow  to  the 
j  j  controversy  over  Timo- 
j  I  thy  White’s  opening-day 
I  j  testimony.  After  being 
j  cornered  by  Alioto  with 
1  a  paper  trail,  including 
several  e-mail  messages 


between  the  publisher 
and  Hearst  officials. 
White  revealed  that  he 
offered  San  Francisco 
Mayor  Willie  Brown  fa¬ 
vorable  treatment  on  the 
Examiner’s  editorial 
pages  in  exchange  for 
the  mayor’s  support  of 
Hearst’s  $660-million 
purchase  of  the  Chroni- 
\  cfe  last  August.  The  ad¬ 
mission  prompted  gasps 
in  the  courtroom,  which 
was  full  of  media  types 
—  officials,  reporters 
and  spectators.  White’s 
admission  has  been  a  PR 
nightmare  for  Hearst. 

The  New  York-based 
company  denies  any 


knowledge  of  White’s 
“horse  trade”  with 
Brown  and  abruptly 
suspended  him  pending 
an  investigation  by  an 
outside  arbiter.  Reilly’s 
attome)rs  then  pointed 
out  at  a  press  conference 
that  White  made  similar 
testimony  to  the  U.S. 
Justice  Department  in 
December  with  Hearst’s 
knowledge  and  that  he 
is  merely  the  fall  guy  for 
the  company. 

Alioto,  who  works  the 
media  as  well  as  he  does 
a  courtroom,  said  that 
Hearst  “has  got  to  run 
from  everything”  and 
I  that  it  is  attempting  to 


“sacrifice  Mr.  White  and 
put  the  blame  on  him. 
Hearst  spokeswoman 
Debra  Shriver  counters 
that  White  was  sus¬ 
pended  for  possibly 
breaching  the  compa¬ 
ny's  ethics  policy  and 
not  because  his  testimo¬ 
ny  put  Hearst  in  an  un¬ 
flattering  light.  “Neither 
our  news  nor  our  edito¬ 
rials  can  be  compro¬ 
mised  under  any 
circumstances,”  Shriver 
said,  denying  Alioto’s 
contention  that  Hearst 
knew  all  along  about 
publisher  White’s  con¬ 
versations  with  Mayor 
Brown.  11 


No  bar  fight  over  Utah  booze  ad 


'Salt  Lake  Tribune'  avoids  legal  action 
after  major  distiller  pulls  liquor  ad 
state  claimed  violated  its  law 


BY  TODD  SHIELDS 

WASHINGTON 

Dominic  Welch,  publisher  of  The  Salt 
Lake  Tribune,  briefly  entertained  a  vision 
of  himself  being  led  away  from  his  newspa¬ 
per  in  handcuffs.  Alas,  it  was  not  to  be.  Potential  for 
a  First  Amendment  legal  dust-up  evaporated  when 
a  major  distiller,  under  pressure  from  Utah  author¬ 
ities,  pulled  a  full-page  liquor  advertisement  that 
ran  in  the  Tribune  on  successive  Fridays. 

Utah  bans  ads  for  alcoholic  beverages,  except  for 
reduced-alcohol  beer. 

Welch  calls  the  ban  an  infringement  of  free 
speech  and  a  needless  impediment  to  business.  His 
Salt  Lake  City  daily  ran  the  ads  for  Brovra-Forman 
Corp.’s  Canadian  Mist  whiskey  on  April  21  and 
April  28. 

“We’re  in  the  business  of  advertising  legal  prod¬ 
ucts,”  Welch  said.  He  said  he  is  not  trying  to  change 
Utah’s  liquor  laws,  “but  the  First  Amendment  is 
more  important,”  he  added. 

Brown-Forman,  of  Louisville,  Ky.,  included  Salt 
Lake  City  in  a  41-market  buy  for  ads  touting  a  new 
container  for  Canadian  Mist.  It  believed  the  ads  fit 
an  exemption  Utah  created  so  national  publications 
need  not  print  special  editions  for  the  state’s  mar¬ 
ket,  said  Brown-Forman  spokesman  Phil  Lynch. 


When  Utah’s  Depart¬ 
ment  of  Alcoholic  Bever¬ 
age  Control  said  the  ads 
violated  state  law,  Brown- 
Forman  agreed  to  pull 
them.  Lynch  said. 

Earlier,  Salt  Lake  City 
District  Attorney  David 
Yocum  told  The  Associ¬ 
ated  Press  he  did  not  in¬ 
tend  to  prosecute  the 
newspaper.  He  cited  a 
1996  U.S.  Supreme 
Court  ruling  upholding 
the  free-speech  right  to 
advertise  liquor. 

The  Utah  Department 
of  Alcoholic  Beverage 
Control  is  the  state’s  sole 
legal  retailer  of  spirits, 
wine  and  full-strength 
beer.  If  its  regulations 
are  violated,  it  may  re¬ 
move  a  distiller’s  prod¬ 
ucts  from  its  shelves,  said  Earl  Dorius,  a  staff 
attorney  for  the  department. 

Dorius  said  Brovm-Forman  had  “been  very 
gracious”  when  told  its  ad  was  illegal. 

Welch,  the  publisher,  said  the  episode  had  no  ef¬ 
fect  on  another  business  arrangement.  The  Trib¬ 
une  prints  a  regional  edition  for  USA  Today  —  one 
that,  especially  around  Christmas  holidays,  has 
prominently  featured  liquor  ads.  11 


Earl  Dorius 


has  been  appointed 
executive  editor,  Pres¬ 
ident  and  CEO  Louis 
D.  Boccardi  an¬ 
nounced  May  2. 
William  E.  Ahearn, 
who  had  held  the 
post  since  1988,  has 
not  divulged  his 
plans. 

Wolman,  49, 
joined  AP  in  1973, 
first  covering  state 
government  in  Madi¬ 
son,  Wis.,  his  home¬ 
town,  and  then  labor 
and  automotive  is¬ 
sues  in  Detroit.  He 
served  as  national 
correspondent  on  the 
Three  Mile  Island  cri¬ 
sis  in  1979.  In  1989, 
Wolman  was  named 
chief  of  the  Washing¬ 
ton  bureau,  where  he 
stayed  for  the  next  10 
years.  —  ELLEN 
LIBURT 

BEACttlTS 
THE  ROAD 

Geac  Computer 
Corp.,  Toronto, 
has  acquired  the  as¬ 
sets  of  the  Gazette 
Technologies  unit  of 
Gazette  Communica¬ 
tions  Inc.  The  Cedar 
Rapids,  Iowa,  compa¬ 
ny  publishes  The 
Gazette  (circulation 
67,000)  and  several 
other  publications, 
and  owns  multiple 
online  and  broadcast 
outlets,  a  direct  mar¬ 
keting  service,  a  com¬ 
mercial  printer,  and  a 
software  develop¬ 
ment  firm. 

Gazette  Technolo¬ 
gies  developed  the 
Marketinfo  media- 
specific  data  ware¬ 
housing  software 
suite.  It’s  used  by 
newspapers  to  identi¬ 
fy  and  analyze  infor- 
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HoUinger,  Thomson  deeds  still  to  come 


mation  related  to 
individuals,  house¬ 
holds,  and  businesses 
in  a  given  market  to 
support  decisions  in 
the  areas  of  circula¬ 
tion,  advertising 
sales,  general  busi¬ 
ness  management, 
and  the  newsroom. 

—  JIM  ROSENBERG 


BY  LUCIA  MOSES 

Merger  and 

acquisition  ac¬ 
tivity  has  been 
hot  the  past  few  years, 
but  industry  watchers 
don’t  recall  a  time  when 
so  many  newspapers 
were  on  the  market  at 
the  same  time. 

At  least  72  U.S.  dailies 
valued  at  nearly  $4  bil¬ 
lion  are  for  sale,  the  bulk 
owned  by  Thomson 
Corp.  and  Hollinger  In¬ 
ternational  Inc. 

Thomson’s  decision  to 
exit  the  business  created 


newspaper  chains  have 
been  swapping  papers 
to  gain  clustering  effi¬ 
ciencies.  Santa  Rosa, 
Calif.-based  consultant 
John  Mennenga  said  to¬ 
day’s  activity  reflects  a 
new  range  of  views 
about  the  business.  “It 
says  some  groups  don’t 
feel  the  future  is  in 
newspapers.  There  are 
others  who  think  the  fu¬ 
ture  is  only  with  larger 
papers.  And  some  think 
the  future  is  with  news¬ 
papers,  and  they’re  buy¬ 
ers.”  [> 


concern  that  the  future 
of  newspapers  was  in 
peril.  Recent  murmur- 
ings  suggest  that’s  not 
so.  Thomson  was  ex¬ 
pected  to  sell  the  group 
in  parts,  but  is  rumored 
to  have  had  as  many  as 
seven  bidders,  among 
them  Gannett  Co.  Inc., 
offering  to  buy  all  of  its 
49  U.S.  dailies. 

“One  thing  you  can 
say  definitely  is,  the  total 
dollar  value  of  the  prop¬ 
erties  on  the  market  has 
not  ever  been  exceeded,” 
said  Owen  Van  Essen, 


an  active  broker. 

Analysts  say  strong 
demand,  easy  money, 
and  insecurity  caused 
by  the  recent  drubbing 
of  high-tech  stocks 
will  keep  prices  in  the 
nine-to-14-times  cash¬ 
flow  range. 

“Instead  of  one  ven¬ 
ture  capital  group,  there 
are  dozens  willing  to 
lend  lots  of  money,”  said 
John  T.  Cribb,  a  Mon¬ 
tana-based  broker. 

Most  of  the  recent 
dealing  has  been  be¬ 
tween  groups,  as  big 


CareerPath.com, 
the  newspaper 
company-owned  re¬ 
cruitment  Web  site, 
is  having  a  run-in 
with  its  competitor, 
Monster.com. 

For  the  last  month, 
Los  -Angeles-based  Ca- 
reerPath.com  has 
made  a  search  tool 
called  Resume  Scout 
available  to  recruiters 
for  $200  a  month. 
Resume  Scout  allows 
them  to  search  multi¬ 
ple  paid  and  free  r^ 
sum6  databases 
simultaneously.  A  re¬ 
cruiter  who  is  already 
a  paid  subscriber  to 
Monster.com  can  use 
Resume  Scout  to  ac¬ 
cess  Monster's  posted 
r^um^s  without  going 
directly  to  the  site. 

Maynard,  Mass.- 
based  Monster.com 
isn’t  taking  too  kindly 
to  this  encroachment. 
Myron  Olesnyckyj, 
Monster’s  in-house 
attorney,  sent  Career- 
Path  a  cease-and- 
desist  letter  last 
week,  warning  the 
company  that  Mon- 
ster.com’s  “Terms  of 
Use”  prohibit  using 
any  “browser,  spider, 
robot,  avatar,  or  intel¬ 
ligent  agent”  to 
search  its  site.  At  Ca- 
reerPath,  Rob  Fein- 


and  U.K.  newspaper  chain 
Newsquest.  He  came  up  on 
the  news  side  at  Gannett, 
starting  as  editor  of  its 
Rochester,  N.Y.,  paper  in 
1969  and  becoming  CEO  in 
1986.  The  company’s  stock 
then  traded  at  about  11,  and 
now  trades  at  about  60. 

McCorkindale  joined 
Gannett  in  1971  and  rose 
through  the  legal  and  finan¬ 
cial  sides.  -An  antique  car 
collector  and  avid  golfer,  he 
once  said  his  philosophy 
was  summed  up  in  a  stamp 
he  had  that  read  WIMM  — 
for  “Will  It  Make  Money?” 
He  has  said  he  favors  invest¬ 
ments  that  generate  a  rea¬ 
sonably  quick  return. 
Accordingly,  he  was  not 
keen  about  pouring  a  lot  of 
money  into  the  nascent  USA 
Today  after  its  birth  in  1982. 

Observers  are  watching  to  see  what  Gannett’s  next 
move  will  be.  With  some  $2  billion  in  cash,  it  is  ru¬ 
mored  to  be  a  contender  for  some  of  the  54  Thomson 
Corp.  daily  newspapers  now  on  the  block.  McCorkin¬ 
dale  told  USA  Today  only  that  he  was  working  on  a 
number  of  deals.  ® 


BY  LUCIA  MOSES 

IN  WHAT  IS  SEEN  AS  AN  ORDERLY  H.ANDOFF  TO  HIS 

right-hand  man,  Gannett  Co.  Inc.  CEO  John  J. 
Curley  will  step  down  June  1,  to  be  succeeded  by 
President  and  Vice  Chairman  Douglas  H.  McCorkin¬ 
dale.  Curley,  61,  will  remain  chairman  until  early 
2001,  when  he  will  retire  at  age  62  and  McCorkin¬ 
dale,  60,  will  become  chairman,  president,  and  CEO. 

No  successor  for  McCorkindale  has  been  named, 
although  Tom  Curley,  John’s  younger  brother  and 
publisher  of  flagship  USA  Today,  and  newspaper 
division  head  Gary  Watson,  are  seen  as  candidates 
for  higher  positions. 

The  news  caused  barely  a  ripple  in  Gannett’s  stock 
price.  McCorkindale  has  worked  with  Curley  for  30 
years  and  has  been  the  company’s  chief  deal-maker, 
so  little  change  is  expected  under  him. 

“McCorkindale’s  been  right  in  the  heart  of  the  or¬ 
ganizational  decision-making  for  years,  being  Cur¬ 
ley’s  right-hand  man,”  said  Brian  S.  Shipman  with 
Prudential  Securities.  With  its  strong  management, 
wise  acquisitions,  consistent  financial  results,  and 
high  margins,  Gannett  has  long  been  a  favorite  of 
Wall  Street. 

Under  Curley,  USA  Today  became  profitable  and 
Gannett  made  two  major  acquisitions.  Multimedia 


Douglas  McCorkindale 
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Talk  to  newspaper  people  like  Alan  Horton  about  Parade  and  you’ll  hear  things  like,  “Good 
credible,  hard  content'’  or  “Fabulous  brand  recognition.”  That’s  because  publishers  and  editors  across 
America  understand  the  value  of  Parade  to  their  newspapers,  and  to  their  readers.  Perhaps  that’s  why 
Parade’s  sister  publication,  react,  has  enjoyed  such  a  warm  welcome  frorh  so  many  of  the  very  same 
publishers.  And  why  so  many  readers  insist  that  Sunday  just  isn’t  Sunday  without  Parade., 


NOTHING  MOVES  AMERICA  LIKE 


stein,  vice  president 
of  product  manage¬ 
ment,  said  Mon- 
ster.com  should  not 
be  unhappy.  After  all, 
his  company  is  send¬ 
ing  users  to  Monster’s 
listings.—  iEMMfE  L 
PHIPPS 


Roberto  Martinez, 
a  widely  respect¬ 
ed  photographer  with 
the  Guatemala  City 
newspaper  Prensa  U- 
bre  (and  former  AP 
correspondent)  was 
shot  to  death  while 
covering  civil  unrest  in 
the  capital  city  April 
27.  Police  arrested 
two  private  security 
guards.  Four  others 
were  wounded,  in¬ 
cluding  two  other 
journalists.  Ac¬ 
cording  to  Prensa  Li¬ 
bre,  security  guard 
Garcia  Rosales  admit¬ 
ted  firing  his  shotgun 
repeatedly  at  the  jour¬ 
nalists  covering  the 
protest  against  bus 
fare  increases,  but 
said  he  did  not  target 
Martinez.  —  MAPK 
flTZCEflAlG 


BY  LUCIA  MOSES 

The  Boston 

Herald  will  rein¬ 
state  suspended 
columnist  Robin  Wash¬ 
ington,  who  was  sus¬ 
pended  without  pay 
April  30  after  he  clashed 
with  his  editors  over  his 
coverage  of  a  controver¬ 
sial  story  involving  a 
Herald  advertiser. 

Washington  will  re¬ 
turn  May  14  following 
a  two-week  suspension 
without  pay.  He  will 
return  to  his  consumer 
and  transportation 
column,  from  which 
he  was  reassigned 
April  23. 

Herald  management 
wouldn’t  com- 
ment  further. 
Washington  is- 
sued  a  state- 
ment  saying  he 
has  been  as- 
sured  he  will  be 
able  to  report 
his  column 
without  lim¬ 
itation. 

The  Newspa¬ 
per  Guild  of  Greater 
Boston,  the  Heralds  ed¬ 
itorial  union,  said  it  will 
proceed  with  litigation 
of  the  suspension, 
which  it  believes  violat¬ 
ed  its  contract. 

The  decision  last  Fri¬ 
day  followed  a  commu¬ 
nity  outcry  over  Wash- 


fireaim 


IIMMliV 

Ax’acMM 

wiMlqr 


Protesters  rally  outside  the  Boston  Herald  May  2  to  protest  the  suspension  of  con¬ 
sumer  and  transportation  columnist  Robin  Washington. 

ington’s  suspension.  I  a  journalist  of  23  years,  Washington.  Two  com- 

The  matter  drew  at-  had  written  about  the  munity  leaders  said 

tention  to  questions  merger  and  customer  they  met  with  Herald 

about  whether  Boston-  complaints  over  Publisher  Patrick  J. 

based  giant  FleetBoston  planned  fee  increases,  Purcell,  who  said  then 

has  received  and  contended  his  that  he  would  recon- 

favorable  editors  killed  potential  sider  Washington’s 

treatment  follow-up  stories,  then  treatment. 

■  from  local  told  him  to  stop  writing  The  paper  has  com- 

I  news  media.  It  about  the  bank  mented  little  on  the 

-  ^  M  also  renewed  altogether.  brouhaha  except  to  de- 

criticism  of  The  Boston  Globe  also  fend  its  coverage  as  ag¬ 

gressive  and  say  that 
the  suspension  was  an 
internal  disciplinary 
matter.  But  Washing¬ 
ton  spoke  openly  about 
his  disagreement  with 
management,  and  the 
union  contract  states 
that  employees  may  en¬ 
gage  in  activities  out¬ 
side  of  work,  provided 
they  are  not  “in  conflict 
with  or  detrimental  to 
the  interests  of  the  pub¬ 
lisher.”  i 


The  University  of 
Oklahoma  will 
use  a  $22-million  gift 
from  Edward  L.  Gay¬ 
lord  —  editor  and 
publisher  of  The  Okla¬ 
homan,  a  228,868- 
circulation  daily  in 
Oklahoma  City  —  and 
his  family  to  create 
the  Gaylord  College  of 
Journalism  and  Mass 
Communication. 

tijLtm  utURtf 


Robin  Washington 

Boston 

Herald 
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Knight  Ridder  congratubtes  its  two 
Pulitzer  winners:  George  Dohrmonn, 
Saint  Paul  Pioneer  Press,  and  Joel  Pett, 
Lexington  Herald-Leader 


Congratulations, 
(^FOpriF  And  Joel! 


>KnichtRidder> 


George  Dohrmann  won  this  year's 
Pulitzer  Prize  for  Beat  Reporting.  His  is 
the  third  Pulitzer  awarded  to  the  Pioneer 
Press.  Dohrmann  was  the  lead  reporter 
in  a  series  covering  academic  fraud 
within  the  University  of  Minnesota  men's 
basketball  program.  We  concur  whole¬ 
heartedly  with  the  Pioneer  Press  readers 
who  called  the  reporting  of  this  story 
"newspapering  at  its  finest." 

Joel  Pett  won  the  2000  Pulitzer 
Prize  tor  Editorial  Cartooning. 
This  is  the  Herald-Leader's  third 
Pulitzer.  Pett,  a  Pulitzer  finalist 
in  1989  and  1998,  won 
this  year's 

Pulitzer  for  his  drawings 
filled  with  scribbly  figures 
and  powerful  points  of  view 
on  a  range  of  national,  state 
and  local  issues.  As  one  news 
media  magazine  stated, "...If 
editorial  cartooning  has  a 
conscience,  it's  Pett."  We 
could  not  have  said  it  better. 
Congratulations, 

George  and  Joel,  youVe 
done  our  profession 

proud!  Joel  Pen 

Knight' Ridder.  What  a  difference  a 
newspaper  can  make. 


George  Dohrmann 
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We're  local, 

•  The”^fhiladelphia  Inquirer 

Akron  Beacon  Journal 

'  The  [Btloxi,  Miss.)  Sun  Herald 

...and  on  the 

>  Detroit  Free  Press- 

•  The  (Columbia  S  C  )  State 

>  The  (Fort  Woyne,  Ind.)  News- Sentinel 

coast  to  coast, 

>  The  Miami  Herald  &  el  Nuevo  Herald 

'  Lexington'  (Ky.)  Herald-Leader 

'  The  (Myrtle  Beach,  S  C  )  Sun  News 

Real  Cities  Network. 

in  newspapers... 

'  San  Jose  Mercury  News 

'  The  Wichito  (Kan  )  Eagle 

'  Bradenton  (Fla.)  Herold 

'  The  Kansas  City  Star 

'  The  Macon  (Go.)  Telegraph 

'  Grond  Forks  [N  D  J  Herald 

REAL 

The  Charlotte  Observer 

^  Tallahassee  (Fla  |  Democrot 

'  The  (San  Luis  Obispo  Calif,)  Tribune 

'  Fort  Worth  Stor-Telegrom 

'  The  (Wilkes-Barre  Pa.)  Tfmes  Leader 

'  The  Monterey  County  (Calif.)  Herald 

'  Soint  Paul  Pioneer  Press 
•  >  Contro  C-osta  Newspapers 

'  Duluth  ^Minn.)  News-Tribune  ' 

'  Belleville  (lll.j  News-Democrat 

>  (State  College  Po.)  Centre  Daily  Times 
‘  Aberdeen  (S  D  )  American  News 

>  Philadelphia  Dail^  News 

'  Columbus  (Ga.)  Ledger-Enquirer 

'  Warner  Robins  (Go.)  Daily  Sun 
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Inc.,  Waldorf- 
Astoria,  New  York 


H Howto  Buy 
&SeUWeb 
Ads,  How  to  Mea¬ 
sure,  Research  & 
Target  Internet 
Ads  &  Audiences, 
How  to  Build  In¬ 
ternet  Revenue, 
Adweek  Confer¬ 
ences  and  Laredo 
Group,  Fairmont 
Hotel,  Dallas 


M53rd  World 
Newspaper 
Congress,  Seventh 
World  Editors  Fo¬ 
rum,  and  Info  Ser¬ 
vices  Expo  2000, 
World  Association 
of  Newspapers,  Ho¬ 
tel  Inter-Continen¬ 
tal  Rio  Conference 
Center,  Rio  de 
Janiero,  Brazil 


tty  OlONOAnnu- 
Ll  L4al  Confer¬ 
ence,  Organization 
of  News  Ombuds¬ 
men,  Ritz-Carlton 
Hotel,  Montreal 


MNSNC  An¬ 
nual  Con¬ 
ference,  National 
Society  of  News¬ 
paper  Columnists, 
Ritz-Carlton  Pen¬ 
tagon  City,  Arling¬ 
ton,  Va. 


M  70th  An¬ 
nual  INMA 
World  Congress 
ofNewspaper 
Marketing,  Inter¬ 
national  Newspa¬ 
per  Marketing 
Association,  Fair¬ 
mont  Hotel,  New 
Orleans 


M  Newspa¬ 
pers  2000, 
Newspaper  Asso¬ 
ciation  of  America, 
San  Francisco 
Marriott  and 
Moscone  Center, 
San  Francisco 


Just  a  year  ago,  we  created  Newspaper  We  continue  to  grow.  During  the 
Partners,  Inc.,  the  first  independent  rep  past  month,  we've  added  the  Monterey 
company  to  be  established  in  more  County  Herald  to  our  client  list.  We  also 
than  30  years.  It's  been  quite  a  year.  added  the  New  York  Daily  News  -  the 

We  now  represent  22  newspaper  and  largest  newspaper  in  the  country  with  an 

groups  that  are  part  of  some  of  the  largest  independent  rep  firm, 
publishing  companies  in  the  nation.  With  the  For  more  information  on  how  NPI 
highest  ratio  of  salespeople  to  newspapers  in  can  benefit  your  newspaper,  please  call  Ben 
the  industry  we  guarantee  that  our  client  Zangara,  President  at  212-551  -7844  or 
newspapers  have  the  very  best  share  of  mind  John  Kephart,  Executive  Vice  President  at 
&  the  most  focus  on  sales  of  any  rep  firm.  323-964-0771 . 


M  Millen¬ 
nium 

Reuhen  Awards 
Convention,  Na¬ 
tional  Cartoonists 
Society,  World 
Trade  Center  Mar¬ 
riott,  New  York 


MAAF  Amer¬ 
ican  Adver¬ 
tising  Conference, 
American  Adver¬ 
tising  Federation, 
Caesars  Palace, 

Las  Vegas 


M  flAAN  23rd 
ul  UAnnual  Con¬ 
vention,  Associa¬ 
tion  of  Alternative 
Newsweeklies,  Ari¬ 
zona  Biltmore, 
Phoenix 


J1  OJAAEC  Con 
LI  invention 
2000,  Association 
of  American  Edito¬ 
rial  Cartoonists, 
Marriott  City  Cen¬ 
ter,  Minneapolis 


Atlanta  •  Chicago  •  Dallas  •  Detroit  •  Miami  •  Los  Angeles  •  New  York  •  San  Diego  •  San  Francisco 

- NPI  Represented  Newspapers 

North  Jersey  Herald  News 
Oakland  Tribune  Metro  Market 
Richmond  Times-Dispatch 
The  Press-Enterprise 
Scranton  Times 
St.  Augustine  Record 
Tampa  Tribune 


Allentown  Morning  Call 
Atlantic  City  Press 
Baton  Rouge  Advocate 
Bergen  Record 

Chattanooga  Times/Free  Press 
Everett  Herald 
Florida  Times-Union 
Middletown  Times  Herald-Record 
Monterey  County  Herald 
New  York  Daily  News 


Lynchburg  News  &  Advance 
Newport  News  Daily  Press 
Norfolk  Virginian-Pilot 
Richmond  Times-Dispatch 
Roanoke  Times 

Washington  D.C.  Outer  Rint 


Hire  National 
Conference, 
Investigative  Re¬ 
porters  and  Editors 


NOTE:  To  list 
events,  please fax  to 
Calendar  Editor  at 
(212)  691-7287. 


ADDITIONAL  INFORMATION  ABOUT  THESE  AND 
FUTURE  EVENTS  CAN  BE  FOUND  AT 
HTTP://WVm.EDITORANDPUBLISHER.COM/EP 
H0ME/EVENTS/EVENTSHTM/CALENDAR2K.HTM 


The  Capital 
Frederick  News-Post 
Fredericksburg  Free  Lance-Star 


Bristol  Herald-Courier  &  Tennessean 
Charlottesville  Daily  Progress 
Danville  Register  &  Bee 
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MULLEN  NAMED  ^  ‘Chronicle’  of  gas  pains 


Freedom  Commu¬ 
nications  Inc. 
has  named  a  former 
editor  of  The  Gazette 
in  Colorado  Springs, 
Colo.,  as  publisher  of 
the  paper. 

Thomas  J.  Mullen 
replaces  Scott  A.  Fis¬ 
cher,  who  left  last 
month  after  15 
months  in  the  posi¬ 
tion,  citing  differ¬ 
ences  with  Freedom. 
Mullen,  60,  became 
publisher  in  1991  of 
Freedom's  Lima  News 
in  Ohio.  From  1981 
to  1991,  he  edited 
The  Gazette,  Free¬ 
dom's  second-biggest 
paper  with  a  daily  cir¬ 
culation  of  94,000. 

—  LUCIA  MOSES 


BY  JOE  STRUPP 

The  Chronicle 
ofWillimaiitic, 
Conn.,  is  looking 
more  like  Consumer  Re¬ 
ports  these  days  with  a 
daily  price  guide  to  local 
gasoline  stations  that 
has  motorists 
cheering  and  ■ 

some  service  sta-  1 

tions  crying  foul.  ^ 

Since  the 
10,000-daily- 
circulation  paper 
launched  its  USA 
Toda^-style  chart 
of  local  fuel  pump 
prices  in  late 
March,  at  least  two 
gas  stations  have 
stopped  selling  the 
paper  and  others 
have  complained 
vigorously. 

“The  first  station 
complaint  came  on 
the  second  day  of 
the  chart,  March 
25,  and  the  first 
station  to  stop  sell¬ 
ing  the  paper  did 
so  at  the  end  of  the 
first  week,”  said 
Publisher  Kevin  Cros- 
bie,  whose  family  has 
run  the  paper  since 
1877.  “We  have  also  got¬ 
ten  a  lot  of  letters,  phone 
calls,  and  people  stop¬ 
ping  us  on  the  street. 
Most  people  like  it.” 

Crosbie  said  he  began 
publishing  the  Page 
One  list  after  Connecti¬ 
cut  was  dubbed  the 
most  expensive  state  for 
gasoline,  with  some 
prices  topping  $2  a  gal¬ 
lon.  He  hoped  listing 
the  prices  would  create 
some  competition  and 
drive  costs  down. 

“We  wanted  to  see  if 


which  recently  rated  as 
the  most  expensive  fuel. 
“It  helps  when  we  are  on 
the  lower  end  of  the 
list.”  Others,  such  as 
Xtra  Mart  Manager  Lil¬ 
lian  Brothers,  said  the 
chart  doesn’t  affect  con¬ 
sumers  as  much  as  peo- 


paper’s  effort,  saying 
that  anything  helping 
consumers  is  good  for 
the  community. 

“It  is  a  reasonable 
type  of  service,”  said 
Roger  Adams,  direc¬ 
tor  of  the  Windham 
Regional  Chamber  of 
Commerce,  a 
■  body  serving 

I  Willimantic. 

“Most  of  the 
people  who 
buy  gas  are 
reading  it,  including 
my  son,  who  said  he 
stopped  going  to  the 
top-priced  places.” 

First  Selectman 
John  Lescoe,  whose 
post  is  similar  to  a 
mayor,  also  support¬ 
ed  the  price  guide, 
saying  it’s  good  for 
the  low-income 
community  where 
many  families  make 
less  than  $30,000  a 
year.  “A  lot  of  people 
are  talking  about  it,” 
said  Lescoe,  also  a 
■*  former  state  assem¬ 
blyman.  “I  think 
people  who  are  squeez¬ 
ing  their  nickels  and 
dimes  like  it.” 

The  gas-price  check 
has  become  a  daily  rou¬ 
tine  for  newsroom 
workers,  who  go  from 
station  to  station  each 
day  and  update  the 
chart  for  each  issue. 

If  it  continues  to  be 
successful,  Crosbie  said 
the  paper  may  run  sim¬ 
ilar  charts  for  other 
items.  “We  could  ex¬ 
pand  it  to  cover  heating 
oil  or  even  the  price  of 
eggs  and  milk,”  he  said. 
“We  want  to  keep  it 
going.”  11 


competitive  pressure 
would  make  a  differ¬ 
ence,  and  it  did,”  said 
Crosbie,  adding  that  the 
high  price  dropped 
from  $1.69  to  $1.49  in 
just  over  a  month.  “We 
thought  we  could  have 


WILUMANTIC  GAS  PRICES 

Smyey  of  prices  on  Thursday,  March  23,  2000  •  Pnces  tor  regular  unleaded  gasohne 

East  Brook  Mobil  •  RL  1 95  169.9 

Cumbertand  Farms  Gulf  •  Jackson/Ash  168.9 

BP  -MainSL 

Sunoco  •  Roanosdt^ain  67 .9 

Mobil  •  West  Main  St.  167.9 

Dairymart  Ci^o  *  Rts.  32/66  ^  1 67 .9 

Exxon  •  Rec  Park  RtS.66/14/195  ^  167.9 

Xtra  Mart  Mobil  •  RL  66  North  Windham  Road  167.9 
Circle  K  •  Rt.  32  Mansfield/Windham  border  165.9 
Xtra  Mart  •  Main  St.- 
Chucky’s  BP  •  Jactei^A^ 

Texaco  •  North  Winalftjfhl 
Knight’s  Gulf  •  Main  St. 

7-Eleven  •  Lower  Main  St. 


Stan  Tiner,  the 
hard-charging  ed¬ 
itor  who  left  The  Daily 
Oklahoman  in  Janu¬ 
ary  after  eight 
months  following  a 
disagreement  with 
the  paper’s  owners, 
has  landed  as  execu¬ 
tive  editor  at  The  Sun 
Herald  in  Biloxi,  Miss. 

Finer,  57,  previ¬ 
ously  edited  the  near¬ 
by  Mobile  (Ala.) 
Register.  Sun  Herald 
Publisher  Roland 
Weeks  said  Finer  was 
picked  because  he 
understands  the  is¬ 
sues  facing  the  region 
in  a  time  of  strong 
economic  growth. 

Tiner  succeeds 
Michael  Tonos,  who 
announced  his  resig¬ 
nation  earlier  this 
year.  —LUCiA  MOSES 


Price' 


pie  might  think.  “People 
drive  around  town  and 
check  the  prices  any¬ 
way,”  she  said. 

Crosbie  said  single¬ 
copy  sales  make  up  only 
about  5%  of  his  total 
circulation,  so  he’s  not 
worried  about  the  few 
sales  lost  as  a  result  of 
angry  gas  station  man¬ 
agers.  “It  wasn’t  going 
to  make  a  difference 
anyway,”  he  said.  “We 
w'anted  to  do  it  as  a 
service  and  will  contin¬ 
ue  to  do  it.” 

Elsewhere  in  town,  lo¬ 
cal  officials  and  business 
leaders  have  praised  the 


an  impact.” 

Since  the  chart  began, 
managers  at  two  of  the 
14  stations  listed  —  one 
BP,  the  other  Texaco  — 
have  stopped  selling  The 
Chronicle  at  their  loca¬ 
tions,  Crosbie  said.  Nei¬ 
ther  would  comment  to 
E^P  about  the  issue. 
But  other  station  man¬ 
agers  who  spoke  about 
the  chart  offered  mixed 
reactions. 

“It  doesn’t  bother  me, 
but  our  manager  gets  ir¬ 
ritated  and  mad  about 
it,”  said  Rachel  Young, 
assistant  manager  at 
East  Brook  Mobil, 
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iCopyright.com 

New  Service  Enables  Instant  Licensing  and  Promotes 
Brand  Extension  BY  JOAN  PLIEGO 


^  he  hottest  product  of  the 

new  century?  Online  content. 
The  biggest  problem? 
Copyright  intringement. 

To  provide  a  solution,  the  founders  of 
iCopyright.com  decided  to  create  a  global 
clearinghouse  for  any  copyrighted  content 
on  the  Internet.  The  Los  Angeles  Times  began 
successfully  using  that  service  in  December 
of  last  year,  and  several  other  major 
publications  are  in  pilot  phase  including  U.S. 
News  &  World  Report  and  CMP  Media  Inc. 

iCopyright.com,  located  in  the  Northwest’s 
high-tech  corridor,  points  to  its  service's 


Each  ardcie  becomes  a 
lMiig,self-penieiuaaiig 
annuity  for 
superdistillHition- 

-Mike  O’Donnell,  CEO 
iCopyrightcom 


selling  points — monetizing  content,  extending 
brand,  and  tracking  downstream  usage — as 
the  solution  to  the  publishing  challenges  of 
copyright  protection  and  brand  preservation. 

Mike  O’Donnell,  president  and  CEO  of 
iCopyright,  offers  as  illustration:  “It’s  the 


iGopyiigliLcom  opens 
the  door  for  us  to  better 
meet  the  needs  of  our 
roadois.  and  creates 
anew  source  of  revenue 
for  our  newspaper. 

—  Steve  Christensen,  Senior  VP 
Los  Angeles  Times  Syndicate 


difference  between  selling  one  million  copies 
of  a  printed  publication,  or  selling  10  million 
copies  of  three  or  four  articles  electronically. 
Each  article  becomes  a  living,  self- 
perpetuating  annuity.  It  works  equally  well 
for  creators  of  content,  publishers  of  content, 
and  consumers  of  content.” 

He  further  explains  that  in  today’s  online 
content  market,  publishers  have  no  control, 
no  brand  extension,  and  no  feedback  loop 
for  their  content. 

Enter  iCopyright.com.  By  registering  and 
tagging  their  content  with  the  iCopyright.com 
icon,  publishers  can  instantly  monetize  each 
article  by  providing  a  fast  and  easy  way  for 
customers  to  license  and  pay  for  the  content. 
And  every  reuse  is  a  mechanism  to  sell  more 
licenses,  creating  a  superdistribution  model. 

O’Donnell  says  that,  according  to  publishers, 
brand  extension  is  the  most  attractive  part  of 
the  iCopyright.com  package.  “People  see  the 


Web  link  in  every  license  that  takes  them 
directly  to  the  original  story.  They  go  to  the 
site  to  look  up  that  article  for  their  own  use. 
It  drives  new  traffic  to  the  publisher  and 
helps  with  acquisition  and  retention  of 
consumers.” 

With  iCopyright’s  Instant  Clearance  Service, 
the  customer  gets  instant  delivery  of  the 
content  in  the  form  they  need  with  a  legal 
license,  the  funds  are  transferred  for  payment 
to  the  publisher,  and  a  detailed  profile  of 
each  transaction  is  recorded  for  further 
analysis  by  the  publisher,  all  within  minutes. 

Using  iCopyright.com’s  service,  the  Los 
Angeles  Times  offers  instant  clearance  for 
emailing,  photocopies,  desktop  reprints,  and 
Web  reprints.  Steve  Christensen,  senior  vice 
president  of  the  Los  Angeles  Times 
Syndicate,  reports,  “By  simplifying  the 
process  of  granting  clearances, 
iCopyright.com  opens  the  door  for  us  to 
better  meet  the  needs  of  our  readers,  and  it 
creates  a  new  source  of  revenue  for  our 
newspaper.” 

Looking  to  the  future?  O’Donnell  offers: 
“We’ll  be  clearing  any  content,  in  any  format, 
for  any  purpose,  at  any  time.” 


iCopyright.com 

Publishers:  Sign  up  today! 

www.iCopyright.com 

1  -  800-»3?-4744 


Visit  us  as  NEWSPAPERS  2000,  Booth  #X160 

June  17-20,  2000,  San  Francisco  Moscone  Center 


License  This  Article  in  3  Easy  Steps.  Type  www.icopyright.com/1.1.10  Into 
any  browser  and  follow  the  on-screen  directions.  Copyright  2000  iCopyright  Inc. 
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i  Don’t  stop  the  presses! 

Circulation  takes  a  turn  for  the  better 

keepsake  copies  were  the 
only  notable  single-copy 
driver  during  the  mostly 
dull  news  period.  Execu¬ 
tives  said  the  increases 
chiefly  reflected  a  greater 
push  by  big-city  papers 
to  retain  readers  they  of¬ 
ten  lose  with  circulation 
come-ons. 

In  one  market,  howev¬ 
er,  wildly  discounted 


*USA  Today  Friday  edition  reported  in  FAS-FAX  as  2,158,215,  a  gain  of  24,748  copies,  or  1.1%.  Five-day  average  calculated  by  £&P;  1,837,802,  an  increase  of  19,673  copies,  or  1.1%. 
**  M-F  average  calculated  by  EiP-.  633,599,  a  decrease  of  11,373  copies,  or  1.8%  compared  to  same  period  last  year. 

***  M-Sat  average  calculated  by  EtP-.  372,696,  an  increase  of  2,137,  or  0.6%,  compared  to  same  period  last  year. 

Source:  Audit  Bureau  of  Circulations  FAS-FAX  for  six  months  ended  March  31,  2000 
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TOP  20  DAILY 

ABC  FAS-FAX for  Top  20  Daily  Newspapers  AVERAGE  DAILY  GAIN/LOSS  SAME 


FOR  SIX  MONTHS  ENDED  MARCH  31,  2000 

CIRCULATION 

PERIOD  LAST  YEAR 

1.  The  Wall  Street  Journal  (M-F) 

1,812,590 

+  20,138  (-H.1%) 

2.  USA  Today  (m-thu)* 

1,757,699 

+18,405  (-1-1.0%) 

3.  Los  Angeles  Times  (M-F) 

1,153,706 

+55,359  (-1-5.0%) 

4.  The  New  York  Times  (M-F) 

1,149,576 

+14,602  (+1.3%) 

5.  The  Washington  Post  (M-F) 

812,559 

+3,500  (+0.4%) 

6.  Daily  News,  New  York  (M-F) 

730,542 

+1,093  (+0.1%) 

7.  Chicago  Tribune  (W-F)** 

674,603 

+1,431  (+0.2%) 

8.  Newsday(M-F) 

575,595 

+2,053  (+0.4%) 

9.  Houston  Chronicle  (m-sat) 

553,462 

+  11,680  (+2.1%) 

10.  The  Dallas  Morning  News 

(M-Tliu) 

496,182 

+16,934  (+3.5%) 

11.  Chicago  Sun-Times  (M-F) 

482,234 

+4,932  (+1.0%) 

12.  The  Arizona  Republic,  Phoenix 

(M-F) 

482,003 

-156  (0%) 

13.  The  Boston  Globe  (m-f) 

477,074 

+7,763  (+1.6%) 

14.  San  Francisco  Chronicle 

(M-F) 

464,943 

-10,301  (-2.2%) 

15.  Denver  Rocky  Mountain  News 

(M-Sat) 

446,465 

+90,416  (+25.4%) 

16.  New  York  Post  (M-F) 

436,544 

+2,770  (+0.6%) 

17.  The  Denver  Post  (M-sat) 

413,730 

+43,308  (+11.7%) 

18.  The  Star-Ledger,  Newark  (M-F) 

406,569 

+1,023  (+0.3%) 

19.  Star  Tribune,  Minneapolis/St. Paul 

(TIiu-Sat)*** 

406,409 

+6,073  (+1.5%) 

20.  The  Philadelphia  Inquirer  (m-f)  404,860  +2,892  (-fo.7%) 

All  20  are  morning  papers.  Publisher's  statement  not  filed  by  ABC  press  time:  The  Plain 
Dealer,  Cleveland,  in  18th  place  last  year. 

TOP  20  SUNDAY 


ABC  FAS-FAX  for  Top  20  Sunday  Papers 

FOR  SIX  MONTHS  ENDED  MARCH  31,  2000 

AVERAGE  DAILI 

CIRCULATION 

r  GAIN/LOSS  SAME 
PERIOD  LAST  YEAR 

1.  The  New  York  Times 

1,691,287 

+  3,328  (+0.2%) 

2.  Los  Angeles  Times 

1,388,727 

+2,939  (+0.2%) 

3.  The  Washington  Post 

1,087,259 

-8,261  (-0.8%) 

4.  Chicago  Tribune 

1,026,407 

-2,835  (-0.3%) 

5.  Sunday  News,  New  York 

820,230 

-15,199  (-1.8%) 

6.  The  Philadelphia  Inquirer 

804,752 

+2,260  (+0.3%) 

7.  The  Dallas  Morning  News 

783,944 

+8,451  (+1.1%) 

8.  Houston  Chronicle 

747,803 

+11,591  (+1.6%) 

9.  The  Boston  Globe 

722,729 

-7,691  (-1.1%) 

10.  Star  Tribune 

Minneapolis/St.  Paul 

679,681 

+5,615  (+0.8%) 

11 .  Atlanta  Journal  and  Constitution 

679,198 

-16,567  (-2.4%) 

12.  Newsday 

662,109 

+2,005  (+0.3%) 

13.  The  Arizona  Republic,  Phoenix 

608,886 

-5,536  (-0.9%) 

14.  The  Star-Ledger,  Newark 

605,433 

+125  (0%) 

1.5.  San  Francisco  Examiner  & 
Chronicle 

570,753 

-21,739  (-3.7%) 

16.  The  Denver  Post 

558,560 

+35,255  (+6.7%) 

17.  Denver  Rocky  Mountain  News 

552,085 

+90,981  (+19.7%) 

18.  Seattle  Times/ 

Post-Intelligencer 

500,916 

+490  (+0.1%) 

19.  St.  Louis  Post-Dispatch 

500,124 

-17,350  (-3.4%) 

20.  The  Sun,  Baltimore 

475,075 

+690  (+0.1%) 

Publisher's  statements  not  filed  by  ABC  press  time:  The  Detroit  News  &  Free  Press,  in  sev¬ 
enth  place  last  year;  and  The  Plain  Dealer,  Cleveland,  in  18th  place  last  year. 


Investment  in  the  fundamentals 
returned  with  interest  to  papers 

i  ]  - 

1 1  BY  MARK  FITZGERALD 


1 1  CHICAGO 

ITH  LITTLE 
on  their 
front  pages 
to  move  copies  out  of 
news  boxes,  the  nation’s 


biggest  newspapers  nev¬ 
ertheless  managed  to 
achieve  modest  circula¬ 
tion  increases  in  the  fall 
and  winter,  according  to 


the  latest  Audit  Bureau 
of  Circulations  (ABC) 
FAS-FAX  report. 

All  but  three  of  the 
nation’s  20  biggest 
dailies  reported  week¬ 
day  circulation  increases 
for  the  six  months  ended 
March  31,  and  even  one 
of  those,  the  Chicago 
Tribune,  showed  a  slight 
I  gain  during  the 


Wednesday  through  Fri¬ 
day  period  it  showcases. 
Industrywide,  according 
to  an  analysis  of  the 
ABC  report  by  the 
Newspaper  Association 
of  America  (NAA),  daily 
newspaper  circulation 
rose  by  0.2%,  a  tiny  but 
welcome  reversal  of  a 
long-term  slide. 

Sales  of  millennium 


r 


I 
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Seattle  Times  Publisher’s  Circle  Award  Winners 


COMMITTED 

TO 

EXCELLENCE 


For  the  past  10  years,  Seattle  Times  Publisher  and  Chief 


Executive  Officer  Frank  A.  Blethen  has  awarded  the 


Publisher's  Circle  Award  to  employees  who  have  earned 
the  respect  of  their  colleagues. 


Exkcutive  of  the  YE-AR 
Mindy  Cameron 
Editorial  Page  Editor 
Editorial 


Key  Manager 
Mike  Stanton 

Executive  News  Editor  /  New< 
News 


These  employees  were  nominated  by  their  co-workers 
as  outstanding  professionals  who  consistently  exemplify 
the  corporate  values  of  The  Seattle  Times: 


The  Times  corporate  values  are: 

■  Remain  family-owned,  private,  and  independent 

■  Serve  the  community  through  quality  journalism 

■  Maximize  the  workplace  satisfaction  of  all 
Seattle  Times  employees 

■  Be  the  country’s  best  regional  newspaper 


SlPERVISOR 
Tamar  Pearsall 

Senior  Sy.stems  Prograniiner 
inlormation  Services 


Line/Proeessional 
Steve  Johnston 

Re[)orter  and  Eastside  Columist 
News 


Winners  in  the  key  manager,  supervisor  and  line/ 
professional  categories  each  receive  a  $5,000  cash  award, 
trophy,  personal  and  office  plaques,  and  recognition  lunch. 
The  executive  of  the  year  receives  trophies,  personal  and 
office  plaques,  and  $10,000  donated  to  a  college  of  his 
or  her  choice.  Each  Publisher's  Circle  Award  winner  is 


deserving  of  company-wide  gratitude  and  recognition. 
And  The  Seattle  Times  applauds  their  commitment 
to  excellence. 


Line/Professional 
Dave  Relf 
Single  Copy  Driver 
Circulation 


Key  Manager 
Ann  Zeman 

Advertising  Marketing  Manager 
Advertising 


E  &  P  NEWS 


subscriptions  continue 
to  be  the  norm.  The 
Denver  Rocky  Mountain 
News  kicked  its  weekday 
number  up  an  astound¬ 
ing  25.4%  to  446,465. 
Rocky  officials  said  it 
was  the  biggest  payoff 
yet  for  the  so-called 
“Front  Range”  strategy 
of  concentrating  on 
Denver’s  six-county 
metro  area  —  and  at¬ 
tracting  subscribers  with 
bargains  such  as  Mon- 
day-through-Saturday 
delivery  for  less  than  a 
five-spot.  As  usual  in 
Denver’s  newspaper  war, 
both  papers  have  brag¬ 
ging  rights:  Not  only  was 
The  Denver  Post  up  an 
also-remarkable  11.7% 
on  weekdays  to  413,730, 
but  its  558,560-circula¬ 
tion  Sunday  edition 
leads  the  market  with 
what  the  Post  claims  is 
the  largest  paper  Col¬ 
orado  has  ever  seen. 

If  a  newspaper  war 
boosts  circulation  at 
both  papers  —  the 
prospect  that  competi¬ 
tion  will  end  clearly 


TOP  10  GAINS 

Percentage  gains  by  biggest  daily  newspapers* 


Pulitzer  scores  in  St  Louis 


1.  Denver  Rocky  Mountain  News 

-f25.4% 

2.  The  Denver  Post 

-m.7% 

3.  Los  Angeles  Times 

+5.0% 

4.  The  Dallas  Morning  News 

+3.5% 

5.  Houston  Chronicle 

+2.1% 

6.  The  Boston  Globe 

+1.6% 

7.  Star  Tribune,  Minneapolis/St.  Paul 

+1.5% 

8.  Atlanta  Constitution 

+1.5% 

9.  The  New  York  Times 

+1.3% 

10.  The  Wall  Street  Journal 

+1.1% 

*Circulation$  more  than  300,000 

Source:  Audit  Bureau  of  Circulations  FAS-FAX  for  six  months  ended 
March  31,  2000 


Honolulu  Star-Bulletin 
was  off  7%  to  61,976. 

In  what  turned  out  to 
be  Times  Mirror  Co. 
Chairman  Mark  Willes’ 
swan  song  at  a  paper 
that  soon  will  belong  to 


publishers  at  papers 
large  and  small.  Eight 
of  the  20  biggest 
Sunday  papers  lost 
circulation  and  overall 
Sunday  circulation 
was  down  0.6%,  the 


the  Tribune  Co.,  the  Los  \  NAA  said. 


Angeles  Times  took  a 
big  step  towards  his  oft- 


But  this  ABC  report¬ 
ing  period  was  notable 


stated  goal  of  increasing  for  its  lack  of  disastrous 


circulation  by  50%. 


TOP  4  LOSSES 

Percentage  losses  by  biggest  daily  newspapers* 

1.  St.  Petersburg  Times  -4.3% 

2.  San  Francisco  Chronicle  -2.2% 

3.  Chicago  Tribune**  -i.8% 

4.  St.  Louis  Post-Dispatch  -0.8% 

’Circulations  more  than  300,000 
**M-F  average 

Source:  Audit  Bureau  of  Circulations  FAS-FAX  for  six  months  ended 
March  31,  2000 


does  not.  In  both  San 
Francisco  and 
Honolulu,  where  only 
court  orders  are  keep¬ 
ing  two  newspapers  in 
joint  operation,  the 
market-lagging  paper 
fell:  the  San  Francisco 
Examiner  plummeted 
8.5%  in  circula¬ 
tion  to  101,630  and  the 


Jumping  by  5%  in 
weekday  circulation  to 
1,153,706,  the  L.A. 
Times  displaced  The 
New  York  Times  as  the 
nation’s  third-largest 
daily,  which  saw  its  own 
circulation  increase  by 
1.3%  weekdays. 

Sunday  circulation 
continued  to  disappoint 


circulation  slides.  The 
Philadelphia  Inquirer, 
which  last  September 
reported  weekday  losses 
of  29,556  copies,  or 
6.9%,  turned  upward 
this  time,  gaining 
2,892,  or  0.7%,  to 
404860. 

It’s  enough  to  rekin¬ 
dle  optimism  again,  said 
Chicago  Sun-Times  Vice 
President-Circulation 
Mark  Homung,  who 
attributed  his  paper’s 
1%  daily  circulation 
gain  to  increased  sam¬ 
pling  and  efforts  to 
retain  new  subscribers 
with  less  costly 
renewals.  “In  the  last 
five  years,  we’ve  been  up 
three  times  and  down 
two  —  so  experience  is 
making  me  loath  to 
gloat  too  much,” 
Homung  said.  S 


BY  MARK  FITZGERALD 

CHICAGO 

Like  a  farmer  idling  his  field  in  a  federal 
crop  subsidy  program,  the  Newhouse  fami¬ 
ly’s  Advance  Publications  Inc.  since  1984  has 
been  paid  not  to  publish  a  newspaper  in  St.  Louis. 

Under  its  joint  operating  agreement  (JOA)  with 
Pulitzer  Inc.’s  flagship  St.  Louis  Post-Dispatch, 
Newhouse  shared  operating  costs  with  Pulitzer  — 
and  received  half  of  the  profits  of  St.  Louis’  only  dai¬ 
ly.  Last  year,  that  amounted  to  - 

about  $25  million,  and  it  was 
projected  to  be  $29  million  this 
year.  All  told,  it’s  raked  in  $177 
million  over  the  years. 

It  was  a  sweet  deal  vrith  roots 
that  go  back  to  1961  when  the 
stmggling  St.  Louis  Globe-Demo¬ 
crat  struck  a  then-novel  JOA 
with  the  market-leading  after¬ 
noon  Post-Dispatch.  By  1983,  the 
Post-Dispatch  desperately  want-  Pulitzer  Inc. 
ed  to  go  to  morning  publication 
and  Newhouse  was  ready  to  fold  its  paper,  which  it 
ultimately  sold  to  a  young  and  inexperienced  pub¬ 
lisher  under  heavy  pressure  from  the  U.S.  Justice 
Department.  Newhouse  shed  its  newspaper  — 
which  folded  for  good  in  1985  —  but  retained  the 
profit-sharing  JOA  agreement  with  a  50-year  term 
and  30-year  extensions  it  could  have  waited  to  ex¬ 
ercise  until  well  into  the  21st  century. 

Last  Monday,  after  years  of  discussion  and 
months  of  serious  negotiations,  Pulitzer  finally 
bought  Newhouse  out  of  the  JOA.  The  agency  that 
split  profits  equally  will  be  replaced  by  a  joint  ven¬ 
ture,  one  95%  controlled  by  Pulitzer.  Newhouse’s 
profit  share  will  be  5%.  Newhouse  is  getting  a 
$306-million  one-time  payment  upfront,  and  it 
will  get  another  payment  to  be  determined  when 
the  joint  venture  is  terminated  in  2015. 

In  a  conference  call  with  analysts  and  media,  an 
ebullient  Pulitzer  President  and  CEO  Robert  C. 
Woodworth  proclaimed,  “This  is  the  deal  we  really 
wanted  to  make.  This  has  been  at  the  top  of  my  list, 
frankly,  since  I  joined  the  company.” 

Pulitzer  officials  brushed  off  rumors,  which 
swept  the  Post-Dispatch  newsroom,  that  terminat¬ 
ing  the  JOA  was  a  major  step  towards  selling  the 
newspaper.  Woodworth  noted  that  Pulitzer  has 
some  $400  million  in  cash  on  hand,  which  will  not 
be  used  to  finance  the  Newhouse  buyout.  The  ini¬ 
tial  $360-million  payment  to  Newhouse  will  be  fi¬ 
nanced  by  a  loan  from  a  group  led  by  Prudential 
Capital  Group,  Woodworth  said.  11 
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Investment  Bankers  to 
the  Newspaper  Industry 

^  A  DEDICATED  team  of  newspaper  industry  specialists 
^  A  PROVIDER  of  a  full  range  of  M&A  and  financial  advisory  services 
^  A  SOURCE  of  private  equity 

The  Hartz  Group 

has  sold 

Stem  Publishing,  Inc.  « 

publisher  of 

LA  Weekly  The  Village  Voice  OC  Weekly  - 

City  Pages  Cleveland  Free  Times  Seattle  Weekly  ^ 
to 

I  Village  Voice  Media 

a  portfolio  company  of 

Weiss,  Peck  and  Greer  L.L.C. 

and  other  financial  investors 

We  acted  as  financial  advisor  to,  and  assisted  in 
the  negotiations  as  the  representative  of 
The  Hartz  Group. 

February  2000 

. 


Robert  J.  Broadwater 

Kevin  M.  Lavalla 

Xiaohong  Chen 

1  Managing  Director 

Managing  Director 

Director 

212-381-8146 

212-381-8137 

212-381-8468 

Mergers  &  Acquisitions  I  Debt  &  Equity  Financings  I  Valuations  I  Recapitalizations  I  Fairness  Opinions  I  Research 


VeronisSuhler 

MEDIA  MERCHANT  BANK 


350  Park  Avenue  New  York,  NY  10022 
212-935-4990  212-381-8168^ 


Activities  requiring  securities  industry  registration  will  be  performed  by  Veronis,  Suhler  &  Associates’  wholly  owned  broker-dealer  affiliate,  Veronis,  Suhler  &  Associates  LLC. 

Veronis,  Suhler  &  Associates  LLC  is  a  member  of  NASD  and  SIPC. 
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PMC.  Now  we’re  more 
than  just  TV  books; 
we're  the  outsource 
solutlou  for  all  your 
advertising  sales  needs. 


Save  time  and  grow  ad  revenues  with  PMC. 


PMC  has  long  been  the 
leader  in  helping  newspapers 
launch,  print  and  sell 
advertising  in  quality  TV  books. 
Now  we’re  ready  to  meet  your 
needs  for  temporary,  startup 
and  supplementary  sales  forces. 
Our  experienced  staff  of 
newspaper  managers  and  sales 
people  can  help  in  ways  you 
never  thought  possible.  We  can 
assist  with  your  Web  site  sales, 
special  sections  sales  and 
management  training,  using 
custom  programs  designed  for 
the  unique  needs  of  your 
newspaper.  Of  course,  we’re  still 
in  the  TV  book  business.  As  the 
nation’s  oldest  and  largest 
producer  of  complete  TV  book 
packages,  we  can  do  it  better 


than  anyone  else.  In  fact,  PMC 
has  helped  many  of  our 
customers  successfully  cover  the 
cost  of  their  TV  books  and  our 


PMC  OFFERS  THREE  DISTINCT 
LEVELS  OF  TV  BOOK  SERVICE: 


►  O  Full-service  sales 
AND  print:  PMC  provides 
everything.  The  book  comes  to 
you  printed  and  ready  for 
insertion  -  and  we  help  you  fill 
it  with  ads. 

►  ©  Sales  and  Production: 
PMC  helps  generate  and  place 
all  advertising,  designs  the  book, 
and  provides  you  with 
completed  pages  each  week  so 
you  can  print  it  yourself. 


►  O  Sales  only:  For  those  who 
design  and  publish  their  own 
books,  PMC  assists  you  in 
developing  a  strategy  to 
overcome  problems  reaching 
your  sales  goals.  Smaller 
newspapers  can  also  join  our 
Smart  TV  program  which  o1F;ts 
this  ironclad  guarantee:  “Your 
advertising  sales  will  cover  the 
cost  of  all  PMC  consulting  and 
sales  fees.” 

PMC  can  help  bring  in 
national  revenues,  as  well,  with 
ads  from  cable  channels, 
syndicators,  networks,  and 
other  sources.  We  can  even 
ensure  that  your  sales  strategies 
are  in  line  with  the 
demographics  of  your  market 


through  stateof-the-art  analysis. 
PMC  also  offers  outstanding 
reader-friendly  design,  on-time 
delivery,  and  highly  competitive 
printing  prices. 

PMC  works  with  more  than 
135  newspapers  representing 
16-million  households  across 
the  country.  Start  saving  by 
putting  our  experience  to  work 
for  you.  Call  (713)  780-7055 
today. 
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*  Now  A  SUBSIDIARY  OF  NeW  MeDIA  VENTURES 


lowships.  The  2000  fel¬ 
lows  are  Tom  Arviso  Jr., 
Navajo  Times,  Window 
Rockj_Ariz.;  Bonnie  De¬ 
Simone,  Chicago 
Tribune-,  Tim  Johnson, 
The  Miami -Herald-,  Jerry 


Large,  The  Seattle 
Times-,  Martha  Mendoza, 
The  Associated  Press; 
Bob  Moser,  The  Indepen¬ 
dent  Weekly,  Durham, 
N.C.;  Annie  Nakao,  San 
Francisco  Examiner;  Ju¬ 


dith- Nichols,  The  Arizona 
Republic,  Phoenix; 
Lawrence  Sheets, 
Reuters;  Gini  Sikes,  MTV 
News,  New  York;  David 
Stabler,  The  Oregonian,_ 
Portland;  Brian 


Willoughby,  The 
Columbian,  Vancouver, 
Wash.  The  fellowships' 
provide  a  year  of  aca¬ 
demic  study-at  the  uni¬ 
versity  and  a  $50,000 
stipend. 


Stanford  University  an¬ 
nounced  that  the  John  S, 
and  James  L.  Knight 
Foundation  has  awarded 
12  John  S.  Knight  Pel- 


for  publishing  at  the  Tribune  Co.  Cohen 
succeeds  Joe  Leonard,  who  will  retire  June 
30  after  44  years  with  the  paper.  Cohen’s 
appointment  is  effective  immediately. 
Crane  H.  Kenney  to  senior  vice  president 
and  general  counsel  for  the  Tribune  Co. 
from  vice  president  and  general  counsel. 
Luis  E.  Lewin  to  senior  vice  president  for 
human  resources  from  vice  president  for 
human  resources. 

David  D.  Hiller  to  president  of  Tribune  In¬ 
teractive  from  senior  vice  president  for 
development.  Hiller  succeeds  Jeff  R. 
Scherb,  who  will  continue  serving  as  sen¬ 
ior  vice  president  and  chief  technology  of¬ 
ficer  at  Tribune  Co. 

Hilary  A.  Schneider  to  the  newly  created  po¬ 
sition  of  senior  vice  president  and  general 
manager  of  Tribune  Interactive  from 
president  and  CEO  of  Times  Mirror  In¬ 
teractive.  Schneider  will  also  serve  on 
Tribune’s  corporate  management  and 
strategy  and  development  committees. 
Andrew  J.  Oleszczuk  to  vice  president  for 
development  from  president  of  Tribune 
Ventures. 


BY  JAMIE  SANTO 


NEWSPEOPLE@EDITORANDPUBLISHER.COM 


Renee  Loth  has  been  named  editor  of  the 
editorial  page  at  The  Boston  Globe,  etfec- 
tive  May  15.  Loth,  deputy  editor  of  the 
lily  V  jQ  page  for  the  previous  six  years,  will  suc- 
ceed  H.D.S.  Greenway,  who  is  retiring  af- 
ter  22  years  at  the  Globe,  six  as  editor  of 
the  editorial  page.  During  her  15  years  as 
the  paper.  Loth  has  served  as  a  staff  writer 
for  the  Sunday  magazine,  a  Statehouse  reporter,  and  a  political 
editor.  Last  fall,  she  was  one  of  13  people  selected  as  a  Fellow  at 
the  Radcliffe  Public  Policy  Institute,  and  received  a  Global  Me¬ 
dia  Award  from  the  Population  Institute  in  Washington. 


Rick  laden  to  display  advertising  manager 
at  The  State  Journal-Register 'm  Spring- 
field  from  sales  manager  for  the  Elgin  di- 


j,  LeeAnn 
Mitchell 


Wayne  Snow  to  classified  advertising  direc¬ 
tor  at  The  Miami  Herald  from  classified 
advertising  director  at  The  Courier-Jour¬ 
nal  in  Louisville,  Ky. 

Dory  Irinka  to  database  and  target  market¬ 
ing  director  from  sales  and  marketing 
manager  for  Herald  Direct.  Trinka  suc¬ 
ceeds  Bill  Wilson,  who  has  taken  a  position 
in  Dcw-product  development  vrith  parent 
Knight  Bidder. 


CALIFORNIA 
Timothy  J.  Gallagher  to  president  and  editor 
of  the  Ventura  Coun  ty  Star  from  vice 
president  and  editor.  Gallagher  succeeds 
president  and  publisher  John  R  Wilcox,  now 
executive  vice  president  and  general  man¬ 
ager  of  The  Commercial  Appeal  in  Mem¬ 
phis,  Tenn. 

Patrick  J.  Birmingham  to  executive  vice  pres¬ 
ident  and  general  manager  from  senior 
vice  president. 


I  >  ;  to  circulation  and 

2|[EL  marketing  ser- 
vices  director  for 
Montgomery  Newspapers  in 
Fort  Washington,  which  pub¬ 
lishes  16  community  newspapers 
plus  specialty  newspapers  and 
magazines  in  the  Philadelphia 
region,  from  director  of  market¬ 
ing,  advertising,  and  circulation 
for  the  European  and  Pacific 
Stars  and  Stripes  in  Washington. 


IDAHO 

David  Olson  to  director  of  information 
technology  at  The  Idaho  Statesman  in 
Boise  from  information  systems  director 
for  The  Olympian  in  Washington. 


C.  Colton  to  sportswriter  at  The  Davis  En¬ 
terprise  from  sports  editor  at  the  Daily 
Record  in  Ellensburg,  Wash. 


FLORIDA 

Cesar  Pizarro  to  business  manager  for  El 
Nuevo  Herald  in  Miami  from  classified 
advertising  director  at  The  Miami  Herald. 


ILLINOIS 

Dale  M.  Cohen  to  operations  director  for 
the  Chicago  Tribune  from  senior  counsel 
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Dirks,  Van  Essen  &  Murray 


Dirks.  \  an  Esskn  ^  M^RHA^ 


esults 


In  the  past  15  years  Dirks,  \an  Essen  &  Murray  has  produeed  results  for 
hundreds  of  newspaper  owners.  We've  sold  257  daily  newspapers,  plus 
more  than  400  weeklies,  with  total  transaetional  value  in  excess  of  S4 
billion.  Proud  as  we  are  of  this  record,  the  results  we've  deli\ered  are  best 
defined  ultimatelvbv  the  words  of  satisfaction  of  our  clients. 


"What  sets  you  apart  is  some  rare  combination  of  hands-on 
experience,  strategic  thinking,  and  downright  integrity.  With  that 
mixture,  it's  no  wonder  you  command  such  broad  respect  and  deliver  the 
handsomest  qf  values  to  newspaper  sellers."  -  Derick  J.  Daniels 


Dirks,  Van  Essen  &  Murray  49% 


If  you're  one  of  those  newspaper  people  who  has  to  make  an  important 
decision  about  the  future  ownership  of  your  company,  let  us  help  you  hear 
the  words  directly  from  our  clients.  (]all  us,  and  we'll  furnish  you  the  name 
and  telephone  number  of  every  client  we'\  e  ser\  ed. 


All  Other  Firms  18% 


No  Intermediaries  33% 


11 9  East  Marcy  Street 
Suite  100 

Santa  Fe,  New  Mexico  87501 
Phone:  505/820-2700 
Fax:  505/820-2900 
Email:  info@dirksvanessen.com 


Philip  Murray 


Oti'en  Van  Essen 
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NEWSPEOPLE 


OBITUARIES 


John  Kemp  Murphy 

73,  DIED  APRIL  28 

FORMER  EXECUTIVE  EDITOR  OF  THE  PORTLAND  PRESS  HERALD 
AND  MAINE  SUNDAY  TEUEGRAU 

Apencil-behind-the- 
ear  editor,  he  had 
that  rarest  of  leader¬ 
ship  gifts:  to  make  the 
low-paying,  long-toil¬ 
ing  world  of  newspa- 
pering  fiin.  “When  he 
was  there,  it  was  just 
such  a  great  place  to 
be,”  recalled  Letters 
Editor  Kim  Clifford. 

Murphy  was  a  certi¬ 
fied  Mainiac,  bom  in 
the  state  capital  of  Augusta  where  he  did  his  early 
newspapering  for  the  Daily  Kennebec  Journal  af¬ 
ter  graduating  from  the  University  of  Maine.  That 
w'as  1950.  He  was  transferred  to  Portland  news¬ 
papers  in  1954,  and  by  1977  he  was  the  top  editor. 

Clifford,  who  was  formerly  married  to  Murphy, 
said  he  had  a  habit  that  drove  staffers  batty.  “He’d 
see  something  on  his  way  to  work  and  come  in 
and  say,  ‘Look  at  that,  why  isn’t  somebody  calling 
about  that?”  she  said.  “He  wanted  people  to  know 
what  was  going  on  around  them.” 

“He  was  veiy  blunt,  but  usually  very  right,” 
recollected  former  Editorial  Page  Editor  Donald 
Hansen.  On  one  occasion  while  Hansen  worked  for 
Murphy  in  the  paper’s  Statehouse  bureau,  Murphy 
phoned  during  poker  game  with  questions  about 
a  story.  When  Hansen  proffered  that  he  was  in  the 
middle  of  a  hand,  Murphy  trumped  him  —  “Not 
anymore.”  Yet  Murphy’s  gruffhess  was  tempered  by 
generosity.  As  another  staffer  recalled,  “Many  per¬ 
sonnel  files  still  bulge  with  little  ‘JKM  notes,’  words 
of  praise ...  that  often  included  a  $25  bonus.” 


Robert  C.  Bassett 

89,  Died  May  2 
PUBLISHER  OF  THE  MILWAUKEE 
SENTINEL  IN  THE  MID-1950S 

A 1935  Harvard  Law 
School  graduate, 
Bassett  became  labor 
counsel  for  Hearst  Pub¬ 
lishing  after  returning 
from  service  in  the  U.S. 
Navy  during  World  War 
II.  From  1954  to  1956, 
he  was  the  SentineFs 
publisher.  In  1965,  he 
founded  Bassett  Pub¬ 


lishing  Co.,  which  spe¬ 
cialized  in  printing  pro¬ 
grams  for  sports  and 
entertainment  venues. 

Vic  Condiotty 

78,  DIED  April  24 
PHOTOGRAPHER  FOR  THE 
SEATTLE  TIMES  FOR  41  YEARS 

CONDIOTTY  WAS 

known  for  recogniz¬ 
ing  great  photographic 
opportunities,  imagin¬ 
ing  others  and  making 


them  happen.  He  joined 
the  U.S.  Coast  Guard 
during  World  War  II 
and  was  assigned  to 
photograph  Marine  in¬ 
vasions  in  the  Pacific. 

I  He  won  numerous 
j  awards  for  an  unposed 
I  picture  that  showed  a 
blind  woman  kneeling 
at  the  curb  over  the 
I  body  of  her  guide  dog, 
i  which  had  just  been 
I  killed  by  a  motor  vehi- 
i  cle,  while  a  police  officer 
I  stood  over  her.  Often, 
though,  he  would 
I  arrange  shots  such  as 
i  Bob  Hope  lying  on  the 
j  ground  with  a  teed-up 
golf  ball  between  his 
(  teeth  as  a  trained  ape 
took  aim  with  a  club, 

'  or  a  caterer  tossing  a 
i  salad  500  feet  above 
the  ground  at  the  edge 
of  the  unfinished  Space 
Needle.  He  retired 
in  1988. 

Brack  Curry 

81,  DIED  May  3 
LONGTIME  REPORTER  AND  EDITOR 
FOR  THE  ASSOCIATED  PRESS 

CURRY  BEGAN  HIS  45- 
year  career  at  th^ 

AP  bureau  in  Dallas  in 
1941,  and  was  later  post- 
i  ed  at  AP  bureaus  in  New 
York,  London,  Berlin, 
and  Bonn,  Germany.  He 
also  served  as  chief  of 
AP’s  Scandinavian  serv¬ 
ices,  in  charge  of  cover¬ 
age  for  Sweden,  Norway, 
Finland,  and  Denmark. 
Curry  worked  as  an  in¬ 
ternational  affairs  editor 
in  the  Washington  bu¬ 
reau,  chronicling  a  wide 
range  of  issues  for  AP’s 
!  international  sub- 
j  scribers,  for  17  years 
I  before  his  retirement 
I  in  1985. 

{continued  on  page  30} 


vision  of  parent  Copley  Newspapers. 
MICHIGAN 

Nolan  Finley  to  editorial  page  editor  of  The 
Detroit  News  from  deputy  managing  edi¬ 
tor.  Finley  succeeds  Tom  Bray,  who  will  be¬ 
come  a  full-time  opinion  page  columnist. 

NEW  YORK 

Ruth  Gersh  to  editorial  director  of  AP  Digi¬ 
tal,  the  new  online  services  division  of 
The  Associated  Press,  from  editor  of  AP’s 
multimedia  services. 

Fernando  Ferre  to  director  of  marketing 
and  product  development  from  deputy 
director  of  AP  business  development. 

Ted  Mendelsohn  to  director  of  sales  from 
executive  in  business  development. 

Kurt  Rossi  to  technology  director  from 
director  of  engineering  and  communica¬ 
tions  at  AP  television  news. 

Mark  Cardwell  to  executive  producer  from 
senior  producer. 

Geoff  Haynes  to  projects  manager  from 
editor. 

Jennifer  C.  Dolan  to  executive  director  of 
the  New  York  Times  Co.’s  Forest  Products 
Group  from  acting  director  of  the  group. 

NORTH  CAROLINA 
David  King  to  advertising  director  for  The 
Hickory  Daily  Record  from  publisher  of 
parent  Media  General  Inc.’s  Central  Vir¬ 
ginia  Weekly  Newspaper  Group.  King 
succeeds  Mark  Laskowski,  who  was  named 
publisher  of  the  Potomac  News  in  Wood- 
bridge,  Va.,  last  November. 

OHIO 

Don  T.  Bricker  to  advertising  director  of  The 
Lima  News  from  operations  director. 


Don 
Mason 

^  to  political  editor 
for  the  Houston 
Chronicle  from 
projects  editor 
for  the  daily.  Mason  succeeds 
Wendy  Benjaminson,  now  met¬ 
ropolitan  editor. 


28  EDITOR  &  PUBLISHER  MAY  8,  2000 


www.editorandpubllsher.com 


www.mediaspacebank.com 


At  www.mediaspacebank.com, 
we  help  you  increase  your 
total  revenue  without  sacrificing 
your  profit  margin. 

Whether  you're  looking  to 
book  traditional,  full  rate  ad 
placements  or  fill  those  last- 
minute  availabilities,  we  deliver 
advertisers  from  all  categories. 
Not  just  a  select  few. 

And  because  we  leverage 
the  power  and  speed  of  the 
internet,  we  let  you  manage 
advertisers  like  never  before. 

We've  already  pre-registered 


FRESH 

your  account. 

mediaspacebank.com  is  not 
an  auction  -  you're  in  control  at 
all  times.  You'll  see  who  the 
advertisers  are  and  even  review 
copy  online.  And  you  can 
instantly  download  reliable, 
pre-flighted  copy. 

To  activate  your  account  or  to 
find  out  more,  call  VP/Media 
Relations  Paul  Wilkinson  at 
1-888-MSB-2100,  ext.  6082. 


over  1 ,570  daily  newspapers 
and  done  business  with  nearly 


MONEY 


one  third  of  them.  You  just 
need  to  call  us  and  activate 


meoia 
space 
BanK.coin 


101  Merritt  7  3rd  Floor  Norwalk,  CT  06851 
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Charles  N.  Elliott 

93,  DIED  MAY  1 
OUTDOORS  COLUMNIST  AND  A 
MODEL  FOR  THE  COMIC  STRIP 
CHARACTER  MARK  TRAIL 

Elliot,  a  former 
forest  ranger  and 
state  parks  and  wildlife 
official,  died  of  compli¬ 
cations  from  cancer  and 
heart  problems.  From 
1956-74,  he  worked  as 
an  outdoor  columnist 
for  the  Atlanta  Constitu¬ 
tion,  while  also  serving 
as  an  editor  for  Outdoor 
Life.  He  later  wrote 
columns  for  the  Atlanta 
Journal-Constitution 
from  1985  to  198?.  His 
life  was  one  of  the  in¬ 
spirations  for  cartoonist 
Ed  Dodd’s  character 
“Mark  Trail.” 

Evelyn  Graham 
Irons 

99,  DIED  April  3 
WAR  CORRESPONDENT 

IRONS  WAS  BELIEVED 

to  be  the  first  female 
journalist  to  reach 
Adolph  Hitler’s  retreat 
at  Berchtesgaden  at  the 
end  of  World  War  II. 
Irons  began  at  the  Daily 
Mail  in  London,  and 
later  worked  for  Lon¬ 
don’s  Evening 


Standard.  At  the  out¬ 
break  of  World  War  H, 
she  became  a  war  corre¬ 
spondent.  Irons  later 
crossed  the  Rhine  with 
Charles  De  Gaulle,  and 
accompanied  French 
troops  through  Ger¬ 
many  and  Austria.  Irons 
moved  to  New  York  in 
1952,  and  became  the 
New  York  bureau  chief 
of  the  Sunday  Times  of 
London  at  the  end  of 
the  1950s. 

Bob  Tamarkin 

62,  DIED  APRIL  11 
FORMER  CHICAGO  DAILY  NEWS 
WRITER  WHO  COVERED 
THE  VIETNAM  WAR 

WHEN  THE  Vietnam 
War  ended  and 
most  Americans  there 
fled  Saigon,  Tamarkin 
stayed  behind  to  docu¬ 
ment  the  evacuation  of 
the  American  Embassy, 
leaving  on  the  last  heli¬ 
copter.  After  he  re¬ 
turned  to  the  United 
States,  he  covered  the 
Chicago  Mercantile 
Exchange  for  the  old 
Daily  News.  The  ex¬ 
change  was  the  subject 
of  three  of  his  seven 
books.  Tamarkin  later 
served  as  Midwest  bu¬ 
reau  chief  for  Forbes 
and  a  writer  for  The 
Wall  Street  Journal. 


i  RayVicker 

I  82,  DIED  April  19 
'  AUTHOR  AND  FORMER  LONDON 
I  BUREAU  CHIEF  FOR  THE  WAU 
STREET  JOURNAL 

VICKER,  WHO  SPENT 

33  years  writing  for 
the  Journal,  joined  the 
J  paper  in  1950.  While 
I  serving  as  London  bu- 
j  reau  chief,  he  covered 
j  events  throughout  Eu- 
j  rope,  the  Middle  East, 

I  and  Africa.  Vicker  drew 
j  on  his  experiences  at  the 
I  Journal  to  pen  a  number 
of  books  on  current  in¬ 
ternational  topics,  in¬ 
cluding  “Those  Swiss 
Money  Men”  (1973)  and 
‘This  Hungry  World” 

I  (1975). 

I 

George  Wadley 

\  59,  DIED  APRIL  26 
SPORTS  COLUMNIST 
I  FOR  THE  CONNECTICUT  POST 
IN  BRIDGEPORT 

WADLEY  JOINED  THE 

now-defunct  New 
i  Haven,  Conn.,  Journal- 
Courier  in  1966  as  a 
high-school  writer,  and 
later  served  as  the  New 
York  Jets’  beat  writer  be- 
I  fore  being  promoted  to 
j  columnist.  While  Wad¬ 
ley,  who  joined  the  Post 
I  in  1991,  covered  a  variety 
[  of  U.S.  sporting  events, 

!  he  often  wTote  of  people 
'  and  events  close  to  home. 


OREGON 

John  Naughton  to  advertising  director  of 
the  semiweekly  Hillsboro  Argus  from 
advertising  director  at  The  Ashland 
Daily  Tidings.  Naughton  succeeds 
Richard  Bixler,  now  part-time  marketing 
director. 

PENNSYLVANIA 
Joseph  Lauletta  to  director  of  circulations 
for  the  daily  Metro  in  Philadelphia  from 
single-copy  sales  manager  at  The  Express- 
Times  in  Easton. 


Tom  Zanki  to  New  Jersey  editor  of  The  Ex¬ 
press-Times  in  Easton  from  reporter  at 
the  daily. 

SOUTH  CAROLINA 
Jennifer  Harding  to  classified  advertising 
director  at  The  State  in  Columbia  from 
sales  and  marketing  manager. 

TEXAS 

Kelley  Shannon  to  correspondent  in  charge 
of  The  Associated  Press’ Austin  bureau 
from  correspondent  for  the  AP’s  San  Anto- 
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nio  bureau.  Shannon  succeeds  Mike  Holmes, 
now  AP  chief  of  bureau  in  Omaha,  Neb. 

I 

VIRGINIA 

Cindy  Smith  to  publisher  of  Media  General’s 
Central  Virginia  Weekly  Newspaper  group 
from  general  manager  of  the  weekly  Times- 
Virginian  in  Appomattox.  Smith  succeeds 
David  King  (see  “North  Carolina”). 

WISCONSIN 

Aaron  Kotarek  to  circulation  director  at  The 
Reporter  in  Fond  du  Lac  from  consumer 
sales  coordinator  for  the  Dayton  (Ohio) 
Daily  News  and  Springfield  (Ohio) 
News-Sun. 

Dave  Kuechenberg  to  transportation  man¬ 
ager  from  district  manager. 

Greg  Haynes  to  district  manager  from  dis¬ 
trict  manager  at  The  Journal  Times  in 
Racine. 

Tamra  Guell  to  district  manager  from  night 
facility  manager  at  the  Milwaukee  Jour¬ 
nal-Sentinel  circulation  branch  in  Fond 
du  Lac. 

Steve  Stenberg  to  district  manager  from 
circulation  supervisor  at  the  Journal-Sen¬ 
tinel  circulation  branch  in  Oshkosh. 

CANADA 

Thomas  R.  Hay  to  senior  vice  president 
for  operations  at  The  Globe  and  Mail 
in  Toronto  from  senior  vice  president 
and  chief  financial  officer  for  Thomson 
Newspapers. 


ARIZONA 

Paul 

Maryniak 

to  East  Valley  ! 
bureau  chief  for 
The  Arizona 
Republic  in 
Phoenix  from 
managing  editor  of  The  Tribune 
in  Mesa.  Prior  to  his  tenure  at 
The  Tribune,  Maryniak  spent  13 
years  at  The  Philadelphia  Daily 
News,  where  he  served  as  a  proj¬ 
ect  reporter,  City  Hall  bureau 
chief,  and  city  editor  for  en-  j 
terprise.  j 
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There,  we  said  it. 

As  paper  prices  skyrocketed, 
companies  wished  they  had 
protected  themselves. 

That  is  called  hindsight. 

Today  you  can  do 
something,  by  "locking  in" 
paper  prices. 

As  the  largest  provider  ‘ 
of  risk  management  services 
to  paper  users,  Enron  can 
protect  you  and  your  profits 
from  fluctuating  markets, 
allowing  you  to  better 
plan  for  the  future.  And 
ironically,  while  prices  are 
low,  you  can  obtain  a  better 
long-term  arrangement. 

When  the  market  rises 
again,  that  will  be  called 
foresight. 

To  see  the  possibilities 
pulp  and  paper  cisk 
management  can  offer  - 
your  company,  contact  the 
people  who  invented  it. 
Enron,  -1  888  ENRON  41,  or 
visit  www.paper.enron.com 


Endless  possibilities. 


EDITORIALS 


A  publisher  whose  numbers  are  strong  but  whose  product 
is  not  is  nothing  more  than  a  good  accountant 


For  the  first  time  in  its  116-year 
history,  Editor  ^  Publisher  in 
this  issue  names  a  “Publisher  of 
the  Year.”  Why  now,  after  all 
these  years?  There  are  several  reasons, 
but  perhaps  the  most 
salient  is  that  the  newspa¬ 
per  industry  needs  exam¬ 
ples  of  excellence  in 
management  with  which 
it  may  make  comparisons. 

In  the  days  of  family- 
owned  newspapers  and 
closely  held  chains,  pub¬ 
lishers  marched  to  their 
own  beat;  as  owners,  they 
did  what  they  wanted,  and  they  were 
usually  rich  and  powerful  enough  to  get 
away  with  it.  There  were  many  more  of 
them,  so  for  each  scalawag  there  was  a 
publisher  who  was  truly  committed  to 
public  service. 

At  the  beginning  of  the  21st  century,  a 
newspaper  publisher  is  most  often  an 
employee  who  is  faced  with  the  seeming¬ 
ly  incompatible  missions  of  service  to  the 
public  and  making  a  profit  for  a  corpora¬ 
tion  and  its  shareholders.  Good  business 
people  do  not  necessarily  make  good 
newspaper  publishers  (see  Los  Angeles 
Times).  A  publisher  whose  numbers  are 
strong  but  whose  product  is  not  is  noth¬ 
ing  more  than  a  good  accountant.  And  a 
publisher  whose  product  is  excellent  but 
whose  numbers  are  off  will  not  be  a  pub¬ 
lisher  for  very  long. 

Arthur  O.  Sulzberger  Jr.,  our  first 
“Publisher  of  the  Year,”  certainly  had  the 
benefit  of  every  advantage  that  comes 
with  membership  in  one  of  the  foremost 
newspaper  families  in  the  world.  In  the 
nearly  10  years  since  he  became  publish- 


Sulzberger’s 
‘Times’  has 
become  more 
accessible 
to  a  wider 
range  of  people. 


The  Oldest  Publishers  and  Advertisers  Newspaper  in  America 

With  which  have  been  merged:  The  Journalist,  established  March  22, 1884;  Newspaperdom,  March  1892; 
The  Fourth  Estate,  March  1, 1894;  Editor  &  Publisher,  June  29, 1901;  Advertising,  June  22, 1925. 
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er  of  The  New  York  Times,  he  easily  could 
have  managed  to  maximize  profit  and 
enrich  both  the  family  and  the  share¬ 
holders.  Instead,  he  has  revamped  the  or¬ 
ganization,  flattened  the  management 
structure,  diversified  the 
staff,  moved  boldly  into 
digital  media  and  made  the 
Times  more  accessible  to  a 
wider  range  of  people  other 
than  white,  upper-crust 
New  Yorkers.  The  results 
are  impressive  —  circula¬ 
tion  up,  ad  linage  up,  prof¬ 
its  at  record  levels,  all  in  an 
environment  of  quality 
journalism  and  commitment  to  public 
service.  That  is  what  a  newspaper  pub¬ 
lisher  does. 

Socialism  — 

White  House-style 

IN  THE  1935  COMEDY,  “A  NiGHT  AT  THE 
Opera,”  Groucho  Marx  explodes  in 
indignation  at  the  cost  of  a  restaurant 
meal.  He  passes  the  bill  to  his  date  and 
then  scampers  away,  telling  her,  “This 
is  an  outrage!  If  I  were  you,  I  wouldn’t 
pay  it!”  That’s  pretty  much  what  the 
White  House  is  trying  to  pull  on  the 
travelling  press. 

Dozens  of  mostly  foreign  news  organi¬ 
zations  have  stiffed  the  travel  office  for 
about  $74,000.  So  the  White  House  is 
telling  other  media  who  fly  frequently 
with  the  Arkansas  Traveler  to  either  pay 
their  “share”  of  somebody  else’s  bad  debt 
—  or  stay  home. 

Incredibly,  some  papers  actually  have 
paid  up.  Here’s  a  better  idea:  Forward 
the  bills  to  the  president’s  legal  defense 
fund.  Just  mark  them  “Travelgate.” 
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Welcome  to  the  new  ‘E&R’  conceived  with  a  definite  nod 
to  the  rich  history  of  ink  on  paper,  by  Roger  Black  Consulting 


BY  BILL  GLOEDE 

SO  WHAT  DO  YOU  THINK?  DURING  THE  PAST  FIVE  MONTHS, 

Adweek  Magazines  Editor-in-Chief  Sid  Holt,  E^P  ^ 
Art/Design  Director  Reiko  Matsuo,  and  I  have  been  V 
meeting  with  a  design  team  from  the  Roger  Black  ■ 
studio,  talking  about  E^P,  its  history,  and  that  of  the  1 
newspaper  industry.  The  result  is  the  magazine  you  are  now  1 
reading.  We  set  out  to  make  E^P  look  distinctive,  from  its  cov-  ] 
er,  which  displays  a  new  black  logo  on  a  white  background,  to 
the  “-30-”  page.  The  interim  redesign  we  implemented  last 
year  when  our  corporate  parent,  BPl  Communications,  bought 

the  magazine  was  both  at-  book.  We  went  through  sev- 

tractive  and  effective.  Howev-  eral  iterations  of  our  cover, 

er,  we  felt  looked  too  including  an  ill-advised  at- 

much  like  other  magazines,  tempt  to  print  the  logo 

our  own  titles  included.  Ow-  _ in  a  gothic  typeface 


Dnx)R?:;Vi]j^^ER| 


remmis- 
cent  of  many  newspaper  flags. 

I  Of  that  cover.  Senior  Editor 
i  !  Dave  Astor  quipped,  “Looks 
jl  like  the  Third  Reich  meets  the 
j;  ;  Fourth  Estate.”  We  did  find  a 
I  i  place  for  that  gothic  face. 
i|  j  Youll  find  it  on  our  “Page 
:i  One,”  the  lead  news  page. 

J  |!  I  We  borrowed  liberally 
;j  j  from  the  past,  sometimes  un- 
s  !  intentionally.  The  design 

— - . -  J  team  settled  on  a  logo  based 

“Spirit  of  on  old-style  calligraphy  that 
resembles  quite  closely  the 
the  s.  E^p  logo  from  the  early  part 
of  this  century.  At  the  time,  they  had  not 
seen  copies  of  that  early  E&P. 

We  dusted  off  and  modernized  an  E^P 
icon  from  the  1930s,  “The  Spirit  of  the 
Press,”  which  you  also  will  find  on  “Page 
One.”  Elsewhere,  we  made  extensive  use  of 
headlines,  decks,  and  rules  that  evoke  the 


years  of  £&P  logos,  from  the  turn  of 
the  century  to  this  week’s  issue, 
newspaper  tradition  of  signaling  the  con¬ 
tent  of  stories  by  the  type  of  head  used. 

And  we  created  a  more  open,  art-intensive 
design  for  our  “NewsPeople”  and  “Hot 
Type”  pages  and  the  regular  departments. 

In  the  coming  weeks,  we  will  also  intro¬ 
duce  a  new  look  for  E&P  Interactive,  our 
new-media  section.  In  the  meantime,  we 
hope  you  like  our  new  look  as  much  as  we 
do.  Welcome!  II 
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Neil  Postman  delivers  a 
message  on  looking  forward 
by  looking  backward. 


Editors  of  the  world,  organize! 


BY  NEIL  POSTMAN 


world  but  entirely  lack  wis- 
dom.  That  is  frequently  the 
j  case  with  scientists,  politi- 

cians,  entrepreneurs,  aca- 
demies,  even  theologians. ... 

I  can  envision  a  future  in 
I  which  what  I  have  been  saying 

about  wisdom  will  be  com- 
Id  i  n  g  monplace  in  newspapers.  I 

ridge  cannot  envision  exactly  how 

[he  .  /  this  will  be  done,  although  I 
enni  rather  like  imagining  a  time 
^  '  when,  in  addition  to  Op-Ed 
pages,  we  will  have  “wisdom 
pages,”  filled  with  relevant  questions  about 
the  stories  that  have  been  covered,  ques¬ 
tions  directed  at  those  who  offer  different 
bodies  of  knowledge  from  those  which  the 
stories  themselves  confront.  I  can  even 
imagine  a  time  when  the  news  will  be  or¬ 
ganized,  not  according  to  the  standard  for¬ 
mat  of  local,  regional,  national,  and  world 
news,  but  according  to  some  other  organiz¬ 
ing  principle  —  for  example,  the  seven 
deadly  sins  of  greed,  lust,  envy ... 

Do  I  ask  too  much  of  editors,  too  much  of 
newspapers?  Perhaps.  But  I  say  what  I  do 
because  we  live  now  in  a  world  of  too  much 
information,  confusing  specialized  knowl¬ 
edge,  and  too  little  wisdom.  Journalists  may 
think  it  is  not  their  job  to  offer  the  wisdom. 

I  say.  Why  not?  Who  can  say  where  their 
responsibilities  as  Journalists  end? 

The  problem  to  be  solved  in  the  21st  cen- 
tuiy  is ...  how  to  transform  information  into 
knowledge,  and  how  to  transform  knowl¬ 
edge  into  wisdom.  If  we  can  solve  that ... 
all  the  rest  will  take  care  of  itself  ® 


^  knowledge  as  organized  informa- 
tion  —  information  that  is  embedded  in  some  con-  M.  =  /  MPBi 

text;  information  that  has  a  purpose,  that  leads  one  i#  ] 

to  seek  further  information  in  order  to  understand  [ cr / 

something  about  the  world.  Without  organized  in-  ^ 

formation,  we  may 

know  something  of  the  world,  but  very  little 
about  it.  When  one  has  knowledge,  one 
knov/s  how  to  make  sense  of  infonnation, 
knows  how  to  relate  information  to  one’s 
life,  and,  especially,  knows  when  informa¬ 
tion  is  irrelevant. 

It  is  fairly  obvious  that  some  newspaper 
editors  are  aware  of  the  distinction  be¬ 
tween  information  and  knowledge,  but 
not  nearly  enough  of  them.  There  are 
newspapers  whose  editors  do  not  yet  grasp 
that  in  a  technological  world,  information 
is  a  problem,  not  a  solution.  They  will  tell 
us  of  things  we  already  know  about  and 
will  give  little  or  no  space  to  providing  a 
sense  of  context  or  coherence. ... 

[T]here  is  something ...  newspapers 
must  do  for  us  in  a  technological  age,  and 
it  has  to  do  with  the  word  “wisdom.”  I  wish 
to  suggest  that  it  is  time  for  newspapers  to 
begin  thinking  of  themselves  as  being  not 
merely  in  the  knowledge  business  but  in 
the  wisdom  business  as  well.  You  may  be 
inclined  to  think  I  am  going  too  far.  But  I 
wish  to  define  “wisdom”  in  a  way  that  will 
make  it  appear  to  you  entirely  practical.  I 
mean  by  wisdom  the  capacity  to  know 
what  body  of  knowledge  is  relevant  to  the 
solution  of  significant  problems.  One  can 
have  a  great  deal  of  knowledge  about  the 


NEWSPAPER 

FACILITY 

DESIGN 


ARCHITECTURE 
PROGRAMMING 
MASTER  PLANNING 
FEASIBILITY  STUDIES 
OPERATIONAL  COST  STUDIES 
EQUIPMENT  MANNING  STUDIES 


I  believe  if  we  make  our  decisions  based  on 
what  is  in  the  best  interest  of  our  clients,  it  will 
prove  to  be  in  our  best  interest  in  the  long  run. 

Dario  D.  D.  DiMare,  AIA 


Excerpted from  “Building  a  Bridge  to  the 
Eighteenth  Century:  How  the  Past  Can  Im¬ 
prove  Our  Future,”  by  Neil  Postman,  per¬ 
mission  to  reprint  granted  by  Alfred  A. 
Knopf  Inc.,  ©1999  by  Neil  Postman. 
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Sa'  l,(  1  A  I  REPORT 


If  you’re  relying  solely  on  electronic  media 
to  market  your  dot-com  business  ...  - 


Because  Washington  is  the  most  wired 
of  the  nation's  major  markets,  The  Post 


reaches  an  audience  of  internet-connected 


consumers  like  no  other  medium  can.  And 


The  Post  is  still  the  number  one  resource 


for  Washington  consumers  ready  to  buy. 


And  isn’t  that  the  point? 


The  Sunday  Post  reaches 

69% 

of  wired  Washington. 


Wired  Washington  includes: 

2b4  million  adults  who 
purchase  clothing  or 
sporting  goods 

million  adults  who  own 
stock/mutual  funds 

million  adults  who  buy 
computer  hardware/son- 
ware 

1b7  million  adults  who  buy 
compact  disks 

1a8  million  adults  who  buy 
books 


toasijingtan  |)ast 

If  you  don't  get  if  you  don  t  get  i 
http .//adsile . washonst  r.nm/dnt  com 


Special  rates  and  print/online 
packages  with  washingtonpost.com 
available  for  internet  businesses. 

Contacts  ~  ■  , 

East  Coast  Richard  Pfelak  212-445-5853 
Central/Mid-Atlanfic-  -David  DeJesus/800l  765-POST,  ext  5344 


For  successful  dot-com  marketers,  the  days 
of  relying  solely  on  banner  ad  traffic  are 
ancient  history. 


If  you  want  mainstream  business,  you  need 
mainstream  marketing.  Like  advertising  in 
The  Washington  Post. 


Washington  DMA 
Internet  Users: 

2,666,500 

66%  of  the  market 
#1  among  the  nation’s  top  10  DMAs. 


One  ad  in  the  daily  Post 
combined  with  one  ad  in 


INSIDE 


WHEN  I  STARTED  MY  JOURNALISM  CA- 

reer  as  a  sportswriter  more  than  20 
years  ago,  the  newspaper  business 
appeared,  even  to  someone  who 
loved  it,  painfully  archaic.  Many  of 
us  were  still  writing  on  typewriters  in  those  days.  For 
anyone  who  has  ever  covered  a  high  school  basketball 
game  and  risen  before  dawn  the  next  morning  to  dictate 
the  story  to  a  grouchy  editor— and  then  rushed  off  to 
homeroom— the  invention  of  the  portable  computer 
will  never  seem  like  anything  less  than  a  miracle. 

But  for  all  the  technological  ad¬ 
vancements  that  have  transformed 
the  industry,  the  evolution  of 
newspapers’  strategic  thinking  has 
been  equally  stunning.  Today, 
smart  executives  are  constantly 
looking  for  creative  ways  to  rethink 
their  products,  realizing  they  must 
remain  relevant  to  their  readers 
and  advertisers— or  face  the  conse¬ 
quences. 

Arthur  Sulzberger  Jr.,  our  Pub¬ 
lisher  of  the  Year,  is  a  perfect  ex¬ 
ample  of  this  forw'ard-thinking, 
innovative  attitude.  As  Tony  Case 
points  out  in  his  cover  story,  begin¬ 
ning  on  page  24,  Sulzberger  has 
accomplished  what  many  thought 
impossible:  He’s  improved  the 
world’s  greatest  newspaper. 
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In  an  age  of  consolidation,  some  family  operations  thrive 

BY  JOEL  DAVIS  PHOTOGRAPHY  BY  ROBBIE  McCLAREN 


THERE’S  A  BAKER  AROUND  EVERY  CORNER  AT  THE  FAMILY- 
owned  Register-Guard  in  Eugene,  Ore.  Need  to  talk  *0  the 
chairman  of  the  board?  Try  Edwin  M.  Baker.  The  president? 
Try  Edwin’s  nephew,  Tony  Baker.  The  vp?  Try  Tony’s  cousin, 
Fletcher  Little. 

There’s  more.  Dave  Baker  is  the  managing  editor,  Bridgett 
Baker  Kincaid  is  in  charge  of  public  relations,  and  Richard 
Baker,  Jr.  oversees  the  newspaper’s  information  systems. 


Ed  Baker  (left)  and  Tony  Baker  head  the  family-owned  Register-Guard. 
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So  it  follows  that  when  decisions  need  1 
to  be  made  at  the  highly  regarded  Regis¬ 
ter-Guard,  Bakers  consult  with.. .Bakers. 

“We  make  our  own  decisions  right 
here;  we’re  not  beholden  to  a  vast  array  of 
shareholders  all  over  the  map,”  Tony 
Baker  says.  “We  make  decisions  quickly 
and  live  and  die  by  our  decisions  and  we 
don’t  have  the  pressures  that  publicly 
owned  companies  do.” 

Despite  perceptions  to  the  contrary,  ! 
the  family-owned  newspaper  is  alive  and 
well  in  America.  Autonomous  decision¬ 
making,  strong  community  ties  and  em- 
!  ployee  loyalty  are  among  the  key  reasons 
why,  despite  the  increasingly  prominent 
chain  ownership,  the  mom-and-pop 
newspaper  carries  on,  even  thrives. 

While  statistics  are  vague,  family- 
owned  newspapers  tend  to  be  smaller  in 
circulation  and  often  either  the  lone  or 
one  of  only  a  few  owned  by  the  family. 
And  it’s  certainly  no  secret  that  many 
family  papers  have  been  bought  by  cor¬ 
porate-run  chains  in  recent  years.  But 
there’s  actually  the  potential  of  a  trend 
reversal  of  sorts  as  big  publishers  such  as 
Thomson,  the  New  York  Times  Co.  and 
less  recently,  McClatchy,  put  smaller  pa¬ 
pers  on  the  block  in  favor  of  concentrat¬ 
ing  on  larger  metropolitan  properties, 
j  “Depending  on  who  buys  those  pa¬ 
pers,  it  could  be  just  the  opposite  of  chain 
papers,”  says  John  Mennenga,  a  North¬ 
ern  California-based  newspaper  consul-  j 
tant  who  facilitates  the  27-member  | 
Independent  Newspaper  Group.  “They 
could  revert  back  to  smaller  owners.” 

If  there’s  one  thing  that  the  smaller 
owners  all  say  is  an  advantage  in  family 
ownership,  it’s  autonomy.  Whether  it’s 
the  large  Baker  clan  at  the  Register- 
Guard  or  70-year-old  bachelor  Alan  Bak¬ 
er  (no  relation),  sole  owner  of  the 
Ellsworth  (Maine)  American,  family 
ownership  allows  for  quick  decision¬ 
making  and  complete  control  of  the 
product. 

“We  have  the  ability  to  turn  on  a 
dime,”  says  Bill  Lynch,  editor  and  CEO 
of  the  Sonoma  (Calif.)  Index-Tribune,  a 
paper  in  the  heart  of  California’s  wine 
country  that’s  been  in  his  family  since 
1884.  Lynch,  who  publishes  the  paper 
along  with  a  brother,  Jim  Lynch,  and  his 
1  father,  Robert,  says  the  family’s  ties  to  I 


1  the  community  also  are  a  big  plus. 

“We  know  the  territory  and  are  estab¬ 
lished;  nobody  can  beat  us  to  the  news 
consistently  in  any  way,”  he  says. 

Alan  Baker,  a  self-proclaimed  “news¬ 
paper  junkie”  who  bought  the  Ellsworth 
American  in  1991  after  a  successful  ca¬ 
reer  in  advertising  and  politics,  agrees. 

“I  have  a  deep-seated  conviction  that 
a  newspaper  should  reflect  the  philoso- 
!  phy  of  a  community.  If  you’re  not  willing 
to  get  involved  in  the  fabric  of  communi¬ 
ty  and  not  take  position  on  subjects  of 
concern,  I  don’t  see  how  you  can  publish 
an  effective  newspaper.” 

Family  ownership  also  tends  to  breed 
employee  loyalty.  While  readers  may  be 
oblivious  to  who  owns  the  press  their  pa¬ 
per  is  printed  on,  employees  often  appre¬ 
ciate  the  fact  that  the  person  signing  the 
paycheck  lives  in  the  same  community 
and  works  down  the  hall. 

“We’re  loyal  to  our  employees,  and  we 
pretty  much  get  the  same  response,”  says 
Lynch,  who  allows  employees  such  perks 
as  flexible  workdays  and  an  area  for  their 
children  to  do  homework  when  sitters 
can’t  be  arranged.  “We  don’t  have  a  cor¬ 
porate  atmosphere  here:  We  treat  our 
employees  with  respect  and  as  part  of  a 
partnership.” 

Even  families  that  own  multiple  papers 
share  Lynch’s  sentiment.  Paxton  Media 
Group  may  own  26  dailies  in  the  South 
j  and  Midwest  with  a  total  circulation  of 
I  260,000  and  more  than  2,000  employees, 
but  employees  —  at  least  those  at  the  flag¬ 
ship  paper,  the  Paducah  (Ky.)  Sun  —  ap¬ 
preciate  that  the  owners  are  more  than 
bean  counters  in  a  corporate  office. 

“The  owners  aren’t  some  faceless  lot 
on  Wall  Street,  they’re  here,”  says  Jim 
Paxton,  editor  of  the  Sun  and  part  of  the 
father-and-sons  team  that  runs  the  pri¬ 
vately  held  company.  “They  are  here  be¬ 
cause  they  enjoy  the  business.  People 
have  told  me  they  perceive  that,  and  that 
makes  a  difference  here.” 

With  high  employee  loyalty  and  com¬ 
mitment  to  the  community,  wouldn’t  it 
follow  that  the  family-owned  papers  put 
out  a  better  product? 

Not  necessarily.  Independent-news- 
paper  consultant  Mennenga  says  that 
while  employee  compensation  and  costs 
I  tend  to  be  higher  at  family-run  newspa- 


esults 


Consider  it 'time  sand 
money  w,e|l  spent. 


Our  readers  spend  quality  time  with 
us — nearly  an  hour  each  day  and  two 
on  Sunday. They  also  commit  with 
their  wallets,  spending  more  for  an 
annual  subscription  to  The  Times 


.than  they  would  for  The  Wall  Street 
joLirnaf  and  USA  Today  combined. 
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CLOSE-KNIT  There’s  a  Baker  in  charge  of  virtually  every  department  at  the 
Register-Guard  in  Eugene,  Oregon. 


triarch  Fred  Paxton  and  his  siblings,  who  own  most  of 
the  company,  often  make  many  of  the  big  decisions  af¬ 
ter  consulting  with  family. 

“We  are  such  a  big  company,  my  brothers  and  I, 
even  though  we  are  in  the  same  building,  we  don’t  see 
each  other  much,”  Jim  Paxton  says.  “The  kind  of 
things  at  other  family  companies,  where  you  get  peo¬ 
ple  picking  over  who  gets  to  run  which  department,  we 
don’t  have  that  here.  We’re  too  big  and  too  busy;  we 
don’t  have  time  to  get  in  each  other’s  way.” 

Even  if  relatives  get  along,  the  pressure  to  sell  can  be 
tempting,  especially  if  the  next  generation  is  less  interest¬ 
ed  or,  worse,  nonexistent.  This  can  be  a  factor  at  family- 
run  papers  of  all  sizes.  At  the  Milpitas  Post  in  California, 
for  in.stance,  longtime  owner/publisher  Mort  Levine  — 
one  of  the  most-respected  newspapermen  on  the  West 
Coast  —  recently  sold  the  paper  to  ANG  Newspapers,  cit¬ 
ing  a  desire  to  retire  and  no  heirs  to  run  the  paper. 

“I  had  reached  a  point  where  younger  people  ought 
to  be  in  charge  of  the  operation.  If  it  was  going  to  go  to 
the  next  level,  it  needed  more  energy  and  drive  than  I 
was  prepared  to  offer,”  Levine  said  following  the  sale. 
“I  didn’t  have  any  family  members  coming  along  to  take 
over  or  anything  like  that.” 


pers,  there’s  no  evidence  pointing  to  better  quality,  at  least  not  i 
when  it  comes  to  awards.  i 

“Who’s  to  be  the  judge  of  that?”  he  says.  “When  you  look  at 
the  Pulitzer  Prizes  that  were  just  awarded,  there  wasn’t  one 
family-owned  paper  there.  But  when  you  look  at  the  Columbia 
Journalism  Rexiew  sur\'ey  of  25  superior  papers,  three  are  fam¬ 
ily-run,  which,  given  the  number  of  family-owned  papers,  is 
probably  disproportionately  high.” 

While  the  advantages  are  many,  family-owned  newspapers 
have  their  share  of  headaches  and  challenges.  Probably  the 
biggest  concern  is  the  bottom  line:  there  is  no  corporate  pot  of 
gold  or  resources  to  fall  back  on  during  lean  times  or  when  ex¬ 
panding  during  prosperous  ones. 

“We  have  a  debt  load  like  a  lot  of  newspapers,  and  we  can’t 
call  New  York  when  we  need  a  new  press,”  notes  Tony  Baker  of  I 
the  Register-Guard,  owned  by  his  family  since  1927. 

That  constraint  is  even  more  perilous  for  a  solo  owner  such 
as  the  Ellsworth  American’s  Alan  Baker,  who  funds  everything 
out  of  his  own  pocket. 

“You’ve  got  to  be  quick  and  opportunistic,”  says  Baker,  who 
has  overseen  a  six-fold  increase  in  ad  revenue  since  buying  the 
paper.  “If  you’re  lazy  and  don’t  do  the  job,  you’ll  get  run  over  by 
chains  that  have  more  financial  muscle.” 

While  Alan  Baker  calls  the  shots  at  his  paper,  many  family- 
owned  publications  are  run  by  a  comm'ttee  of  relatives  who, 
like  families  in  general,  don’t  always  agree. 

Those  in  the  know  say  the  secret  to  success  is  for  everyone  to 
have  a  clearly  defined  role.  At  the  Paxton  papers,  Jim  Paxton,  a 
former  lawyer,  is  an  editor.  Younger  brothers  David  and 
Richard  Paxton,  have  banking  and  financial  backgrounds  and 
led  the  charge  during  the  family’s  many  acquisitions.  The  chain 
is  owned  by  more  than  40  Paxton  family  members,  though  pa- 


Such  scenarios  are  not  at  all  unusual,  newspaper  consultant 
Mennenga  says.  “To  me,  the  critical  element  in  family  owner¬ 
ship  is  80  to  90  percent  whether  the  family  is  involved  in  the 
paper.  Look  at  the  L.A.  Times  —  the  Chandlers  weren’t  in¬ 
volved  anymore,  so  they  passed  it  on  to  investors." 

Even  when  family  members  are  involved  and  have  no  plans 
to  sell,  tempting  overtures  are  made.  The  Register-Guard,  locat¬ 
ed  in  an  idyllic  Oregon  college  town,  for  instance,  is  an  especial¬ 
ly  attractive  property  because  of  its  solid  reputation,  location  on 
Interstate  5  between  Seattle  and  San  Francisco,  and  a  young  and 
expanding  readership  in  a  high-growth  region. 

“I  get  a  letter  once  every'  six  to  10  months  from  a  broker  who 

‘If  you’re  lazy  and  don’t  do  the 
job,  you’ll  get  run  over  by  chains 
that  have  more  financial  muscle.’ 

says  they  have  cash  buyers,”  says  Tony  Baker,  who  joined  the 
family  business  after  w’orking  several  years  as  an  Associated 
Press  reporter.  “And  I  just  set  those  aside.  We’re  not  on  the 
market;  we’re  not  interested  in  being  on  the  market.  Never  is  a 
long  time,  but  our  hope  and  desire  is  to  be  independent.” 

Lynch,  who  didn’t  decide  to  join  the  family  business  at  the 
Sonoma  Index-Tribune  until  getting  out  of  the  Navy  when  he 
was  27,  is  hopeful  that  the  next  generation  of  the  Lynch  clan 
will  carry  on  and  not  cash  out. 

“One  of  our  challenges  to  staying  independent  is  resisting 
the  overtures  and  the  money”  from  buyers,  he  says.  “We’ve  nev¬ 
er  been  at  the  ‘what  price  would  you  sell  it’  point.  That’s  usually 
where  the  conversations  end.”  H 
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Newark  Star-Ledger 


These  days,  design  matters,  writing  counts  and  enterprise  is 
encouraged  over  stenography  in  local  coverage  —  and  its  inves¬ 
tigative  work  is  leading  to  changes  in  the  state  while  attracting 
national  attention. 

The  most  striking  departure  is  in  design,  where  the  paper  has 
managed  to  break  away  from  its  old  mold  without  imitating  new 
formulas.  Art  Director  Sharon  Russell  has  recruited  a  staff  that 
consistently  comes  up  with  bold  images  appropriate  to  stories. 
Pushed  by  editor  James  Willse  —  sometimes  a  bit  relentlessly, 
staffers  complain  —  the  writing  has  more  style,  and  the  reporting 
is  more  apt  to  get  beyond  the  facts  and  into  the  significance. 

Last  year’s  reporting  on  how  the  New  Jersey  State  Police 
used  racial  profiling  to  determine  who  to  stop  on  the  road  goad¬ 
ed  Gov.  Christie  Whitman  into  firing  the  superintendent,  and 
helped  put  the  topic  on  the  national  agenda. 

Readers  are  responding,  although  along  the  Eastern  Seaboard 
that  means  Star-Ledg'er  circulation  is  making  slight  gains  but 
avoiding  the  slumps  of  its  peers.  In  last  fall's  Audit  Bureau  of  Cir¬ 
culation  report.  The  Star-Ledger  gained  an  average  104  copies 
year-to-year  for  a  daily  circulation  of 407,129,  while  in  the  same 
period  the  Boston  Globe  declined  7,976  and  the  Philadelphia  In¬ 
quirer  lost  29,556  copies.  —  Mark  Fitzgerald 


r  ack  when  nearly  every 

3  ^  Gray  Lady  newspaper 

'  */  I  -A^of  record,  many  were  more  famous 

— I — l—Wmr  than  The  Star-Ledger  of  Newark,  N  J.,  but 

few  were  as  gray  for  as  long.  It  wasn’t  just  the 
bland  design  that  never  used  a  graphic  when  a  block  of  type  would 
do.  Tlie  paper  also  read  as  if  it  were  written  for  and  by  bureaucrats. 

Leads  rarely  departed  from  a  formula  that  scrambled  the  5 
Ws  and  H,  so  that  where  and  when  nudged  up  to  the  front  of 
the  line  well  ahead  of  what  —  and  why  was  left  far  behind:  ‘The 
Parsippany-Troy  Hills  Board  of  Zoning  Adjustment  last  night 
approved  rtvo  measures  that...” 

As  New  Jersey’s  biggest  paper  by  far.  The  Star-Ledger  had 
clout  and  used  it  —  often  to  good  effect.  Its  coverage  of  environ¬ 
mental  issues  was  instrumental  in  shaping  the  Garden  State’s 
stiff  laws,  and  the  Meadowlands  might  still  be  a  garbage-strewn 
swampland  without  The  Star-Ledger's  reporting.  Well  into  the 
1990s,  however,  the  style  ensured  that  few  outside  the  state 
considered  it  a  big-league  paper.  But  just  as  HBO’s  The  Sopra¬ 
nos  took  the  seemingly  tapped  out  concept  of  a  mob  comedy 
and  transformed  it  with  some  Jersey  attitude.  The  Star-Ledger 
is  reinventing  the  concept  of  the  powerful  paper  of  record. 
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O  INDUSTRY  CAN  STAND  STILL.  YOU  EITHER  ADJUST  TO  THE 
needs  and  desires  of  your  customers,  or  you  face  the  consequences. 
So  it  is  with  the  newspaper  business.  All  across  the  country,  in  the 
face  of  increasing  competition  for  readers  and  advertisers  alike, 
newspapers  as  diverse  as  El  Nuevo  Herald  and  The  Star-Ledger  in  Newark  are 
finding  ways  to  make  themselves  more  relevant,  more  appealing  and,  in  the  end, 
more  profitable.  Here,  then,  is  our  snapshot  look  at  10  That  Do  It  Right. 


The  Oregonian 

SIMPLY  PUT,  THE  OREGONIANIN  PORTLAND, 

is  one  of  the  country’s  best  papers  because  it  has  the  re¬ 
sources  it  needs  for  excellence.  “We  don’t  have  any  excus¬ 
es  at  The  Oregonian”  says  editor  Sandra  Mims  Rowe.  “We  are 
ultimately  as  good  as  we  have  the  vision  to  be  and  the  intelli¬ 
gence  to  execute  that  \'ision.  It’s  incredibly  freeing  on  the  one 
hand  and  imposes  a  great  responsibility  on  us  on  the  other.” 

The  Oregonian,  winner  of  a  1999  Pulitzer  Prize  for  explana¬ 
tory  journalism  and  nominated  for  two  others  this  year,  attracts 
some  of  the  country’s  best  and  brightest  talent  to  its  deep  edito¬ 
rial  staff  of  more  than  340. 

The  paper  has  been  owned  since  1950  by  the  Newhouse 
family,  which  believes  in  order  to  make  a  good  omelette,  you’ve 
got  to  break  a  few  eggs. 

Rowe  credits  publisher  Fred  Stickel  for  creating  a  resource¬ 
ful,  independent  newsroom  free  from  external  distractions. 

“He’s  incredibly  honest  and  respectfiil  and  very  understanding 
in  times  of  trouble.  Any  time  Fred  is  introduced  in  the  newsroom 
the  staff  will  spontaneously  give  him  a  standing  ovation.” 

The  Oregonian  is  veiy  much  a  regiontil  paper  and  is  consid¬ 
ered  the  paper  of  record  for  the  state.  Rowe  says  the  paper 
prides  itself  on  being  strong  in  all  facets  of  journalism,  but  is 


particularly  adept  at  what  she  calls  “the  trend 
story  that  has  real  news  at  its  core.” 

“The  kind  of  news  with  a  slightly  investigative 
edge,  that  tells  why  something  happened  and 
how  it  happened  and  puts  it  under  a  micro¬ 
scope,”  Rowe  explains.  “I  think  we  do  it  con¬ 
sistently  weD  and  are  getting  better.” 

Getting  better  is  a  mantra  of  sorts  at 
The  Oregonian,  where  editors  spend  sub¬ 
stantial  time  on  training  and  teaching. 

“We  believe  it  is  every  editor’s  role  to  help  people,  including 
themselves,  get  better,”  Rowe  says.  “So  my  view  is,  if  an  editor  is 
working  copy  and  getting  it  in  the  paper  in  a  form  that  meets 
our  standards,  that  editor  is  only  doing  about  half  of  his  or  her 
responsibility.  And  in  order  to  really  fill  their  responsibility, 
they  must  be  teaching  and  helping  people  get  permanently  bet¬ 
ter,  not  just  fixing  copy.” 

Getting  better  at  The  Oregonian  also  includes  building  its  rep¬ 
utation  through  its  Web  site,  OregonLive,  a  separate  company 
that  publishes  most  of  the  paper’s  daily  content  in  addition  to  its 
own  contributions.  The  site  publishes  more  pictures  than  the 
newspaper  can,  and  includes  chats  with  The  Oregonian’s  colum¬ 
nists  and  specialist  reporters.  Special  one-time  features  include 
such  attractions  as  pregame  Portland  Trailblazer  playoff  chats 
with  the  newspaper’s  sports  reporters  and  columnists.  —Joel  Davis 
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Ever  SINCE  THE  HISTORIC  i  al  paper,  serving  a  wide  swat 
Sacramento  Union  folded  in  1994,  a  broad  base  of  readers  with 
The  Sacramento  Bee  has  been  the  (entertainment  and  the  arts' 


Ever  since  the  historic 

Sacramento  Union  folded  in  1994, 
The  Sacramento  Bee  has  been  the 
lone  daily  in  California’s  capital  city.  And 
it’s  made  the  most  of  the  opportunity. 

The  Bee,  a  paper  whose  own  storied 
past  dates  back  to  California’s  Gold  Rush,  was  founded  by  mav¬ 
erick  editor  James  McClatchy  in  1857.  It’s  been  admired  for  its 
strong  journalistic  values  ever  since. 

The  paper,  winner  of  two  Pulitzers  in  the  1990s,  is  known  as 
a  thoughtful,  well-edited  daily  that  practices  innovative  journal¬ 
ism  —  including  an  intense  focus  on  state  politics  —  throughout 
the  million-plus  Sacramento  region. 

“We  try  to  establish  a  strong  vision  to  be  more  than  a  news¬ 
paper,”  says  publisher  Janis  Heaphy.  “Our  strategic  objective  is 
to  grow  advertising  revenue  and  circulation,  attract  and  keep 
good  people  and  always  practice  quality  journalism." 

The  Bee  was  the  fastest-growing  daily  in  California  in  1999. 
Circulation  has  been  helped  by  a  housing  boom,  as  many  fami¬ 
lies  have  tried  to  escape  the  traffic  and  skyrocketing  housing 
costs  of  the  San  Francisco  Bay  Area.  “It’s  a  great  region  in  terms 
of  capitalizing  on  growth,”  Heaphy  says. 

While  it  covers  politics  at  the  nearby  state  Capitol  £md  city 
issues  in  its  Metro  section,  The  Bee  sees  itself  as  more  of  a  region¬ 


al  paper,  serving  a  wide  swath  of  Northern  California.  It  caters  to 
a  broad  base  of  readers  with  such  sections  as  Ticket  and  Encore 
(entertainment  and  the  arts)  and  Your  Family,  and  also  puts  a  lot 
of  resources  into  enterprise  and  series  reporting.  “We  believe  in 
having  an  in-depth  and  analytical  point  of  view,”  Heaphy  says. 

In  addition  to  its  commitment  to  the  daily  paper.  The  Bee 
has  branched  out  with  its  Web  site,  Sacbee.com.,  which  posts 
content  from  the  daily,  and  a  more  autonomous  sister  portal  site, 
Sacramento.com,  which  focuses  on  leisure  events  while  hosting 
links  to  a  variety  of  advertisers  and  other  electronic  media.  The 
paper  is  currently  collaborating  with  a  local  radio  station  and  is 
looking  for  a  television  partner. 

“The  Bee  has  been  willing  to  change  and  tiy  new  things,”  says 
Sanders  LaMont,  the  paper’s  ombudsman,  who  notes  that  read¬ 
ers  have  “extremely  high”  expectations  of  the  paper.  “Today, 
that’s  reflected  in  the  Web  sites  and  the  Internet.  In  the  past  it 
has  been  everything  from  radio  and  television  to  truck  deliveries. 
Some  things  work  out  better  than  others,  but  they’ve  alw'ays 
been  willing  to  experiment.” 

While  The  Bee  is  the  flagship  of  the  McClatchy  Company  and 
has  two  sister  Bee  papers  in  Modesto  and  Fresno  in  California’s 
Central  Valley,  it  is  run  independently,  a  key  to  its  success, 
Heaphy  explains.  “McClatchy  tends  to  run  the  papers  very 
autonomously,”  she  says.  —  Joel  Davis 


The  Daily  Herald 

IF  IT  HAD  NOTHING  ELSE  GOING  FOR  IT,  THE 
Daily  Herald  in  Chicago’s  northwestern  suburbs  could 
always  lay  claim  to  the  best  American  newspaper  slogan. 
“Our  aim:  To  fear  God,  tell  the  truth  and  make  money,”  reads 
the  masthead  quote  from  founder  H.C.  Paddock. 

But  the  144,000-circulation  newspaper  in  Arlington 
Heights  has  plenty  going  for  it. 

In  almost  every  circulation  reporting  period  it  is  Illinois’ 
fast-growing  paper.  A  weekly  as  recently  as  the  late  1960s,  the 
Daily  Herald  is  now  the  state’s  third-largest  paper,  behind 
only  its  big-city  competitors  on  the  other  end  of  the  Kennedy 
Expressway,  the  627,000-circulation  Chicago  Tribune  and 
the  468,000-circulation  Chicago  Sun-Times. 

“Circulation  growth  period  to  period  is  an  overriding  goal 
of  our  business  plan,”  says  president  Douglas  K.  Ray,  in  ex¬ 
plaining  the  attention  to  the  bottom  line.  “We’ve  been  doing  it 
for  as  long  as  I’ve  been  here.” 

The  Daily  Herald’s  business  plan  is  aimed  at  the  kind  of 
long-term  growth  that’s  possible  only  in  a  company  that  does¬ 
n’t  have  Wall  Street  looking  over  its  shoulders.  Paddock  fami¬ 
ly  control  has  allowed  the  Daily  Herald  to  invest  relatively 
large  amounts  in  technology  and  staff.  The  Daily  Herald  has  a 
much  larger  editorial  team  than  most  papers  its  size. 

“We  have  an  editorial  staff  of  more  than  300  people,”  Ray 


notes.  “If  you  use  the  rule  of  thumb 
for  a  paper  of  145,000,  the  staffing 
level  would  be  about  half  that. 

Now  we’d  be  able  to  put  out  a 
good  paper  with  a  staff  that  size 
—  but  we  choose  to  produce  a  su¬ 
perior  one  with  a  commitment  to 
community.” 

Putting  out  27  separate  zoned  editions,  the  Daily  Herald 
emphasizes  local  news,  but  it  wraps  it  in  a  paper  that  has  the 
feel  of  a  big-city  metro.  Very  local  chicken-dinner  news  butts 
up  against  serious  news  and  lively  features.  Unlike  their  coun¬ 
terparts  at  many  suburban  papers.  Daily  Herald  sportswriters 
cover  professional  teams  on  the  road  as  well  as  at  home.  “Our 
marketing  theme  is:  Big  picture.  Local  Focus.  If  we’re  doing 
our  job,  we’ll  give  local  news  plus  a  sophisticated  package  that 
metro  readers  expect,”  Ray  says. 

As  it  expands  in  the  growing  northwest  Chicago  suburbs, 
the  Daily  Herald  is  also  not  afraid  to  use  some  sharp  elbows. 

A  recent  ad  that  ran  in  its  Elgin  edition  contrasted  its  circula¬ 
tion  growth  and  editorial  staffing  to  the  10.6  percent  drop  in 
circulation  and  editorial  layoffs  at  Copley  Chicago  Newspa¬ 
pers’  The  Courier  News  in  Elgin.  “Cutting  edge,  not  cutting 
staff,”  the  Daily  Herald  ad  jabbed.  —  Mark  Fitzgerald 
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Minneapolis  Star  Tribune 

WTIEN  THE  COWLES  j  paper  began  calling  new  subscribers  to  check 

family  sold  the  Minneapolis  \  offering  incentives  to  get  people  to  switch  to 
Star  Tribune  to  the  ments,  and  sending  out  billing  reminders,  to 


H  ^  TTIEN  THE  COWLES 
%/%/  family  sold  the  Minneapolis 
t  =3  f ;  w  w  Star  Tribune  to  the 

McClatchy  Co.  in  1998,  many  feared  the 
(|v  ownership  transition  from  family-owned 

company  to  a  publicly  owned  newspaper 
chain  w  ould  be  the  demise  of  the  newspaper.  Readers  appar¬ 
ently  thought  otherwise.  In  the  three  years  that  preceded  the 
sale,  circulation  declined  6  percent  daily  to  367,556  and  2.5 
percent  Sunday  to  670,890,  according  to  Audit  Bureau  of 
Circulations  FAS-FAX  figures. 

But  since  the  sale  closed  in  1998,  circulation  is  up  1.6  per¬ 
cent  daily,  outpacing  local  household  growth,  and  up  0.4 
percent  Sunday.  Steve  Ale.xander,  who  became  the  paper’s 
vice  president  of  circulation  in  September,  credits  the 
improvement  with  favorable  market  factors  and  a  circulation 
campaign  that  involves  multiple  departments.  The  Star 
Trib’s  core  Minneapolis-St.  Paul  is  blessed  with  a  strong 
economy  and  a  reading  population  that’s  growing. 

But  the  paper  hadn’t  aggressively  pursued  new  readers. 
“1  think  the  feeling  was,  w'e’ll  let  circulation  fall  to  its  nat¬ 
ural  level,”  Alexander  says.  “We  wanted  to  grow  circula¬ 
tion.”  His  department  took  what  Alexander  calls  a  back-to- 
basics  approach,  focusing  on  service  and  retention.  The 


paper  began  calling  new  subscribers  to  check  on  service, 
offering  incentives  to  get  people  to  switch  to  credit  card  pay¬ 
ments,  and  sending  out  billing  reminders,  to  name  a  few 
examples.  The  Star  Trib  also  has  been  shifting  away  from 
telemarketing  in  favor  of  direct  mail. 

At  the  same  time,  the  news  side  was  relaunching  and 
adding  features.  The  paper  added  a  weekly  entertainment  tab, 
revamped  its  food  section,  added  Sunday  business  pages  pro¬ 
duced  by  The  Wall  Street  Journal  and  beefed  up  its  sports 
coverage.  The  marketing  department  capitalized  on  the 
improvements  by  promoting  related  events  in  the  community. 

Sacramento,  Calif. -based  McClatchy  also  has  made  an  extra 
effort  to  smooth  the  transition  for  employees.  That  emphasis 
on  employee  communications  earned  the  paper  an  award  from 
the  Minnesota  chapter  of  the  Public  Relations  Society  of 
America  in  1998.  John  Schueler,  who  became  the  publisher 
two  years  ago,  also  has  done  his  part  to  keep  morale  strong, 
holding  monthly  Q&A  sessions  and  staff  pizza  lunches. 

McClatchy  not  only  continued  Cowles’  profit-sharing  plan 
for  non-managers  at  the  Star  Tribune,  but  adopted  it  at  its 
other  newspapers.  “We  think  the  Star  Tribune  is  a  destina¬ 
tion  newspaper,”  explained  Frank  Parisi,  company 
spokesman.  “We  think  that  helps  us  attract  the  best  and 
brightest  across  the  company.”  —  Lucia  Moses 


The  Tribune-Review 


MULTIMILUONAIRE  RICHARD  M.  SCAIFE,  PUB- 
lisheroftheGreensbui^,  Pa  Tribune-Re\iew,  wanted  a 
foothold  in  the  Pittsburgh  market,  and  in  the  early  ‘90s, 
was  willing  to  pony  up  $150  million  to  buy  the  Pittsburgh  Post 
Instead,  Scripps-How  ard  sold  it  for  a  fraction  of  the  price 
to  the  Post’s  JOA  partner,  the  Post-Gazette,  which  closed  it 
soon  after  a  wrenching  strike.  But  Scaife,  the  Mellon  banking 
heir  knowTi  for  his  support  of  conservative  causes,  w'asn’t  easi¬ 
ly  defeated.  He  steamrolled  into  Pittsburgh  with  a  city  edi¬ 
tion,  built  a  $43-million  production  plant  to  handle  the 
increased  printing  demand,  and  opened  three  city  bureaus. 

“He  really  is  dedicated  to  the  idea  that  there  has  to  be  an¬ 
other  editorial  voice  here,”  says  Edward  Harrell,  Tribune  Re¬ 
view'  Publishing  Co.  president. 

Scaife  began  to  assemble  a  cluster  of  newspap)ers  around  the 
city,  buying  two  from  Gannett  Co.  Inc.  and  three  from  Thomson 
Corp.  in  1997-  Today,  the  group  of  six  dailies  has  a  total  circula¬ 
tion  of 208,654  that  rivals  the  Post-Gazettes  239,894. 

With  the  Pittsburgh  push  and  assimilation  of  other  area  pa¬ 
pers,  the  Trib-Ren'ew’s  circulation  jumped  an  average  of  3.7  per¬ 
cent  yearly  from  1992  to  1998,  giving  rise  to  its  claim  to  be  one  of 
the  fastest-grow'ing  U.S.  dailies  last  year.  The  paper  merged  one 
of  its  Pittsburg-area  dailies,  the  North  Hill  News  Record,  and 
added  its  Sunday  edition  to  three  of  its  outlying  papers,  which 


lifted  daily  and  Sunday  circulation. 

The  Trib- Review  found  early  on  that 
readers  were  slow  to  give  up  their  famil- 
I  iar  local  paper.  So  the  paper  offered 
I  deep  discounts  and  used  daU  base  mar- 
I  keting  to  hone  in  on  high-demographic 

neighborhoods.  “We  w  ould  literally  attack  a  ZIP  code,”  says 
I  company  circulation  director  Carroll  Quinn,  whose  credentials 
I  include  the  Chicago  Sun-Times  and  Baltimore  Sun.  "We  decid¬ 
ed:  Let’s  make  it  affordable  so  they  can’t  afford  to  say  ‘no’.” 

While  still  the  dominant  daily,  the  Post-Gazette’s  weekday 
circulation  was  down  1.5  percent  last  year.  But  circulation  di- 
;  rector  Thomas  Pounds  thinks  the  loss  is  temporarv',  noting 
I  that  his  paper  also  stopped  event  sales  last  year.  “I’d  be  a  fool 
!  to  say  they’re  not  making  any  headway,”  he  says.  But,  he  adds, 
“It’s  a  veiy  loyal  city.  I  think  it’s  safe  to  say  we’re  in  a  strong 
[  position  and  we’re  going  to  stay  that  w'ay.” 

The  Trib-Review  will  face  some  tests  this  year.  Harrell  con- 
1  cedes  he  doesn’t  e.xpect  to  keep  pace  with  the  recent  circulation 
I  gains.  The  reader  pool  is  shrinking;  in  the  last  decade,  the  popula¬ 
tion  of  Pittsburgh’s  Allegheny  County  declined  by  4.7  percent 
Giving  away  subscriptions  is  an  expensive  strategy.  With 
the  cut-rate  deal  expiring,  this  year  will  tell  if  readers  like  the 
paper  enough  to  pay  more  to  keep  it.  —  Lucia  Moses 
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WHEN  WILLIAM  HOWARD  helped  b( 

took  control  of  the  Munster  percent  t 

(Ind.)  Times  about  10  years  ago,  “It  is  e 


WHEN  WILLIAM  HOWARD 
took  control  of  the  Munster 
(Ind.)  Times  about  10  years  ago, 
he  brought  three  generations  of  newspaper- 
ing  to  the  small  Northern  Indiana  newspa¬ 
per,  and  an  outlook  for  improvement, 
expansion  and  customer-oriented  service.  Today  that  approach 
has  transformed  the  once  single-zoned  daily  into  a  multi-zoned 
product  that’s  produced  with  cutting-edge  technology  and  an  eye 
toward  fresh  coverage  and  smart  presentation. 

“You  have  a  lot  of  opportunities  in  a  suburban  metro  mar¬ 
ket,”  says  Howard,  whose  family  owns  the  20-newspaper 
Howard  Publications  based  in  Oceanside,  Calif.  “When  we 
took  over,  this  was  an  afternoon  paper  in  a  competitive  mar¬ 
ket.  We  felt  we  had  to  do  this  to  survive.” 

Howard’s  survival  efforts  began  by  moving  the  newspaper  in 
1989  from  its  previous  home  in  nearby  Hammond  to  a  larger 
Munster  location,  along  with  a  new  printing  plant.  Slowly,  the 
paper  upgraded  to  full  pagination  and  digital  photography  in  the 
early  1990s,  while  adding  new  computer  systems  along  the  way. 

In  1991,  the  Times  added  its  first  zoning  edition,  and  has 
expanded  annually  since.  It’s  now  producing  10  different 
zoned  editions.  The  paper  grew  further  in  1996  when  it 
merged  with  The  Valparaiso  Vedette-Messenger.  Both  moves 


helped  boost  distribution  during  the  past  decade  by  about  50 
percent  to  its  current  88,000  daily  circulation  level. 

“It  is  all  relative  to  the  market  you  are  in,”  Howard  says  of 
his  success  formula,  which  he  credits  to  moving  the  paper’s 
focus  as  the  area  changed  from  a  steel-mill  economy  to  a 
Chicago  bedroom  community.  “We  felt  that  the  future  would 
turn  in  that  favor,  and  it  did.” 

The  Times  is  continuing  to  expand,  moving  to  an  all-adult  car¬ 
rier  system  and  an  earlier  5  a.m.  morning  delivery  time  this  year, 
which  mirrors  a  nationwide  trend.  Howard  also  is  expanding 
press  capacity  with  additional  machinery  that  will  allow  for  anoth¬ 
er  48  pages,  a  move  aimed  at  printing  the  zoned  editions  quicker. 

On  the  news  side,  the  editorial  staff  has  swelled  from  about 
90  in  1990  to  135  today,  Howard  said.  In  addition,  the  paper 
recently  redesigned  its  Saturday  model  to  provide  more  week¬ 
end  entertainment,  a  better  page  one  teaser  system,  and  new 
shopping  and  pet  sections.  The  redesign  was 
done  as  part  of  a  seven-year  project  with  students  from  the 
nearby  Northwestern  University  Medill  School  of  Journalism. 

The  graduate  students  spent  several  weeks  researching 
market  data,  content  and  past  issues  to  create  the  new  design 
that  has  drawn  increased  weekend  readership,  according  to 
Editor  Bill  Nangle.  “We’ve  had  a  lot  of  good  reaction  from 
readers  and  advertisers  on  it,”  he  says.  —  Joe  Strupp 


Akron  Beacon- Journal 


IF  YOU  JUDGE  A  NEWSPAPER  BY  ITS  TRACK 
record  as  a  training  ground  for  flourishing  journalism 
careers,  the  Akron  (Ohio)  Beacon-Journal  can  rightfully 
stake  its  claim  as  a  winner.  In  recent  years,  the  140,000-circula¬ 
tion  daily  has  proven  itself  a  competent  farm  team  for  both  edito¬ 
rial  and  business-side  leadership,  with  alumni  jumping  to  higher 
positions  at  larger,  major  league  papers  from  Denver  to  Miami. 

In  the  past  year,  the  Beacon  Joumalhas  seen  former  manag¬ 
ing  editor  Glenn  Guzzo  become  editor  of  The  Denver  Post, 
watched  former  vice  president  of  circulation  and  production 
Richard  Danze  leave  to  join  The  Miami  Herald  as  vice  president 
of  operations,  and  lost  former  assistant  managing  editor  Mizell 
Stewart  to  the  Tallahassee  Democrat,  as  managing  editor. 

Along  the  way,  publisher  John  Dotson  was  named  co-chair  of 
the  Pulitzer  Prize  board  last  year,  while  columnist  Regina  Brett 
became  president  of  the  National  Society  of  Newspaper 
Columnists  in  1998.  And  if  that  weren’t  enough.  Beacon  Journal 
statehouse  reporter  Jon  Craig,  despite  a  county  judge’s  order 
and  a  threat  of  jail  time,  received  kudos  in  1999  for  refiising  to 
testify  about  how  he  obtained  private  Medicaid  records  that  doc¬ 
umented  alleged  fraud  by  a  powerful  lobbyist. 

“The  (Beacon  Journal)  staff  cares  very  deeply  about  newspa¬ 
pers,”  says  Stewart,  who  worked  in  Akron  for  six  years  before 
leaving  in  January.  “It  is  a  very  competitive  market  on  all  sides. 


and  your  work  is  measured  every  day.” 

At  the  same  time,  a  recent  expan¬ 
sion  to  the  south  has  given  the  Knight 
Ridder  commodity  new  strengths  as 
it  continues  to  go  head-to-head  with 
competitors  at  The  Repositoiy  in  Canton  and  the  larger  Plain 
Dealer  in  Cleveland.  On  both  accounts,  the  Beacon  Joumalhas 
made  serious  progress  in  recent  years  as  a  newspaper  to  be  noticed. 

“They  are  definitely  trying  to  strengthen  their  hold  on  out¬ 
lying  communities,”  says  Jody  Miller,  associate  editor  of  the 
West  Side  Leader,  an  Akron  weekly.  ‘They  are  doing  more  of 
a  community  slant  on  coverage,  and  they  are  doing  a  lot  more 
in  the  Cleveland  area.” 

Beacon-Journal  editor  Jan  Leach  said  the  paper  recently 
expanded  local  coverage  in  Stark  County  to  the  south  by 
adding  five  people  to  the  three-person  bureau  there,  assigning 
an  editor  who  lives  in  the  area  and  creating  a  new  daily  zoned 
edition.  The  paper  had  zoned  a  weekly  section  to  the  county, 
but  began  a  daily  section  March  7- 

“We  wanted  to  do  more  in  that  area,”  Leach  says.  There  is 
a  great  deal  of  population  and  housing  growth  there  in  recent 
years  and  we  wanted  to  take  advantage  of  it.  If  it  continues  to 
work,  and  circulation  continues  to  grow,  we  will  use  it  as  a 
model  for  other  areas.”  —  Joe  Strupp 
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September  1999  ABC  Total  Audited  Distributiou:  37,000 
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*As  filed  with  the  Audit  Bureau  of  Circulations,  subject  to  audit. 


Building  loyal  readership  throu^i  pertinent, 
timely  reporting,  innovative  advertising 
solutions,  consumer-oriented  promotions  and 
by  presenting  a  vibrant  and  coiorful  t^ewspaper. 


Since  its  inception  in  November  1998,  Hoy  has 
reached  a  daily  distribution  of  47,304  and  Vida  Hoy, 
our  weekend  entertainment  supplement,  boasts  a 
distribution  of  153,075. 

Discover  for  yourself  why  Hoy  is  the  fastest  @x>wing 
newspaper  in  the  metropolitan  area  . . .  and  why 
we  are  the  pulse  of  the  Latino  community. 

To  learn  about  your  marketing  opportunities, 

Call  Jorge  Ayala  HOY  at 

118-5T5'2321 
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SPECIAL  REPORT  | 


1)  ()  I  I  R  1  (  H  1 


El  Nuevo  Herald 


L  NUEVO  HERALD  DOESNT 
redesign  itself  every  day  —  it  just 
I  seems  that  way.  “W^e  never  stop, 
we’re  always  trying  to  top  ourselves,”  editor 
and  publisher  Carlos  M.  Castaneda  says. 
“Our  business  model  is  based  on  a  dynamic 
product  —  and  a  djTiamic  product  never  stops  moving.” 

El  Nuevo  Herald,  the  Spanish-language  sister  paper  of  The 
Miami  Herald,  is  now  the  fastest-growing  newspaper  in  the 
Knight  Ridder  chain.  For  the  six  months  ended  March  31,  it 
sold  an  average  89,017  copies  weekdays,  a  year-over-year  in¬ 
crease  of  7-9  percent;  and  96,897  copies  on  Sundays,  an  in¬ 
crease  of  8.4.  The  climb  is  accelerating,  the  paper  says.  It 
ended  March  averaging  more  than  90,000  during  the  week 
and  98,000  on  Sundays. 

By  the  end  of  its  first  quarter,  the  paper  had  exceeded  its 
advertising  revenue  projections  by  9.5  percent,  Castaneda  says. 

After  struggling  a  bit  in  mid-1998  right  after  it  began  to  be 
sold  separately  from  the  English-language  Herald,  El  Nuevo 
Herald  is  seeing  eveiything  break  its  way.  A 1999  Castaneda  re¬ 
design  —  ”as  different  from  the  Herald  as  Ricky  Martin  is  from 
Ricky  Nelson,”  Editor  &  Publisher  said  at  the  time  —  won  raves 
from  its  target  audience  of  new  Latin  American  immigrants. 


This  year,  the  paper  finally  converted  completely  to  offset 
printing  on  The  Herald's  new  presses,  eliminating  problems 
in  production  quality  and  distribution  that  arose  from  print¬ 
ing  on  three  different  technologies:  offset,  ffexo  and  letter- 
press.  Last  month,  the  paper  also  moved  to  the  narrow 
50-inch  web  width. 

And,  of  course,  the  Elian  Gonzalez  drama  has  been  very, 
very  good  to  El  Nuevo  Herald  single-copy  sales.  “I  joke  with 
my  newsroom,  saying,  ‘What  are  we  going  to  do  when  there  is 
no  more  Elian?’”  Castaneda  says. 

No  joke:  In  February,  single  copy  sales  spiked  an  average 
1,116  weekdays  and  1,600  on  Sundays,  an  increase  Castaneda 
says  can  be  attributed  at  least  in  part  to  the  custody  and  asy¬ 
lum  struggle  over  the  six-year-old  Cuban  shipwreck  survivor. 

With  independent  financial  success  has  come  increasing 
editorial  independence  from  The  Miami  Herald.  Most  days,  it 
isn't  just  the  design  of  the  two  papers  that  differs,  but  the  sto¬ 
ries  themselves.  “Miami  is  now  a  two-paper  town,”  Castaneda 
says,  ignoring  the  city’s  other  Spanish-language  broadsheet, 
the  68,000-circulation  family-owned  Diario  Las  Americas.  ”If 
you  read  just  The  Miami  Herald,  it’s  not  enough  anymore.  If 
you  want  to  find  out  what’s  happening  here  in  Miami,  you’ve 
got  to  read  us  both.”  —  Mark  Fitzgerald 


Portland  Press  Herald 


SIZE  MATTERS  AT  THE  PORTLAND  (MAINE) 

Press  Herald  and  Maine  Sunday  Telegraph.  “We  are  not 
a  paper  that  has  fallen  \ictim  to  just  writing  10-  or  12- 
inch  stories,”  says  managing  editor  Curt  Hazlett.  “We  do  ex¬ 
planatory  journalism.  We  are  a  very  good  paper  for  our  size.” 

The  76,000-circulation  Monday-through-Saturday  Press 
Herald  and  the  125,000-circulation  Maine  Sunday  Telegraph 
were  separate  papers  at  one  time,  but  are  essentially  one  and 
the  same  now,  though  with  separate  circulation  focuses:  The 
Sunday  paper  circulates  statewide,  while  the  daily  primarily 
goes  to  subscribers  in  a  five-count>'  region  in  southern  Maine. 

Owned  and  operated  since  1998  by  the  Blethen  family, 
owners  of  the  Seattle  Times,  the  tw  o  papers  were  published 
from  1921  to  1998  by  Guy  Gannett  and  his  descendants. 

“The  Blethens  have  roots  in  Maine  and  have  a  very  strong 
desire  to  keep  the  quality  up,”  Hazlett  says.  “Whereas  a  lot  of 
papers  are  being  sold  and  sustain  substantial  cuts  in  resources 
and  quality,  the  Blethens  have  really  stayed  the  course  with  us.” 

The  paper’s  reputation  and  the  high  quality  of  life  in  Maine 
allow  it  to  draw  top  editorial  talent  that  tends  to  put  down 
roots.  Readers  are  demanding,  caring  about  their  community 
and  expecting  the  newspaper  to  keep  up  with  their  concerns. 

“There’s  a  very  strong  interest  here  in  civic  matters,”  Ha¬ 
zlett  says.  “The  issue  of  spraw'l  is  big;  there’s  concern  about 
traffic,  a  lot  issues  we  tr>'  to  stay  on  top  of.  The  feeling  is,  the 


^  more  we  can  stay  on  top  of  issues 
I  and  provide  good  leadership  on 
I  them,  the  better  off  w'e  are.” 

I  The  Portland  papers  also  stay 
1  on  top  of  the  news  with  their  Web 
I  site,  Portland  Herald  Online,  op- 
j  erated  by  a  separate  company, 

MaineToday.Com.  “They  are  a  very  cutting-edge  operation,” 
Hazlett  says.  “A  lot  of  content,  and  not  just  from  us.” 

The  papers  and  Web  site  have  also  been  recognized  for  in¬ 
novations  by  the  Pew  Center  for  Civic  Journalism,  which  pro¬ 
vided  a  grant  in  1998  to  help  the  teen  community  expand  civic 
I  journalism  in  cyberspace.  The  result  was  a  popular  and 
j  ground-breaking  Web  site. 

I  Such  innovations  help  the  Portland  papers  meet  fierce 
competition  from  other  media,  particularly  from  southern 
Maine’s  many  weekly  and  community  papers,  which  Hazlett 
acknowledges  “have  the  strength  to  be  able  to  focus  very 
closely  and  provide  service  a  lot  of  readers  like.” 

“The  real  tension  for  us  is  providing  solid  local  coverage 
at  the  same  time  covering  the  bigger  stories,”  he  says.  “The 
I  real  trick  is  to  make  sure  people  come  to  us  for  their  news 
j  on  their  towns  and  cities  while  at  the  same  time  still  getting 
!  the  kind  of  analysis  and  regional  stories  that  they  need  to 
!  live  their  lives.”  —  Joel  Davis 
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Reach  in  80%  of  households  nationwide.  The  only  media  company  with  newspaper  and  television 
combinations  in  the  New  York,  Los  Angeles  and  Chicago  markets.  Operations  in  18  of  the  top  30  U.S. 
markets.  1 1  daily  newspapers.  22  television  stations.  4  radio  stations.  One  of  the  largest  sources  of 
interactive  news  and  information  services  in  the  country.  From  Atlantic  to  Pacific,  border  to  border,  the 
expected  merger  of  Tribune  Company  with  The  Times  Mirror  Company  will  provide  advertisers 
and  consumers  access  to  a  robust  array  of  media  choices.  Starting  this  summer,  the  United  States  will 
be  just  a  phone  call  away.  Together,  we'll  build  a  multimedia  future. 

TRIBUNE 


The  newspaper  war  is  alive  and  well  ■  ■ 
in  several  cities,  including  Denver, 
where  The  Denver  Post  and  the  Rocky  Mountain  News 
are  slugging  it  out  for  readers  and  advertisers 

BY  TONY  CASE  PHOTOGRAPHY  BY  LARRY  LASZLO 


SAN  FRANCISCO,  DESPITE  SOME  RECENT  UNCERTAINTY,  LOOKS  TO 
remain  a  two-newspaper  town.  New  life  has  been  breathed  into  the 
Seattle  daily  battle,  with  both  papers  now  going  head  to  head  for  morn¬ 
ing  readers.  And  with  the  Tribune  Co.’s  takeover  of  Times  Mirror,  sud¬ 
denly  there  are  rumblings  that  the  newly  joined  companies,  both  of 
which  have  operated  newspapers  in  New  York  City  in  the  past,  may  be 
gearing  up  for  yet  another  round  in  that  rough-and-tumble  market. 

Who  says  the  daily  newspaper  war  is  a  thing  of  the  past?  The  num¬ 
ber  of  daily  newspapers,  and  the  number  of  cities  able  to  sustain  two 
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or  more  big  metros,  have  dwindled  dramatically  over  the  past  half-  management  has  been  shifted  about,  even  ownership  has 

century,  due  to  increasing  competition  from  other  media,  shifting  |  changed. 

economics  and  changing  reader  lifestyles.  Many  survived  by  going  !  But  through  all  the  ups  and  downs  on  both  sides,  the  Post  and 
into  business  together,  forming  joint  operating  agreements  {  RMiVremain  independent,  vibrant  and  fiercely  combative,  mysti- 
(JOAs)  that  let  them  share  business  and  production  operations  lying  many  who  have  watched  the  papers  slug  it  out.  "In  the  next 
while  remaining  competitive  on  the  news  side.  But  other  markets  five  years,  maybe  faster  if  the  economy  goes  down  the  toilet,  I  think 
—  including  New'  York  City,  Chicago,  Los  Angeles,  Boston,  Den-  one  of  the.se  dailies  will  go,  but  I  don’t  know  which  one,"  says  Pa¬ 
ver  and  Tampa-St.  Petersburg  —  have  bucked  the  trend.  tricia  Calhoun,  founder  and  editor  of  Denver’s  alternative  weekly. 

In  many  of  those  match-ups,  the  players  are  not  only  surviving,  |  Westward,  noting  that  editorially  both  papers  are  strong.  In  fact, 
they’re  thriving.  While  newspaper  sales  overall  continue  to  slide,  each  took  home  a  Pulitzer  Prize  this  year  for  coverage  of  the 
papers  in  some  of  the  most  competitive  markets  —  including  The  Columbine  High  School  shootings,  the  Post  for  reporting  and  the 
New  York  Times,  Los  Angeles  Times,  Washington  Post,  and  both  RMN  for  photography. 

the  Denver  Post  and  Rocky  Mountain  News  —  lately  have  man-  Both  papers  are  gaining  circulation,  although  the  RMNhas 

aged  to  boost  circulation.  Furtbermore,  the  Newspaper  Associa-  the  edge  at  the  moment.  Last  fall,  the  daily  tabloid  overtook 
lion  of  America  and  Scarborough  Research  recently  found  that  per  the  long-dominating  Post  in  weekday  sales.  The  RMN  gained 
capita  newspaper  readership  was  the  greatest  in  those  metropoli-  a  staggering  19.3  percent  in  circulation  for  the  six  months  end- 
tan  areas  home  to  more  than  one  daily,  including  Boston,  South  ed  Sept.  30,  compared  to  a  year  earlier,  selling  396,114  copies 
Florida,  New  York,  Tampa-St.  Petersburg  and  Denver.  through  the  week,  according  to  Audit  Bureau  of  Circulations 

Perhaps  no  modern-day  newspaper  war  has  kept  industry  ob-  figures.  Its  Sunday  sales  grew  16.5  percent  to  504,487.  Mean- 
servers  as  rapt  as  the  down-and-dirty  scrap  between  MediaNews  j  while,  the  Post’s  weekday  circ  jumped  10.5  percent  to  376,549. 
Group’s  Denver  Post  and  E.W.  Scripps’  Rocky  Mountain  News,  j  The  Post  remained  tops  in  Sunday  sales,  with  520,049,  a  7.3 
For  years,  rumors  have  flown  that  one  paper  was  buying  the  other,  |  percent  gain. 

or  that  the  two  were  planning  to  form  a  JOA.  It’s  long  been  expect-  j  The  fact  that  the  circulation  of  both  the  RMN  and  Post  have 
ed  that  one  player  or  the  other  would  be  forced  to  fold  its  tent.  Top  I  surged  in  the  last  decade,  even  as  overall  daily  circ  has  slumped. 


his  Denver  Post  will  be  the  last  paper 
standing  in  the  Mile  High  city. 
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makes  the  Denver  war  all  the 
more  fascinating,  and  even 
more  of  an  oddity.  Just  five 
years  ago,  the  RMN’s  circ  stood 
at  336,071  weekdays,  449,550 
Sunday,  while  the  Post  sold 
302,125  through  the  week, 

453,032  Sunday. 

On  the  advertising  front,  the 
RMN  is  also  beating  out  the 
Post.  The  RMNhad  4,845,086 
full-  and  part-run  ad  inches  last 
year,  up  13.5  percent  from  1998, 
while  the  Post  grew  8.3  percent 
to  4,760,378  inches,  according 
to  Competitive  Media  Reporting.  CMR  estimated  both  papers 
reaped  more  ad  dollars  year  over  year. 

The  circulation  and  advertising  numbers  haven’t  stopped  the 
Post  from  claiming  top-dog  status.  “Someday  the  end  of  the 
competition  will  come  and  the  Denver  Post  will  still  be  stand¬ 
ing,”  crows  a  confident  MediaNews  president/CEO  William 
Dean  Singleton  —  himself  partially  responsible  for  the  disap¬ 
pearance  of  the  two-paper  town,  having  shut  down  the  Dallas 
Times-Herald  and  Houston  Post. 

Even  Singleton  admits  the  Denver  war  is  “almost  laughable 
sometimes.  The  guys  across  the  street  will  announce  a  90,000 
circulation  gain.  It’s  e^lsy  to  do  if  you  give  it  away,”  he  says,  re¬ 
ferring  to  his  rival’s  eye-popping  penny-a-day  subscription  of¬ 
fer.  (In  fact,  both  papers  have  gone  after  each  other  with  I 
cut-rate  home-delivery'  and  newsstand  rates.) 

“The  competition  is  in  a  deep  hole  financially,  and  everybody 
who  analyzes  Scripps’  stock  knows  it,”  Singleton  saj's  of  the 
RMN.  “One  of  these  days,  it  won’t  be  bearable.  I  don’t  know  if 
it’ll  be  five,  or  10,  or  20  years.” 

Post  vp/marketing  Thomas  J.  Bothelho  speculates  that  rock- 
bottom  pricing  costs  his  competitor  and  its  parent  Scripps  “mil¬ 
lions  of  dollars  a  year.”  DU  Media  Research,  in  a  recent  report 
on  Scripps,  went  so  far  as  to  call  the  RMN’s  pricing  “a  kamikaze 
strategy”  serving  to  “depress  the  profit  results  for  the  company.” 
(Unlike  publicly  traded  Scripps,  Singleton’s  MediaNews  Group 
is  closely  held,  so  less  is  knowTi  about  its  financial  position.  Both 
the  Post  and  RMNhave  claimed  to  be  profitable.) 

RMNinsists  it’s  on  the  right  track.  “I  think  it  has  always  been 
wishful  thinking  on  the  part  of  our  competitor  that  our  parent 
company  would  grow  weary,  and  that’s  just  not  the  case,”  says 
RMN  vp/marketing  and  new  media  Linda  Sease.  “We’re  still 
fighting  it  tooth-and-nail,  and  that’s  what  makes  this  market  so 
dynamic  and  the  war  so  much  fim.” 

Even  the  combative  Singleton  concedes  that  at  the  end  of  the 
day,  the  Denver  rivalry,  as  long  as  it  lasts,  spells  a  big  pfiyoflF  for 
inhabitants  of  the  Mile  High  City.  “The  bottom  line  is,  readers 
here  do  quite  well,”  he  explains.  “We  have  two  Pulitzer-winning 
papers  in  town,  both  of  which  are  very  good.  Even  though  I 
wince  at  their  penny-pricing  and  everything  else  they  do,  I  have 
great  admiration  for  the  product  they  put  out.” 

Like  everybody  else,  Sease  hasn’t  a  clue  how  the  Denver  war 


will  play  out.  “If  history  is  any 
indication,  clearly  at  some  point 
in  time  this  market  will  likely  go 
the  way  of  other  markets,”  she 
says.  “In  whose  favor  that  is, 
who  knows?  Ten  years  ago, 
everybody  said  it  was  us.  Five 
years  ago,  it  was  them.  It’s  real¬ 
ly  been  a  see-saw  market.  But 
never  before  have  the  stakes 
been  as  high,  or  as  valuable.” 

Aside  from  the  few  cities  that 
still  play  home  to  multiple 
dailies  are  the  scattered  “twin 
city”  rivalries.  Even  though 
they’re  securely  entrenched  on  their  own  turf,  papers  like  the 
Dallas  Morning  News  and  Fort  Worth  Star-Telegram,  the  Min¬ 
neapolis  Star-Tribune  and  St.  Paul  Pioneer  Press,  and  The  Mia¬ 
mi  Herald  and  Fort  Lauderdale  Sun-Sentinel  fight  mightily  for 
suburban  readers  and  advertisers  nestled  between  the  giants. 
Figure  into  the  mix  the  smaller  dailies  and  community  weeklies 
in  those  metro  areas,  and  the  competition  really  heats  up. 

Count  among  that  group  the  Poynter  Institute  for  Media  Stud- 
ies-owmed  St.  Petersburg  Times  and  Media  General’s  Tampa  Tri¬ 
bune,  which  continue  to  go  at  each  other’s  throats  —  despite  being 
separated  by  a  rather  substantial  body  of  water,  Tampa  Bay. 

While  competitive,  the  Times  and  Tribune  have  distinctly 
different  circulation  strategies.  For  the  Times,  it’s  not  enough 
to  dominate  its  own  backyard,  but  the  Tribune’s  territory  and 
surrounding,  smaller  markets  as  well.  “It’s  not  just  two  places,” 
says  Times  editor  and  president  Paul  Tash.  “The  Tampa  Bay 
area  is  increasingly  a  collection  of  communities  with  their  own 
identities.  It’s  important  for  us  to  be  a  newspaper  for  all  the 
Tampa  Bay  area.”  The  Times  not  only  publishes  an  edition  de¬ 
voted  to  Pinellas  County,  home  to  St.  Petersburg,  but  a  range  of 
geographically  tailored  editions. 

By  contrast,  the  Tribune  has,  in  recent  years,  scaled  back  its 
distribution  in  outlying  areas,  choosing  to  focus  on  the  core 
Tampa-St.  Petersburg  area.  “You  can’t  make  a  profit  support¬ 
ing  circulation  in  an  area  where  you’re  not  going  to  get  advertis¬ 
ers  to  buy,”  says  Tribune  publisher  Reid  Ashe. 

The  Times  is  by  far  the  circulation  leader  (selling  314,427 
copies  through  the  week  and  400,581  on  Sunday,  versus 
211,055  and  300,738,  respectively,  for  the  Tribune).  Both  week¬ 
day  and  Sunday  circ  at  the  two  papers  declined  during  the  peri¬ 
od.  Meanwhile,  the  Tribune  peddles  much  more  ad  space: 
2,683,024  full-  and  part-run  inches  last  year,  a  slight,  2.4  per¬ 
cent  drop  from  the  previous  year,  according  to  CMR. 

In  Tampa-St.  Petersburg,  the  consensus  seems  to  be  that,  as 
in  Denver,  both  papers  are  well-positioned  to  stay  fat  and  hap¬ 
py,  at  least  for  the  moment.  The  Tribune’s  Ashe  sees  the  Tam¬ 
pa  Bay  newspaper  war  as  the  best  kind  of  rivalry  —  in  other 
words,  one  in  which  the  players  aren’t  bleeding  each  other  dry. 
“It’s  competitive  enough  that  it  makes  you  better,  but  not  so 
competitive  that  it  erodes  revenue,”  he  says.  “It’s  a  good, 
healthy  market.”  il 


The  Tampa  Tribune’s  Reid  Ashe  (left)  and  the  St.  Petersburg  Times' 
Paul  Tash  battle  for  readers  and  ads  in  the  Tampa  Bay  area. 
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At  the  Sunflower  Group,  we  deliver  targeted  promotions  that  always  land  right  where 
they  should  —  at  the  homes  of  your  target  audience.  If  you're  looking  for  the  kind 
of  aworeness  that  only  a  billboard  in  the  front  yard  can  deliver,  it's  time  to  learn  more 
about  preempting  morning  headlines  with  our  promotional  newspaper  bags. 

Call  us  today  and  if  you  qualify  we'll  send  you  a  free 
Think  Outside  the  Bag”  kit  to  help  you  get  storted. 

It's  time  to  Think  Outside  the  Bog. 
Call  800-288-5085  today. 


the 

Sunflovver 
Group’  M 


/k 
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New  York  Times  publisher  Arthur  Sulzberger  Jr. 
has  proven  that  tie’s  more  than  a  famous  name 


MONDAY,  APRIL  10,  2000  STARTED  AS  A  TRIUMPHANT  DAY  FOR 
Arthur  Sulzberger  Jr.,  the  publisher  of  The  New  York  Times. 

That  morning,  the  man  who  directs  America’s  most  respected 
newspaper,  scion  of  one  of  the  country’s  fabled  publishing  fami¬ 
lies,  watched  with  great  satisfaction  as  ABC’s  Good  Morning 
America  inaugurated  a  regular  segment,  co-produced  by  the 
Times  and  ABC  News,  on  health,  technology  and  other  topics.  Part 
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of  a  broader  alliance  between  the  paper  and  the  network  that 
includes  joint  coverage  of  this  year’s  political  campaigns,  the  part¬ 
nership  was  only  the  latest  in  a  slew  of  news,  marketing,  produc¬ 
tion  and  distribution  pacts  Sulzberger  had  sealed  recently  in  an 
aggressive  push  to  expand  the  Time^  name  and  influence— not 
only  in  the  core  New  York  market,  but  across  the  nation  and  even 
the  world.  The  ABC  deal  would  serve  to  expose  millions  of 
Amencans  to  the  Times  brand  every  day  through  shows  such  as 
GMA  and  20/20,  and  also  via  daily  Webcasts. 

In  an  ever-competitive  media  environment,  attracting  new 
audiences— using  whatever  means  exist— is  the  cornerstone  of 
Sulzberger’s  current,  10-year  strategic  plan  for  the  Times, 
unveiled  two  years  ago.  “It’s  no  longer  print  on  paper  that’s  criti¬ 
cal  to  our  success;  it’s  the  quality  of  the  audience  we  have,  and 
how  we  grow  that  audience,  regardless  of  how  we  reach  them, 
whether  it  be  the  Internet,  on  television,  on  paper,  with  books...," 
a  beaming,  energetic  Sulzberger  said  in  an  interview  in  his 
expansive  suite  of  offices  in  the  Times’  midtown  Manhattan 
headquarters,  repeating  what’s  become  a  familiar  refrain  among 
newspaper  publishers  looking  to  expand  beyond  the  domain  of 
ink  on  paper.  With  marriages  such  as  the  ABC  union,  the  vision¬ 
ary  Sulzberger  has  taken  the  concepts  of  “multimedia  synergy” 
and  “strategic  partnership”  to  unrivaled  heights  in  the  newspaper 
business,  linking  with  companies  such  as  Knight  Bidder, 
Random  House,  Scholastic  and  the  Denver  Post 

On  the  day  of  the  GMA  broadcast,  Sulzberger  had  another  rea¬ 
son  to  smile.  The  New  York  Times  Co.,  of  which  he  is  chairman, 
was  gearing  up  to  report  record  first-quarter  profits  of  $83  mil¬ 
lion,  a  staggering  35  percent  jump  from  the  previous  year.  Driving 
that  wealth  was  the  flagship  Times,  which  achieved  20  percent 
advertising  revenue  growth  during  the  quarter,  largely  due  to 
national  and  help-wanted  business  going  gangbusters.  (Tbe  good 
times  continued  into  the  second  quarter.  On  April  19,  the  Times 
published  its  largest-ever  weekday  edition,  with  174  pages  overall, 
113  of  them  ad  pages.)  It  would  have  been  hard  to  imagine  such 
prosperity  when  “young  Arthur”- as  he  is  still  sometimes  called, 
even  though  he’s  48  years  old  and  has  a  head  full  of  emerging  gray 
hairs— took  the  publisher’s  reins  from  his  father,  Arthur  Ochs 
“Punch”  Sulzberger  eight  years  ago,  when  the  newspap)er  business 
was  feeling  the  effects  of  a  crushing  recession,  and  when  belt¬ 
tightening,  rather  than  expansion,  was  the  norm. 

But  for  all  the  good  news  coming  his  way  that  sunny,  spring 
day,  the  publisher  was  about  to 

get  his  bubble  burst.  Tbe  Times,  6  A  V 

which  has  won  more  Pulitzer  xVl.  O  L 

Prizes  than  any  other  newspaper, 

would  that  same  afternoon,  for  the  first  time  in  15  years,  be 
denied  journalism’s  most  coveted  trophy.  It’s  become  an  annual 
ritual  for  the  Times  to  carry  home  at  least  one  Pulitzer,  and  often 
two  or  three  awards.  But  this  time  around,  Sulzberger  was  forced 
to  sit  by,  empty-handed,  while  rivals  like  the  Washington  Post, 
The  Wall  Street  Journal  and  the  Los  Angeles  Times  collected 
their  prizes.  Though  the  Times  got  shut  out,  the  Post  and  Journal 
garnered  multiple  Pulitzers  this  year.  An  affable  Sulzberger— in 
typical  fashion,  bouncing  around  bis  office  that  afternoon,  full  of 
spit  and  vinegar— shrugged  off  the  loss. 

“When  Joe  DiMaggio  swung  and  missed,  he  was  still  Joe 


‘Arthur’s  brilliant;  There’s  no  other  way  to 


DiMaggio,”  he  offered.  “It  was  an  unbelievable  run.” 

The  same  could  be  said  of  Sulzberger’s  relatively  short  but 
eventful  stewardship  of  the  paper  his  great-grandfather,  Adolph 
Ochs,  bought  more  than  a  century  ago.  This  magazine’s  decision 
to  choose  Arthur  Jr.  as  Publisher  of  the  Year,  upon  examining 
what  all  the  exec  has  accomplished,  seems  an  obvious  one.  But  it 
would  have  been  hard  to  imagine  his  being  the  publisher  of  the 
Times— let  alone  such  a  successful  one— just  a  few  years  ago, 
even  though  he  is  said  to  have  wanted  the  job  since  he  was  a  boy. 
In  fact,  Sulzberger  stands  in  stark  contrast  from  his  buttoned- 
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Diamond  offered  that  the  young  Sulzberger  “was  a  man  of  his 
generation.  He  wore  his  hair  long  as  an  undergraduate  at  Tufts 
and  owned  a  black  leather  jacket  and  a  motorcycle.”  He  also 
reportedly  put  his  schoolwork  on  the  backburner  more  often 
than  not,  experimented  some  with  drugs  and  participated  in 
anti-war  demonstrations,  for  which  he  was  arrested  more  than 
once— hardly  resume  material  for  a  would-be  press  baron. 

Eventually  he  would  cut  the  shaggy  hair,  settle  down  and 
many  Gail  Gregg,  whom  he  met  in  1973  while  visiting  his  moth¬ 
er  in  Kansas,  where  she  lived  with  her  third  husband.  Although 
from  a  broken  home  himself,  Sulzberger  is  said  to  have  been 
quite  the  modem,  hands-on  father,  helping  to  raise  two  college- 
age  children  with  his  wife,  an  artist  and  former  reporter  with 
United  Press  International. 

Although  he’s  a  serious  newspaperman  today,  the  still-some¬ 
what-bushy-headed  Sulzberger  hasn’t  completely  lost  touch  with 
his  rebellious  nature,  counting  among  weekend  pastimes  rock- 
climbing  and  motorcycling.  “He’s  got  a  real  sense  of  adventure,” 
said  Sulzberger’s  friend  and  “gym  buddy”  Bob  Iger, 
president/coo  of  the  Walt  Disney  Co.  (When  Iger,  who  works 
on  the  West  Coast,  is  in  New  York,  he  and  Sulzberger  share  a 
pre-davm  exercise  regimen  at  Manhattan’s  Reebok  athletic  com¬ 
plex.  The  two  met  there  some  five  years  ago,  when  Iger  headed 
up  Capital  Cities/ABC,  which  would  become  part  of  Disney.) 

Perhaps  that  sense  of  adventure  has  led  Sulzberger  to  so  bold¬ 
ly  take  the  once-staid  newspaper  of  record  into  the  new  millenni¬ 
um.  Under  Sulzberger,  the  paper  once  known  as  the  Gray  Lady 
successfully  converted  to  a  four-color,  six-section  format  and 
introduced  a  score  of  innovative  editorial  elements,  including 
modern-day  sections  such  as  the  Internet-focused  Circuits.  The 
Times  has  aggressively  grown  newsstand  and  home-delivery 
sales  nationwide  through  a  vast  satellite  printing  operation  and 
multiple  distribution  partnerships  with  local  publishers  from 
Phoenix  to  Tuscaloosa,  creating  a  tmly  national  newspaper.  The 
paper  also  has  rapidly  e.xpanded  its  already-con- 
The  Times’  brain  trust:  siderable  advertising  base,  with  burgeoning  cat- 

president/gm  Janet  egories  like  dot-com,  financial  and  entertain- 

Suftberger,' executive  helping  make  the  paper  fat.  Meanwhile, 

editor  Joe  Lelyveld  and  publisher  has  created  a  more  diverse  work 

editorial  page  editor  force  at  the  once  helplessly  homogeneous  Times, 
Howell  Raines.  instituting  a  number  of  programs  aimed  at  hir- 


say  it... He  took  a  great  newspaper  and  made  it  even  greater.’ 


down,  old-fashioned,  no-nonsense  father  and  his  forebears— 
generational  differences  plainly  reflected  in  the  Times  under 
Arthur  Jr. 

Susan  E.  Tifft  and  Alex  S.  Jones,  authors  of  the  definitive 
Sulzberger  family  biography.  The  Trust:  The  Private  and 
Powerful  Family  Behind  the  New  York  Times,  described  “Punch” 
Sulzberger  as  “a  quiet,  self-effacing  leader  with  an  abiding 
respect  for  the  paper’s  traditions  and  with  an  aversion  to  con¬ 
flict,”  while  “his  son  was  confrontational  and  brash,  a  young  man 
who  relished  his  self-image  as  a  child  of  the  sixties.”  In  his  book 
Behind  the  Times:  Inside  the  New  New  York  Times,  Edwin 


ing  and  retaining  minority  talent. 

On  the  circulation  front,  the  Times  is  enjoying  gains  both 
nationally  and  in  the  metro  New  York  area,  even  though  it  raised 
its  local  newsstand  price  to  75  cents  from  60  cents  last  fall,  and 
even  as  newspaper  sales  industry-wide  have  declined  in  recent 
years.  During  the  six  months  ended  March  31,  the  Times  built  on 
the  gains  of  past  years,  its  weekday  sales  rising  1.3  percent  to 
1,149,576  copies  and  Sunday  circ  growing  by  a  little  more  than 
3,000  copies  to  1,691,287. 

One  factor  helping  the  paper  to  push  more  copies:  a  massive, 
multi-market  ad  blitz,  utilizing  print,  outdoor,  broadcast,  direct 
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mail  and,  yes,  cross-media  partnerships.  Newspapers  are  hardly 
knowTi  for  opening  up  the  colfers  for  promotion,  even  as  they 
strong-arm  their  ad  clients  into  doing  so.  Indeed,  rare  is  the  news¬ 
paper  that  puts  as  much  emphasis  on  advertising  as  the  Times. 
Last  month,  the  paper  unveiled  the  latest  phase  of  its  $20  million 
“Expect  the  World”  campaign  (created  by  Bozell  New  York), 
rolling  out  TV  spots  featuring  the  poet  Maya  Angelou. 

And  while  practically  every  newspaper  now  touts  a  presence 
on  the  Web,  the  Times  has  made  perhaps  the  boldest  leap  into 
that  arena.  Last  February,  it  became  the  first  newspaper  company 
to  take  public  its  Internet  unit.  New  York  Times  Digital,  which 
encompasses  NYTimes.com,  Boston.com  (the  Web  site  of  the 
Times  Co.’s  Boston  Globe)  and  Abuzz.  “I  think  it’s  an  indication  of 
what’s  to  come  in  newspaperland,”  Peter  Appert,  media  analyst 
with  Deutsche  Banc  Alex.  Brown,  said  at  the  time  of  the  IPO.  “The 
others  will  be  watching  closely.” 

What  may  be  most  remarkable  about  the  Times’  dramatic 
expansion  is  that  through  all  the  changes,  the  paper’s  editorial 
integrity  has  remained  unmolested.  “Our  readers  are  looking  at  the 
paper  and  thinking  it’s  as  good  as  it’s  ever  been,  and  I  know  our 
journalists  are  feeling  that  way,”  Sulzberger  said.  “It’s  a  good  time.” 

Sulzberger,  while  encouraging  more  communication  between 
the  newsroom  and  other  departments  of  the  paper,  has  taken 
pains  to  ensure  editorial  autonomy  and  the  strength  of  the  report¬ 
ing  franchise.  For  that  reason,  the  Times  is  not  likely  to  see  a  fias¬ 
co  akin  to  what  the  Los  Angeles  Times  e.xperienced  recently,  after 
it  was  revealed  that  its  publisher  had  made  a  secret,  ethically 
murky  profit-sharing  pact  with  the  advertiser  of  an  editorial  sec¬ 
tion.  At  his  own  paper,  bringing  together  all  factions  has  been 
“critical  to  our  success,”  Sulzberger  insisted.  Unlike  his  colleagues 
on  the  West  Coast,  though,  Sulzberger  wants  to  put  a  door  in  the 
holy  wall  separating  the  news  folks  from  the  business  depart¬ 
ments— rather  than  tear  down  the  wall.  “You  cannot  impose  the 
values  of  one  side  on  the  other,”  he  stated  flatly. 

Most  would  agree  that  Sulzberger  has  been  able  to  so  success¬ 
fully  revamp  the  Times  at  all  levels  because,  through  deep,  hands- 
on  experience,  he  gained  an  intimate  understanding  of  how  every 
part  of  the  paper  functions—  including  the  often-conflicting  news 
and  advertising  factions.  In  1978,  after  working  as  a  reporter  for 
the  Raleigh  (N.C.)  Times  and  the  Associated  Press,  Sulzberger 
went  to  work  for  the  Times,  and  in  the  years  to  follow  held  various 
jobs  throughout  the  paper,  including  a  stint  as  a  classified  adver¬ 
tising  clerk.  “Upon  joining  The  New  York  Times,  he  set  about 
learning  about  every  aspect  of  the  paper  in  a  concrete  way,” 
recalled  Times  editorial  page  editor  Howell  Raines,  who  first  met 
Sulzberger  20  years  ago,  when  both  were  Washington  reporters. 

Industry  movers  and  shakers  who  have  watched  Sulzberger 
guide  the  mother  ship  of  American  journalism  for  nearly  a  decade 
concur  that  the  publisher  is  a  visionary  who  has  pulled  off  nothing 
short  of  a  revolution  in  those  hallowed  walls.  “Arthur  has  a  will¬ 
ingness  to  respect  tradition— and,  in  effect,  honor  the  past— with¬ 
out  letting  that  reverence  for  the  past  get  in  the  way  of  successfully 
moving  the  business  into  the  future,”  said  Disney’s  Iger.  “Offen 
habit  and  respect  can  be  crutches  as  they  relate  to  the  necessaiy 
process  of  adapting  to  a  new'  age.” 

“Arthur’s  brilliant;  there’s  no  other  way  to  say  it,”  offered 


MediaNews  Group  president/CEO  William  Dean 
Singleton,  who,  in  1993,  along  with  Sulzberger, 
joined  the  board  of  the  newspaper  industiys  largest 
trade  group,  the  Newspaper  Association  of 
America.  “Arthur  understands  the  future. 
Editorially,  the  Times  has  made  great  strides  under 
his  leadership.  He  took  a  great  newspaper  and 
made  it  even  greater.  His  strategy  to  go  national 
has  proved  brilliant.  It’s  just  an  outstanding  com- 
j  pany,  and  you  have  to  give  most  of  the  credit  to 
Arthur  because  he’^Ieading  it.” 

“Arthur  is  a  five-star  publisher,  and  he  always 
has  been,”  added  Washington  Post  publisher 
Donald  Graham.  Recalling  Sulzberger’s  stint  in  the 
Time^  Washington  bureau,  Graham  said,  “It’s  a 
challenging  assignment  for  a  young  reporter  to  take 
on.  He  had  to  prove  himself,  and  he  did.  He  won 
the  respect  of  those  who  don’t  easily  give  respect.” 
Sulzberger  “knocked  himself  out  learning  every  rel¬ 
evant  thing  about  The  New  York  Times,”  said 
Graham,  himself  the  heir  to  a  famed  publishing 
dynasty  who  worked  his  way  up  through  the  Post. 
In  fact,  Sulzberger  and  Graham  both  struggled  to 
I  overcome  perceptions  they  got  w'here  they  did  sim- 
I  ply  because  of  good,  old-fashioned  nepotism. 

I  Inside  the  Times,  some  actually  considered 
I  Sulzberger’s  pedigree  a  plus.  “I  don’t  think  the 


I  Noting  his  failed  attempt  to 

I  that  flopped,  Sulzberger  says,  ‘If 


name  has  worked  against  him,”  said  Raines.  “At  the  Times,  there’s 
such  a  strong  tradition  of  family  involvement,  and  professionals 
here  see  that  as  essential  to  maintaining  what  the  Times  is.  In 
Arthur’s  case  individually,  he  so  quickly  demonstrated  his  compe¬ 
tence  that  to  whatever  degree  [his  family  name]  might  have  been 
an  entry-level  issue,  that  disappeared  many  years  ago.” 


Many  in  the  advertising  community  are  also  putting  the 
Times  on  a  pedestal  these  days.  “I  certainly  have  seen  a  terrific 
revitalization  of  the  New  York  Times,”  said  Sean  Cunningham, 
executive  vp/media  director  at  Loew  Lintas  and  Partners.  ‘The 
ability  to  keep  what  the  Times  did  best— and  that,  to  me,  is  really 
world-class,  second-to-none,  serious  journalism  as  its  core— yet  to 
expand  what  it  offers  to  readers  and  to  provide  greater  platforms 
to  advertisers  has  been  admirable.” 

Cunningham  noted  that  under  Sulzberger,  the  Times  has 
made  a  real  effort  to  become  a  problem-solver  for  advertisers, 
rather  than  just  an  order-taker.  “A  decade  or  so  ago,  when  we 
would  challenge  our  [media]  partners  on  behalf  of  our  clients  for 
innovative  ways  of  helping  to  change  consumer  perceptions,  we 
wouldn’t  think  to  call  the  New  York  Times,”  Cunningham 
explained.  “I  would  say  they’ve  certainly  earned  the  right  to  be  one 
of  the  first  few  calls  now.” 

“After  years  of  being  ‘The  Times,’  I  think  the  Times  real- 
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'  to  the  values  while  changing  the  systems  below  it.  You’re  going  to 
upset  the  apple  cart  a  little  bit.  I  saw  it  as  an  inevitable  thing.” 

Also  inevitable  were  the  various  internal  conflicts  Sulzberger 
would  have  to  face.  In  their  recent  Sulzberger  family  bio,  Tifft 
and  Jones  painted  the  Times  as  “notorious  for  its  backbiting  and 
petty  rivalries.”  And  Sulzberger  has  had  to  contend  with  some 
major,  at  times  ugly,  personnel  matters  at  the  Times  and  its  par- 
I  ent  company:  A  recent  age-bias  suit  brought  by  nine  employees 
I  of  the  paper’s  circulation  department,  which  a  federal  judge 
I  threw  out  in  March.  The  departure  of  various  personalities  at 
'  odds  with  the  man  in  charge— Times  Co.  president/COO  Lance 
R.  Primis,  Times  columnist  and  former  executive  editor  A.M. 
“Abe”  Rosenthal,  senior  vp/ advertising  Dan  Cohen  (a  cousin  and 
close  friend  of  Arthur  Jr.’s),  Boston  Globe  publisher  Benjamin 
j  Taylor.  Intermittent  family  squabbling— including  protests 
i  about  Sulzberger’s  own  rise  to  the  top. 

I  And  people  issues  persist.  In  just  a  couple  of  years  from  now, 
I  Sulzberger  will  be  put  upon  to  select  a  new'  Times  executive  edi- 
I  tor,  when  Joe  Leljweld  reaches  the  paper’s  mandatory  retirement 
!  age.  (Choosing  an  editor  is  the  “most  important  part  of  a  publish¬ 
er’s  job,”  Graheun  said.)  Oft-mentioned  front-runners  for  the  top 
Times  newsroom  slot  are  editorial  page  editor  Raines  and  man¬ 
aging  editor  Bill  Keller.  All  the  publisher  will  say  about  the  even¬ 
tual  changing  of  the  guard  is,  “We’re  in  a  great  position  here.  We 
have  real  choices.  Obviously,  everything’s  focused  on  Howell  and 
Bill  and  rightly  so.  They’re  two  absolutely  superb  journalists.” 

Most  agree  that  Sulzberger  has  finessed  any  internal  hurdles. 


develop  an  edgier  style  section  and  a  Russian-language  edition 
everything  you  do  succeeds,  you’re  not  trying  hard  enough.’ 


ized  that  the  times  had  changed,  meaning  what  people  were 
needing  from  newspapers  had  changed,”  said  Roberta 
Garfinkle,  senior  vp/print  media  director  at  McCann- 
Erickson.  “They  worked  to  answer  advertiser  and  reader 
needs,  and  it  appears  to  be  paying  off.” 

Sulzberger  has  also  put  more  human  concerns  at  the  fore- 
changing  not  only  the  face  of  the  Times,  but  the  faces  inside  the 
paper.  Making  the  work  force  more  representative  of  the  popula¬ 
tion  has  always  been  one  of  his  top  goals.  “He’s  forceful  in  making 
sure  we  look  at  diversity  in  our  hiring  and  promotion  practices,  to 
create  the  kind  of  work  force  we  can  all  be  proud  of,”  said  Times 
president/general  manager  Janet  Robinson.  Adds  Times  associ¬ 
ate  managing  editor  William  E.  Schmidt:  “Arthur  has  been  at  the 
forefront  of  diversity.  This  is  a  very  important  issue  to  him.” 

Through  such  programs  as  a  recruiting  committee  headed  by 
deputy  managing  editor  Gerald  Boyd  and  workshop  and  scholar¬ 
ship  programs,  the  Times  last  year  was  able  to  boast  of  a  minority 
population  in  the  newsroom  of  15.6  percent,  up  from  13.7  per¬ 
cent  five  years  earlier  and  comfortably  ahead  of  the  industry’s 
11.5  percent  average,  according  to  the  American  Society  of 
Newspaper  Editors.  “Like  any  well-working  organism,  [the 
Times]  was  comfortable  with  what  it  did,”  Sulzberger  said.  “It 
had  great  values,  and  still  does  I  think,  and  those  values  are 
important.  What  we  have  to  learn  is,  we  can  continue  to  adhere 


Other  less-than-stellar  moments  at  the  Times  have  been  more 
i  conspicuous.  One  of  the  publisher’s  biggest,  most-public  gaffes 
right  out  of  the  gate  was  the  Sunday  section  Styles  of  the  Times. 
With  its  pieces  on  the  downtown  club  scene,  body-piercing  and 
:  the  latest  in  bondage  fashions,  Sulzberger’s  attempt  to  spice  up 
?  the  paper  was  universally  ridiculed  and  eventually  toned  down, 

I  then  scaled  back.  The  section,  the  publisher  now  admits,  “was 
I  not  in  keeping  vdth  the  tone  of  the  Times.  Our  loyal  readers 
objected  to  it,  new  readers  didn’t  flock  to  it,  ob\nously.  So  what 
I  was  the  lesson?  We’re  not  going  to  be  a  better  paper  by  changing 
I  what  we  are.  And  when  we  lose  our  tone,  even  we  know  it.” 

I  Another  early  project  that  fell  short  of  expectations  was  a 
Russian  edition.  News  in  Review,  the  Time^  first  attempt  at  a  for- 
i  eign-language  paper.  Launched  with  much  fanfare  in  the  spring 
!  of  1992,  during  Sulzberger’s  first  few  months  as  publisher,  the 
paper  was  quietly  killed  off  two  j  ears  later,  the  victim  of  high  pub- 
I  lishing  costs,  distribution  difficulties  and  weak  advertiser  support. 

Although  he’s  clawed  his  way  to  the  top  with  the  whole  world 
watching,  Sulzberger  understands  by  now  that  the  occasional 
disappointment— whether  a  flop  of  a  section  like  Styles  or  a 
I  missed  Pulitzer— is  simply  part  of  the  ride.  The  resilient  publish- 
I  er  seems  to  not  take  such  defeats  personally. 

[  “If  everything  you  do  succeeds,”  he  said,  with  characteristic 

!  aplomb,  “you’re  not  trying  hard  enough.”  Ill 
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GAZE  INTO  THE  DIGITAL  FUTURE  OF  NEWSPAPERS.  IT’S 
easy,  for  the  future  is  taking  shape  already,  as  more  and 
more  papers  have  advanced  beyond  conventional  Internet 
sites  to  start  distributing  their  content  on  Web-enabled 
phones,  pagers,  via  e-mail.  Palm  Pilots  and  kindred  devices 
such  as  the  Handspring  Visor,  as  well  as  in  audible  editions 
that  go  along  on  the  morning  commute  to  work.  The  wire¬ 
less  field  has  become  so  hot  in  recent  months,  with  the  intro- 
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Average  household  income:  $393,000 


duction  of  ever  more  services  and  gadgets,  including  Mi¬ 
crosoft’s  new  Pocket  PC,  that  the  Newspaper  Association  of 
America  is  pressing  its  members  to  address  the  challenges 
and  opportunities  that  come  with  the  proliferation  of  gizmos 
offering  instant  access  to  news  and  information. 

To  cite  one  striking  number.  Palm  Inc.,  which  shipped  three 
million  Palm  Pilots  in  1999,  recently  had  first-quarter  sales 
that  more  than  doubled  its  rate  in  the  same  period  last  year. 
Even  as  more  and  more  jjeople  follow  the  early  adopters  in  taking 
up  new  devices  such  as  the  Palm  Pilot,  futuristic  permutations  of 
the  newspaper  as  we  know  it  today  are  being  tested  and  devel¬ 
oped,  hastening  the  day  when  electronic  editions  on  portable 
readers  will  be  as  familiar  as  the  papers  now  delivered  to  front 


porches  and  newsstands. 

“It’s  all  moving  very  quickly,  and  we’re  paddling  quickly 
just  to  catch  up  with  what’s  happening,”  says  Melinda  Gipson, 
the  NAA’s  director  of  new  media  business  development. 

“If  we’re  going  to  coordinate  our  efforts,  we  have  to  be  in  a 
position  to  spoon-feed  the  carriers  that  want  wireless  ac¬ 
counts,  giving  them  local  scores  and  events,  calendar  materi¬ 
al,  updates  on  local  companies.  We’re  working  as  hard  as  we 
can  to  convince  publishers  that  they  need  to  think  about  this, 
given  the  ubiquity  of  the  devices  and  the  competition  in  the 
digital  space,  and  given  the  opportunities  that  present  them¬ 
selves  when  more  and  more  people  have  one  of  these  things 
in  their  pocket.” 

AvantGo  Inc.,  one  of  the  better-known  middlemen  distrib¬ 


uting  stock  quotes,  flight  schedules  and  all  kinds  of  Internet 
content  to  cellular  phones  and  so-called  personal  digital  as¬ 
sistants  such  as  the  Palm,  counts  among  its  early  newspaper 
partners  The  New  York  Times,  USA  Today,  The  Wall  Street 
Journal,  The  Financial  Times  and  The  Knoxville  (Tenn.) 
News-Sentinel,  which  also  supplies  the  GoVols.com  channel 
for  those  fanatical  supporters  of  the  Tennessee  Volunteers. 

Stories  from  The  New  York  Times  and  USA  Today  aho  are 
flying  through  the  air  to  all  SkyTel  word-messaging  sub¬ 
scribers  who  look  to  their  pagers  while  on  the  go. 

Meanwhile,  those  who  should  be  looking  only  at  the  road 
in  front  of  them  have  been  able  to  listen  to  certain  newspapers 
as  they  drive  or  shave.  The  Journal  and  then  The  New  York 
Times  were  the  first  papers,  more  than  a 
year  ago,  to  partner  with  Audible  Inc.  At 
rates  that  start  at  $6.95  a  month,  the  com¬ 
pany  makes  available  daily  audio  digests  of 
the  papers;  stories  through  its  Audible.com 
Web  site,  from  which  files  also  can  be  down¬ 
loaded  on  such  carry-along  players  as  the 
Diamond  Rio  500. 

San  Jose  Mercury  News,  valued  for  its  inside  coverage  of 
Silicon  Alley,  has  since  become  available  through  Audible, 
which  also  plans  its  first  foray  into  more  locally  focused  audio 
when  it  makes  available  a  Southern  California  edition  of  the 
Los  Angeles  Times  (along  with  an  edition  of  the  paper  focus¬ 
ing  on  the  entertainment  industry  and  a  third  on  national  and 
international  news)  by  the  end  of  this  year. 

“We  chose  these  first  four  papers  to  give  our  customers  a 
breadth  of  coverage,”  says  Brian  Fielding,  Audible’s  vice  pres¬ 
ident  for  business  and  legal  affairs,  saying  that  the  company 
anticipates  adding  one  or  two  others  to  serve  the  global  audi¬ 
ence  of  the  Internet.  “The  edition  for  the  Los  Angeles  local 
market  is  an  experiment,  quite  frankly,  like  everything  else  in 
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For  75  years  marketers  have  used  the  E&P  MARKET  GUIDE  as  a  planning  Outlets,  Retail  Outlets,  Location  of 
tool.  They  have  come  to  rely  on  the  demographic  and  economic  tables  with  Markets,  Newspapers  Serving  the  Market,  Retail 
actuals  and  remarkably  accurate  annual  projections.  Sales  Data,  and  much,  much  more! 


But  the  MARKET  GUIDE  has  also  been  a  highly  recommended  source  of 
relocation  data.  Its  unique  combination  of  quantitative  and  qualitative  data 
has  provided  an  accurate  description  of  community  life. 


It’s  the  only  source  of  valuable,  descriptive  information  for  MSA  and 
non-MSA  markets  in  the  U.S.  and  Canada  ...  plus  critical  market  data 
for  more  than  1,600  cities  and  all  3,141  U.S.  counties. 


Now,  in  our  76th  anniversar>-  printing,  the  MARKET  GUIDE  offers 
more  new  features  to  enhance  its  usefulness  in  both  areas! 

-  Relocation  info  now  includes  rankings  of  quality  of  life  data  including: 

•  Cost  of  Living  Index 

•  Crime  Index 

•  And  overall  BETTER  LIVING  INDEX! 


-  Demographic  data  now  includes: 

•  Graduation  Levels 

•  Housing  and  Rental  Rates 

-  Now  Population  Forecasts  are 

projected  out  5  YEARS  to  2005! 

-  All  the  market  data  for  Canada  is  in 

one  convenient  section! 

in  AS  ... 

. . .  these  regular  features:  Population  by  Age,  Ethnic 
Breakdowns,  Number  of  Households,  Income  per 
Household  and  per  Capita,  Principal  Industries,  Chain 
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The  print  copy  of  the  E&P  MARKET  GUIDE  is  just  $140.  It’s  also  available 
on  CD-ROM  together  with  the  data  from  U.S.  MARKET  FORECASTS 
which  covers  all  towns  and  cities  in  the  U.S.  with  2500  or  more  population. 
Pricing  for  the  CD-ROM,  which  includes  the  printed  Market  Guide,  is  just 
$495.  (CA.  DC,  FL,  IL,  MA,  MD,  NJ,  NY,  OH  and 
TX  residents  please  add  appropriate  sales  tax.  Canada 
residents  please  add  GST.) 
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Please  send  payment  to:  EDITOR  &  PUBLISHER 
DIRECTORIK,  Circulation  Dept.,  1515  Btoadway, 
New  York,  NY  10036.  Phone:  (888)  612-7095. 
E-Mail:  edpub@mediainfo.com.  Place  your  order  on 
our  Web  site:  www.niediainfo.com 
(click  on  the  store  icon)  Or  contact  us  at  the  number 
above  for  more  information. 
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this  [audio]  space.  He  said  that  Audible  Inc.,  based  in  Wayne, 
N.J.,  has  nearly  18,000  customers  who  have  paid  for  content 
in  the  past  three  months. 

But  the  tech-sawy  Mercury  News  and  powerhouses  such 
as  The  New  York  Times  aren’t  the  only  papers  equipped  and 
sought-after  to  go  audio.  More  will  follow. 

In  the  sleepier  environs  of  Schuykill  County,  Pa.,  the 
30,000-circulation  Pottsville  Republican  &  Evening  Herald 
records  audio  files  of  its  local  obituaries  and  high  school  base¬ 
ball  scores  and  offers  them  for  playback  through  the  paper’s 
Pottsville.com  Web  site.  This  audio  dimension  was  added  last 
year  by  the  jointly  owned  New  Horizons  Team,  whose  voice- 
to-Web  technology  also  is  being  used  by  dozens  of  other  small 
and  medium-sized  papers  intent  on  enrich¬ 
ing  their  online  presentations. 

KnightRidder.com,  a  separate  business 
unit  that  the  nation’s  second-largest  news¬ 
paper  chain  created  last  fall  to  operate  and 
develop  its  interactive  assets,  is  a  good  ex¬ 
ample  of  how  a  giant  of  print  is  preparing 
for  the  digital  future  of  the  industry  by  placing  bets  on  all 
emerging  media  platforms.  In  1998,  Real  Cities,  KnightRid- 
der.com’s  network  of  regional  hubs  covering  the  chain’s  own 
markets  and  others,  is  linked  to  the  network  by  partner  com¬ 
pany  Macromedia,  parent  company  of  The  Record,  entered 
into  a  joint  arrangement  with  AvantGo  to  put  regional  news, 
sports  and  movie  schedules  on  the  service.  “We’re  now  getting 
7  million  page  views  a  month  on  handheld  channels,”  says 
Lem  Lloyd,  KnightRidder.com’s  director  of  strategic  al¬ 
liances.  “The  big  winner  is  movie  show  times.” 

In  addition,  with  an  eye  toward  the  growing  availability  of 
broadband  access  to  the  Internet,  and  the  greater  audio  and 
video  capabilities  that  it  allows,  KnightRidder.com  recently 
sealed  a  deal  that  makes  its  Tallahassee.com  destination. 


whose  partners  include  the  Tallahassee  Democrat,  a  local 
content  provider  for  Sprint  FastConnect,  a  new  high-speed 
DSL  service  available  in  the  area. 

“From  the  manufacturers,  we’re  going  to  have  handheld 
devices,  cell  phones. ..the  car  may  get  involved  somehow,  and 
there  probably  will  be  some  sort  of  home  gateway,”  Lloyd 
adds.  “We  need  to  work  hard  to  get  our  relationships  in  place 
early,  so  that  whatever  winning  ticket  comes  up,  in  terms  of  a 
dominant  platform,  we’re  going  to  have  it.” 

One  winning  ticket  for  newspapers  may  be  a  relationship 
like  the  one  The  New  York  Times  has  with  Vindigo.  This  free 
downloadable  software,  introduced  recently  by  an  entrepre¬ 
neurial  company  of  the  same  name  based  in  New  York’s  Sili- 

‘The  edition  for  the  Los  Angeles 
local  market  is  an  experiment, 
quite  frankly...’ 

con  Alley,  can  be  updated  daily  through  so-called  hot 
synching.  It  enriches  the  Palm  with  a  wealth  of  survival-guide 
information,  local  restaurant  listings,  movie  times,  directions 
and  such.  Moreover,  Vindigo  can  adapt  its  content  to  a  user’s 
specific  location,  without  a  wireless  connection,  so  that  he  or 
she  barely  has  to  break  stride  while  calling  up  an  address  or  a 
club  description. 

The  first  version  of  Vindigo  is  for  New  York  City  only  and 
draws  content  from  NYToday.com,  the  city-site  service  of 
New  York  Times  Digital.  Vindigo  versions  for  the  San  Fran¬ 
cisco  Bay  area,  Boston,  Washington  and  Chicago  will  be  avail¬ 
able  over  the  next  two  months. 

One  device  that  also  may  be  a  part  of  newspapers’  future 
is  what  has  been  genetically  described  as  the  flat-panel 
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MORE  THAN  500,000  NEWSPAPER  FACTS 


•  Find  The  Information  You  Want  Instanfty 

With  a  CD-ROM  drive  linked  to  your  PC,  you’ll  have  access 
to  Year  Book  information  instantly.  A  fully  indexed,  searchable 
database  allows  you  to  pull  out  Year  Book  data  with  the  criteria 
you  select. 

•  It’s  Easy,  It’s  Fast 

The  simple,  menu-activated  search-and-display  capabitity  ot 
our  CD-ROM  makes  finding  data  and  compiling  fists  easier 
than  ever. 

•  Search  By  Any  Field 

Your  options  are  limitless!  Sort  newspapers  by  equipment 
use.  Sort  and  rank  by  publication  days  and  circulation. 
Search  for  special  topic  editions  ... 

•  Exportable  Data 

All  the  information  can  be  exported  to  your  PC  in  a  wide 
range  of  formats,  including  Word  Perfect,  Lotus,  DBF, 

ASCII,  etc. 

•  Listing  Capabilities  for  Mailings 

Customize  mailing  lists  for  each  of  your  communications 
projects.  Export  data  to  your  own  label  utility! 


•CD-ROM  Salons 

CD-ROM  includes  all  data  for  U.S.  Dailies,  ^ 

U.S.  Weeklies,  Canadian  Newspapers,  For-  ^ 

eign  Newspapers  and  Mechanical  Equipment 
sections  contained  in  the  2000  print 
version ...  names  of  contacts  and  their  areas  ^  ’’■1^  J 
of  responsibility,  plus  other  critical  information  Oi 

aSdfltTieiwpapefs,  newspaper  suppliers  and 
service  compamw. ' 
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SYSTEM  REQUIREMENTS:  WifidQWre  95,  98  and  NT  -  32  MB  of 
FIAM  minimum,  SVGA  Monitor  or  hlt^r,  fO  MB  available  hard 
drive  space.  Macintosh  -  MACINTOSH  FlUS  or  higher,  OS  V6.0.7 
or  later,  2.5  MB  RAM  minimum,  2  MB  avaifable  hard  drive  space. 
DOS  -  VGA  monitor  or  higher,  DOS  3.3  or  higi^,  Microsoft 
CD-ROM  extensions,  640K  RAM,  3MB  available  haff^  drive  space. 

CD-ROM  with  listing  capabilities :  1$^ 

For  more  information  or  to  order  call  ' .  . 
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reader.  It  looks  vaguely  like  the  evergreen  Etch-a-Sketch 
plaything  and  recently  won  a  great  vote  of  viability  because 
users  were  able  to  utilize  it  to  download  Stephen  King’s 
enormously  popular  e-book,  Riding  the  Bullet.  One  such 
brand,  the  Rocket  eBook,  made  by  NuvoMedia  Inc.,  enables 
a  user  to  read  and  annotate  a  newspaper,  though  only  two 
publications.  The  New  York  Times  and  The  Wall  Street 
Journal,  can  be  put  on  the  device,  at  rates  of  $20  for  six 
months  for  each  of  their  daily  editions.  A  sister  brand.  Soft- 
book  Press  Inc.’s  Softbook  Reader,  accommodates  The 
Times  and  The  Journal,  as  well  as  The  Christian  Science 
Monitor  and  The  Washington  Post. 

On  the  distribution  front,  more  than  2,000  Softbook 
Readers  recently  went  into  use  at  The  Arizona  Republic, 


which  downloads  circulation-route  information  on  them 
each  night  for  the  paper’s  drivers.  “I  don’t  think  it’s  such  a 
stretch  from  that  point  to  imagine  downloading  an  entire 
newspaper  onto  them,”  the  NAA’s  Gipson  says.  “But  they’re 
still  pretty  heavy  and  they’re  going  to  have  to  fix  that.” 

Roger  Fidler  is  among  those  tiy  ing  to  do  just  that.  The  vi¬ 
sionary  former  director  of  new  media  with  Knight  Ridder  de¬ 
scribes  something  called  the  “cholesteric  liquid  crystal 
display  technology,”  developed  by  the  Liquid  Crystal  Insti¬ 
tute  at  Kent  State  University,  w’here  he  is  coordinator  of  the 
Information  Design  Laboratory.  It’s  a  paper-like  electronic 
display  technology  that  may  go  into  the  next  generation  of 


portable  devices  such  as  the  “tablet,”  as  he  prefers  to  call  the 
flat-panel  readers  of  today,  giving  them  a  larger  screen  and 
lighter  weight  than  today’s  Softbook  and  also  higher-resolu¬ 
tion  display. 

Fidler’s  own  research  focuses  on  formats  for  electronic 
editions  of  newspapers,  magazines  and  textbook.  As  he  ex¬ 
plains:  “My  concept  for  electronic  publishing  is  based  on  a 
blend  of  traditional,  page-based,  portrait-oriented  print  for¬ 
mats  with  Web-based  technologies  and  interactivity.  We  are 
anticipating  the  adoption  of  more  advanced,  yet  simpler 
portable  display  devices  about  the  size  of  a  standard  maga¬ 
zine  and  weighing  less  than  two  pounds,  that  can  be  used  for 
j  accessing  and  reading  all  types  of  electronic  documents— 
i  books,  newspapers,  magazines,  catalogs,  business  and  per¬ 
sonal  documents.” 

Fidler  points  to  a  heady  initiative  at 
Kent  State,  the  Adobe-Crain’s  Research  Pro¬ 
ject,  named  after  its  two  benefactors,  Adobe 
Systems  and  Crain's  Cleveland  Business.  A 
page-based  model,  with  advertisements  jux¬ 
taposed  as  they  are  now,  this  working  proto- 
!  type,  when  first  viewed  for  study  purposes  on  a  PC  screen, 
looks  like  a  tabloid  newspaper.  However,  this  particular 
medium,  in  Fidler’s  w'ords,  “anticipates  touch  so  one  touches 
it  to  turn  pages  and  sees  what  other  material  lies  behind  the 
headlines  and  summaries.” 

“The  tablet  is  no  longer  a  fantasy,”  Fidler  says.  “The  de¬ 
bate  now  is  whether,  20  years  from  now,  newspapers  will  be 
on  paper.” 

In  this  debate,  Fidler  argues  that  economics  in  the  years 
ahead  will  drive  newspapers  to  go  all-electronic,  shedding 
w  hat  he  calls  “the  last  vestiges  of  industrial-age  publishing, 
printing  presses  and  delivery  trucks.”  In  his  view  of  the  fu- 
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OVER  3,000  PROFESSIONALS  HAVE  ALREADY  TAKEN  ADVANTAGE  OF  THIS  POWERFUL  TRAINING  PROGRAM,  CONSISTENTLY  CALLING  IT  AN  "EXCELLENT  USE  OF  (THEIR)  Tl  ME!  CONOSE  AND  CLEAR!"  COMPANIES  REPRESENTED  AT  THESE 
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INTERNET  ADS 
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Learn  what  counts  and  how  to  count  it!  This  course  will  cover  the 
issues  and  technology  of  measurement,  research  and  targeting, 
and  how  to  use  data  in  the  buying,  selling  and  evaluation  process. 
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Get  the  in-depth  knowledge  you  need  to  buy  or  sell  Web  ads. 
Full  day  curriculum  provides  training  and  information  for  both 
novice  and  experienced  Buyers  and  Sellers. 


Learn  a  practical,  how-to  approach  to  building  reliable,  realistic 
and  defensible  revenue  moaels,  forecasts  and  management  plans 
for  Internet  businesses  based  on  advertising,  sponsorship  or  similar 
revenue  sources. 
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Not  just  readers,  leaders. 


ftmediakit.com  —  Information  when  you  need  it. 


ftmediakit.com 


•  interactive  media  pianning 

•  Updated  details  on  FT  products  and  services 

•  Circulation,  demographics  and  research 

For  additional  information,  contact  Charles  Boyar  at 
(800)  446  3905  or  e-mail  charles.boyar@ft.com 


You  and  your  flowcharts 
never  looked  smarter. 
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ture,  lightweight  devices  with,  say,  8.5-by-ll-inch  screens, 
will  be  loaded  with  the  day’s  newspaper  by  inserting  a  thin 
unit  shaped  like  a  credit  card  that  previously  captured  the 
content  from  a  satellite  or  perhaps  a  cable  modem. 

“There  will  be  wireless  connections,  but  I  don’t  think,  20 
years  from  now,  all  will  be  wireless,”  Fidler  says.  “There  will 
be  kiosks  in  hotels,  train  stations,  wherever  you  might  buy 
books,  at  which  you  will  load  what  is  not  a  ^ 

PC,  but  a  consumer  electronic  device.”  0WSL 

Whether  out  of  state  or  in  Tokyo,  read-  ^ 

ers  of  The  New  York  Times  or  the  Pottsville  acomj 
Republican  &  Evening  Herald,  could  avoid  i  • 

ever  missing  an  edition.  Illdlia 

No  view  of  newspapers’  digital  horizon 
would  be  complete  without  a  glimpse  of  the  advertising 
prospects  that  go  with  all  these  new  platforms.  In  brief,  one 
has  to  imagine  the  growing,  almost  frightening  ability  to  tar¬ 
get  ads  at  moments  of  immediate  impact. 

Checking  a  movie  timetable  on  your  wireless  device?  Press 
1  while  you’re  at  it  if  you  want  10  percent  off  your  tab  at  a  near¬ 
by  restaurant;  press  2  if  you  want  to  reserve  a  table  right  now. 


-inch  screens.  Checking  a  closing  stock  quote  or  two  while  heading  home 

iserting  a  thin  from  the  office?  Press  1  to  get  a  dollar  off  a  bucket  of  chicken 
y  captured  the  on  the  way;  press  2  to  place  the  order  so  it  will  be  ready  when 
dem.  you  arrive. 

don’t  think,  20  “Newspapers  thought  the  Web  was  a  competitive  threat, 

,ys.  “There  will  but  wireless  media,  on  an  order  of  magnitude,  is  more  of  a 

y^ou  might  buy  threat  because  advertising  on  it  is  aimed  at  a  local  market,” 

‘Newspapers  thought  the  Weh  was 
a  competitive  threat,  hut  wireless 
media  is  more  of  a  threat.’ 

le  advertising  says  Mark  A.  Plakias,  a  vice  president  of  The  Kelsey  Group,  a 
s.  In  brief,  one  strategic-research  firm  that  specializes  in  local  advertising 
5  ability  to  tar-  and  wireless  technology.  The  total  ad  market,  both  national 
and  local  now  being  generated  by  wireless  media  is  believed 
s  device?  Press  to  be  around  $100  million  annually.  However,  Kelsey  esti- 

ir  tab  at  a  near-  mates  that  by  2005  wireless  media  will  generate  $6.8  billion 

ible  right  now.  in  local  advertising  and  transaction-related  revenue.  11 
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September  21  &  22 

Hyatt  Regency  Resort  &  Conference  Center 
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Even  after  the  death  of  Charles  Schulz, 
“Peanuts”  remains  a  dominant  franchise 
that  may  stifle  the  next  generation. 


FOUR  YEARS  AGO,  WHEN  BILL  WATTERSON’S  DECISION  TO  END 
“Calvin  &  Hobbes”  created  a  rare  large  opening  in  newspaper  com¬ 
ic  pages  worldwide,  Scott  Adams  was  in  the  right  place  at  the  right 
time.  His  “Dilbert”  grabbed  many  of  the  nearly  2,400  “Calvin  & 
Hobbes”  slots  that  became  available. 

So,  since  “Peanuts”  creator  Charles  Schulz  retired  in  December 
—  and  then  died  in  February  —  the  industry  has  been  rife  with 
speculation  about  who,  if  anyone,  could  take  his  place. 

BY  DAVE  ASTOR  PHOTOGRAPHY  BY  CHRIS  CASABURI 
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STAYING  POWER  United  Media’s  Lisa  Klem  Wilson  was  surprised  by  the  number  of  papers  that 
signed  on  to  publish  “Peanuts”  reruns. 

‘I  think  (the  number  of  papers  running 
Peanuts)  will  trail  off  over  time.  How 
fast,  no  one  can  say.’  —  Jay  Kennedy 

Which  strip  is  replacing  “Peanuts”  in  comic  sections?  The 
answer,  surprisingly,  is  ...  “Peanuts.” 

According  to  United  Media,  2,460  of  the  2,600  newspaper 
clients  Schulz  had  in  1999  are  still  publishing  reruns  of  his 
work.  “That’s  more  than  we  expected,”  says  United  Media  vice 
president/sales  and  marketing  Lisa  Klem  Wilson,  who  now 
believes  newspapers  will  carry  the  United-distributed  reruns 
for  years. 

She  notes  that  the  immense  outpouring  of  reader  affection 
and  media  coverage  after  Schulz’s  death  caused  a  number  of 
papers  to  rethink  their  plans  to  drop  the  “Peanuts”  reruns.  In 
some  markets,  w'eeklies  or  monthlies  picked  up  the  comic  after 
dailies  dropped  it. 

The  staying  power  of  “Peanuts”  may  not  please  younger  car¬ 
toonists  trying  to  break  into  newspapers,  but  many  readers  like 
the  familiar  sight  of  Schulz's  comic.  “People  are  revisiting  the 
friends  they’ve  enjoyed,  just  like  they  watch  the  same  videos 


over  and  over,  and  reread  their 
favorite  books,”  says  Lucy  Shelton 
Caswell,  curator  of  the  Cartoon 
Research  Library  at  Ohio  State 
University. 

Wilson  acknowledges  that  the 
“Peanuts”  client  list  “might  go  dowm 
a  little  every  month,”  while  ob¬ 
servers  outside  of  United  said  the 
total  could  shrink  more  than  a  little 
at  some  point  after  what  would 
have  been  the  comic’s  50th  anniver¬ 
sary  in  October. 

“I  think  it  will  trail  off  over  time. 
How  fast,  no  one  can  say,”  says  King 
Features  Syndicate  editor  in  chief 
Jay  Kennedy. 

“I  can’t  fathom  that  the  reruns 
will  go  on  indefinitely,”  says 
Creators  Syndicate  President  Rick 
Newcombe.  “Anything  you  can  see 
in  newspapers  you  can  find  in 
books”  —  referring  to  the  many 
“Peanuts”  collections. 

But  for  now,  there  aren’t  a  whole 
lot  of  comic  section  slots  vacated  by 
“Peanuts.”  The  140  that  did  open  up 
are  being  filled  by  many  strips,  with 
none  wresting  the  lion’s  share  of 
space.  This  spread-the-wealth  sce¬ 
nario  will  continue  in  the  future, 
according  to  syndicate  executives, 
cartoonists,  and  industry  observers. 

“I  don’t  think  it  will  be  just  a 
handful  of  comics  that  replace 
‘Peanuts,’”  says  Copley  News  Service 
Editorial  Director  Glenda  Winders. 

“It  will  be  a  lot  of  comics.” 

Tribune  Media  Services  Creative  Director  Fred  Schecker 
notes  that  newspapers  often  change  three  or  four  comics  at 
the  same  time,  so  it  will  be  hard  to  pinpoint  which  strip  actu¬ 
ally  succeeds  Schulz’s.  “You  don’t  always  see  one-to-one 
swaps,”  he  says. 

But  many  believe  Patrick  McDonnell’s  “Mutts”  could  even¬ 
tually  get  a  few  more  “Peanuts”  spaces  than  other  strips.  They 
noted  that  the  King  comic  has  the  thoughtfulness  and  several 
other  attributes  reminiscent  of  “Peanuts.” 

“It’s  just  sort  of  the  Zen  quality  of  the  strip,”  Caswell  says. 
“Patrick  has  done  what  Schulz  did  in  terms  of  creating  strong 
characters  and  using  the  ‘slight  incident.’  The  art  and  pacing  of 
the  strip  also  remind  me  of ‘Peanuts.’” 

King  sales  director  George  Haeberlein  reported  that 
McDonnell’s  client  list,  after  growing  steadily  since  the  com¬ 
ic’s  1994  launch,  rose  “significantly”  faster  after  the  first  of 
this  year.  He  believes  “quite  a  bit”  of  that  growth  resulted 
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from  papers  putting  “Mutts”  in 
“Peanuts”  slots. 

How  does  McDonnell  —  whose  com¬ 
ic  now  runs  in  400-plus  papers  —  feel 
about  at  least  partially  filling  Schulz’s 
shoes?  “That’s  the  ultimate  compli¬ 
ment,”  he  says.  “He  was  my  hero  and 
definitely  my  inspiration.  One  thing  I 
most  admired  about  “Peanuts”  was  that 
it  had  a  moral  compass.  That’s  impor¬ 
tant  in  my  work  as  well.” 

Schulz  was  a  big  “Mutts”  fan,  con¬ 
tributing  a  glowing  foreword  to 
McDonnell’s  first  comic  collection  in 
1996.  The  “Peanuts”  creator  wrote;  “To 
me,  ‘Mutts’  is  exactly  what  a  comic  strip 
should  be.” 

But,  unlike  the  “Dilbert”  scenario  four 
years  ago,  observers  don’t  expect  “Mutts” 
to  greatly  outdistance  other  comics  in 
succeeding  “Peanuts.”  Among  the  many 
strips  expected  to  get  their  fair  share  of 
“Peanuts”  slots  are  “Baby  Blues,”  “Jump 
Start,”  and  “Zits”. 

Then  there  are  a  few  comics  that 
would  have  been  logical  “Peanuts”  suc¬ 
cessors,  but  are  so  widely  syndicated  that 
few  papers  need  to  add  them  at  this 
point.  One  example  is  Lynn  Johnston’s 
“For  Better  or  For  Worse,”  which  has 
more  than  2,000  clients. 

If  no  specific  strip  will  dominate  the 
slots  vacated  by  “Peanuts,”  will  a  certain 
type  of  strip  dominate?  Will  it  be 
comics  with  one  or  more  “Peanuts”  ele¬ 
ments,  such  as  kid  characters,  a  charis¬ 
matic  dog,  and  appealing  to  all  demo¬ 
graphics?  Or  will  openings  go  to  all 
kinds  of  comics  —  including  newer, 
edgier  offerings  that  appeal  to  the 
younger  readers  many  newspapers  are 
tiydng  so  hard  to  attract? 

“That  will  depend  on  the  individual 
paper,”  says  Lee  Salem,  executive  vice 
president  and  editor  of  Universal  Press 
Syndicate.  Washington  Post  Writers 
Group  comics  editor  Suzanne  Whelton 
noted  that  some  papers  will  want  some¬ 
thing  thematically  reminiscent  of 
“Peanuts,”  while  others  will  feel  it’s 
“time  to  move  on”  to  a  more  contempo¬ 
rary  strip.  Salem  observed  that 
“Dilbert”  replaced  “Calvin  &  Hobbes”  in 
many  papers  even  though  the  two 
comics  are  very  different. 


The  Miami/Ft.  Lauderdale  DMA 
leads  the  nation  in  retail  spending 
per  household. 

And  there’s  no  better  way  to  reach 
this  big-spending  market  than  by 
advertising  in  The  Miami  Herali 
El  Nuevo  Herald  (the  nation’s 


fastest  growing  Spanish-language 
daily)  and  The  Herald  in  Broward 
County. 

Together,  these  three  newspapers 
have  the  highest  reach  in  South 
Florida. 
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For  more  information  call  Ric  Banciella,  National  Marketing  Manager, 
at  (305)  376-2694  or  (800)  HERALDS,  ext.  2694.  e-mail:  rbanciella@herald.com 
Or,  visit  our  websites  at  www.herald.com  or  www.elherald.com 
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SPECIAL  REPORT 


MUTTS  ©  2000  PATRICK  MCDONNELL  DISTRIBUTED  BY  KING  FEATURES. 


‘Patrick  has  done  what  Schulz  did  in  terms  of . . .  characters 
and  using  the  slight  incident.’  —Lucy  Shelton  Caswell 

“Jump  Start”  creator  Robb  Armstrong  of  United  expresses  haven’t  pitched  them  as  replacements  for  “Peanuts”  —  even 

the  hope  that  comics  filling  “Peanuts”  slots  won’t  have  the  though,  as  Schecker  says,  Schulz’s  strip  might  be  “vulnerable” 

“mean-spirited,  cynical,  low-minded”  humor  he  sees  in  some  because  it’s  in  reruns. 

newer  strips  and  some  television  shows.  Why  aren’t  syndicates  being  more  aggressive?  “Out  of 

“Sparky  Schulz’s  work  was  dignified,”  he  says.  “It  lent  an  air  respect  for  Charles  Schulz,”  says  Winders.  She  and  other  syndi- 
of  sophistication  to  the  comics,  and  benefited  all  of  us.”  cate  executives  emphasized  that  they  are  selling  their  comics  as 

j  Armstrong  added  that  the  best  newspaper  comics  are  not  hard  as  ever,  just  not  specifically  targeting  the  “Peanuts”  slots, 

only  humorous,  but  inspire  readers  by  showing  characters  deal-  “Peanuts”  was  respected  for  reasons,  including  its  “sense  of 

ing  with  problems  and  “bouncing  back.”  morality,”  Kennedy  says.  Also:  “The  philosophical  commen- 

Whatever  the  sensibility  of  their  comics,  most  syndicates  tary.  Using  kids  to  deliver  profound  thoughts  was  pretty  nov- 

The  Next  Generation 


Some  of  the  comics  that  newspapers  are  buying  or  considering  to  replace  “Peanuts”  in  their  pages 


1 ' 

Agnes 

Tony  Cochran 

Creators  Syndicate 

Precocious  girl  lives  with  grandmother  in  a  trailer 

Baby  Blues 

Rick  Kirkman  &  Jerry  Scott 

King  Features  Syndicate 

Harried  couple  raises  two  high-maintenance  kids 

Baldo 

Hector  Cantu  &  Carlos  Castellanos 

Universal  Press  Syndicate 

One  of  the  few  Latino-oriented  strips  ! 

Cats  with  Hands 

Joe  Martin 

Los  Angeles  Times  Syndicate 

They  have  feet,  too 

FoxTrot 

Bill  Amend 

Universal  Press  Syndicate 

Life  with  a  frenetic  Fox  family 

Get  Fuzzy 

Darby  Conley 

United  Feature  Syndicate 

Abrasive  cat,  sweet  dog 

Grand  Avenue 

Steve  Breen 

United  Feature  Syndicate 

Grandmother  raises  twin  grandchildren 

Jump  Start 

Robb  Armstrong 

United  Feature  Syndicate 

Middle-class  black  family 

Liberty  Meadows 

Frank  Cho 

Creators  Syndicate 

Humans  and  animals  interact 

Lola 

Steve  Dickenson  &  Todd  Clark 

Tribune  Media  Services 

A  feisty  grandmother 

'  Luann 

Greg  Evans 

United  Feature  Syndicate 

Teen  girl  deals  with  life 

Monkeyhouse 

Pat  Byrnes 

Los  Angeles  Times  Syndicate 

Widowed  dad  and  his  daughter 

Mutts 

Patrick  McDonnell 

King  Features  Syndicate 

Mooch  the  cat  and  Earl  the  dog  view  the  world  i 

Nest  Heads 

Steve  Dickenson 

Copley  News  Service 

A  couple’s  life  after  their  children  leave  home 

One  Big  Happy 

Rick  Detorie 

Creators  Syndicate 

A  girl  and  her  grandfather  are  among  the  characters 

Pickles 

Brian  Crane 

Washington  Post  Writers  Group 

Senior  citizen  couple 

Pooch  Cafe 

Paul  Gilligan 

Copley  News  Service 

Clever  canine 

Red  and  Rover 

Brian  Bassett 

Washington  Post  Writers  Group 

A  boy  and  his  dog 

Rose  is  Rose 

Pat  Brady 

United  Feature  Syndicate 

Visually  inventive  look  at  a  family  of  three 

Six  Chix 

By  six  cartoonists 

King  Features  Syndicate 

Life  from  the  eyes  of  a  rotating  group  of  women 

Spooner 

Ted  Dawson 

Los  Angeles  Times  Syndicate 

Young,  recently  married  couple 

SuperZeroes 

Mike  Luckovich 

Tribune  Media  Services 

Bumbling  superheroes 

Zits 

n 

Jim  Borgman  &  Jerry  Scott 

King  Features  Syndicate 

Not-always-lovable  teen  deals  with  adolescence 
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Advertisers!  Use  e-letler  to  reach  onfine  news  executives.  Contact  elong@editorandpubiisher.com 


el  at  the  time  ‘Peanuts’  started.  And  it  was  beautifully  drawm.” 

Comic  historian/critic  R.C.  Harv'ey  adds,  “The  sense  of 
humor  on  display  in  Schulz’s  strip  was  different,  more  subtle, 
than  could  be  found  anj-where  on  the  comic  pages  when  it 
first  appeared”  in  1950. 

Caswell  notes,  “Schulz  created  a  strong  set  of  characters 
that  readers  liked  and  identi¬ 
fied  with,  and  he  dealt  with 
the  concerns  all  people  have 
—  love,  rejection,  failure.” 

One  indication  of  just  how 
popular  “Peanuts”  was  came 
when  Nexcsweek  published  a 
cover  stor>'  about  Schulz’ 
retirement  in  late  1999.  The 
issue  was  the  second-highest- 
selling  at  the  newsstand  for  the  magazine  last  year  (321,000), 
trailing  only  the  issue  featuring  a  tribute  to  John  F.  Kennedy 
Jr.,  after  his  accidental  death. 

Schulz’s  fans  also  include  his  fellow  cartoonists,  many  of 
whom  were  influenced  by  “Peanuts”  and  received  advice  and 
encouragement  from  its  creator.  “His  impact  on  their  art  will 
live  on,”  savs  Whelton. 


“Peanuts”  was  the  most  popular  comic  in  a  popular  art 
form.  A  Metropolitan  Sunday  Newspapers  study  found  that 
113  million  Americans  (86  million  adults  and  27  million  kids) 
read  the  funnies. 

And  newspaper  surveys  frequently  show  that  comics  are 
the  second  or  third  most  perused  section  behind  the  front 
page  —  despite  the  fact  that 
many  papers  have  significant¬ 
ly  shrunk  the  size  of  strips. 

Different  people  love 
comics  for  different  reasons. 
“They’re  reassuring,  some¬ 
thing  steady  in  their  lives,” 
says  Kennedy.  “They’re  enjoy¬ 
able.  They  challenge  people  to 
think.  For  kids,  they’re  a  vehi¬ 
cle  for  learning  to  read.” 

As  long  as  there’s  bad  news,  of  course,  many  readers  will 
flock  to  the  comics  as  an  escape. 

There  will  be  especially  good  news  May  27,  w'hen  cartoon¬ 
ists  pay  tribute  to  “Peanuts”  in  their  strips  and  panels.  So,  for 
one  last  time,  there  will  be  original  “Peanuts”  material  in 
new'spaper  comic  sections.  il 


‘Sparlg^  Schulz’s  work 
was  dignified.  It  lent  an 
air  of  sophistication  to 
the  comics.’  —  Robb  Armstrong 
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Business  is  booming  in  the  Mile  High  City  and  the  News  is  booming,  too. 


Our  March  2000  circulation  growth  is  the  highest  in  our  140-year  history  with  Sunday  at  552,085 
and  Daily  at  446,465  .  The  News  is  the  largest  daily  paper  in  the  entire  state  and  with  over  87%  of 
our  daily  and  Sunday  circulation  in  Colorado’s  economic  engine  —  the  6-county  Denver/Boulder 
metro  area  -  we  reach  your  customers  where  they  live,  work  and  shop'*’.  Which  means  when  you 
do  business  in  the  Mile  High  City,  we  can  make  your  business  boom. 

Call  us,  or  better  yet,  come  visit  us. 

It’s  a  pretty  place.  And  business  is  beautiful. 

'  Mark  Wurzer,  VP  of  Advertising,  303-892-5234 


Source:  Denver  Rocky  Mountain  News  analysis  of  ABC  Publisher's  Statements,  6  months  ended  March  3 1 . 2000.  as  filed  with  A6C  and  subiect  to  audit. 
■^DRMN  analysis  of  ABC  Audit  Reports,  12  months  ended  September  1999, 
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Blethen  says  there’s  still  plenty  of  life  in  the  deadline  crowd 


BY  THOMAS  WINSHIP 


OPTIMISM  ABOUT  THE  NEWSPAPER’S  FUTURE,  AN  APPEAL 
for  more  crusading  journalism,  and  a  call  for  more 
editorial-page  leadership  on  race  relations  were 
dominant  notes  of  this  year’s  meeting  of  the  Ameri¬ 
can  Society  of  Newspaper  Editors  in  Washington. 
For  editors,  however,  a  particularly  joyous  personal  note  was 
sounded  by  New  York  Times  Publisher  Arthur  O.  Sulzberger 
Jr.,who  told  the  packed  room  full  of  editors  and  publishers  that 
“the  best  newspaper  defense  against  the  threats  of  the  new  tech¬ 
nology  w^ls  for  newspapers  to  remain  today,  large  and  small. 

‘smarter’  than  the  other  new  delivery  sys-  “But  it  is  also  the  worst  of  times,”  he 

terns,  and  this  means  pumping  more  continued,  “because  even  though  the 

money  into  the  newsrooms.”  This  brought  j  overall  quality  of  newspapers  is  better, 
out  the  notepads. 

Throughout  numerous  presentations 
during  the  ASNE  gathering,  no  one  ex¬ 
pressed  these  points  more  forcefully  than 
Frank  A.  Blethen,  publisher  of  The  Seat¬ 
tle  Times.  At  an  ASNE  board  meeting 
hosted  by  the  group’s  president,  Chris 
Anderson,  editor  of  The  Orange  County 
(Calif.)  Register,  Blethen  declared,  “In 
spite  of  all  the  naysayers  who  keep  say¬ 
ing  we’re  on  our  deathbed,  newspapers 

are  ‘cash  machines,’  and  they  will  remain  j  way  too  many  of  our  communities  are 
so  for  a  long  time.  With  proper  steward-  now  served  by  bland,  boring,  and 
ship,  newspapers  will  be  great  businesses  mediocre  newspapers.  There  is  far  too  lit- 
well  into  the  future.”  tie  crusading  and  far  too  little  risk-taking. 

Blethen  dropped  one  plea  after  another  j  Too  often,  the  imperative  is  to  not  tick  off 
for  more  two-fisted  journalism.  He  told  |  the  publisher,  powerful  folks  in  the  com- 
the  editors:  ‘You’re  in  a  position,  collec-  munity,  or,  God  forbid,  the  home  office, 
tively,  and  individually  at  your  own  news-  “My  message  to  you  tonight  is  that  this 

papers,  to  set  the  tone,  to  establish  the  is  the  right  time  to  renew  our  commit- 
standard,  and  to  be  the  role  models  that  ment  to  aggressive,  high-quality  newspa- 
lift  us  out  of  the  journalistic  mediocrity  per  journalism,  which  both  takes  risks 

and  timidity  we  seem  to  be  too  frequently  |  and  connects  us  with  our  communities, 
mired  in  today.  None  of  us  can  allow  And  you  are  the  right  people  to  lead  the 

‘change’  to  be  an  excuse  for  nice-looking  renewal.” 

but  bland  newspapers  and  for  cautious  Drawing  on  his  years  in  the  business, 

journalism.  It’s  the  best  of  times  when  you  I  Blethen  said,  “What  I  learned  was  that 
consider  the  overall  quality  of  newspapers  !  the  relationship  between  a  publisher  and 


“With  proper 
stewardship, 
newspapers  will 
be  great  businesses 
well  into  the  future.” 


editor  is  the  most  important  element  in 
how  well  we  fulfill  our  public  trust.  Ill 
share  a  dirty  little  secret  of  publishers  and 
CEOs  with  you  —  we  all  want  your  re¬ 
spect  and  admiration. 

“Use  that  to  your  advantage.  Use  it  to 
the  advantage  of  good  journalism.” 

Blethen  then  raised  the  race  issue  in 
unmistakable  terms. 

“Let  me  now  be  veiy'  specific  about  the 
one  area  where  America’s  newspapers  re¬ 
main  far  too  timid.  An  area  that  needs 
bold  coverage  and  aggressive  editorial 
leadership  across  the  board  —  not  just  at 
a  few  newspapers. 

“It’s  in  the  topic  of  race  and  inclusion. 

“Quite  simply,  this  is  the  biggest  story 
of  the  first  decade  of  our  new  century. 

“Why  is  it  that  we  have  so  much  diffi¬ 
culty  coming  to  grips  with  this? 

“Why  is  it  that  so  many  of  our  newspa¬ 
pers,  of  all  sizes,  still  fail  to  reflect  the 
faces  of  their  communities?  Including 
many  metros  and  some  very  visible  na- 
tioneil  players. 

“Why  is  it  that  the  most  timid  aspects 
of  our  newspapers  are  the  editorial  pages 
—  especially  when  it  comes  to  race  and 
inclusion?” 

Publisher  Blethen  set  down  these 
guidelines  for  “proper  stewardship”  for 
editors  to  follow: 

•  Make  your  publisher  your  partner. 

•  Be  your  publisher’s  jour¬ 
nalistic  and  community-serv¬ 


ice  conscience. 


THOMAS  WINSHIP 


way  too  many  of  our  communities  are 
now  served  by  bland,  boring,  and 
mediocre  newspapers.  There  is  far  too  lit¬ 
tle  crusading  and  far  too  little  risk-taking. 
Too  often,  the  imperative  is  to  not  tick  off 
the  publisher,  powerful  folks  in  the  com¬ 
munity,  or,  God  forbid,  the  home  office. 

“My  message  to  you  tonight  is  that  this 
is  the  right  time  to  renew  our  commit¬ 
ment  to  aggressive,  high-quality  newspa¬ 
per  journalism,  which  both  takes  risks 
and  connects  us  with  our  communities. 
And  you  are  the  right  people  to  lead  the 
renewal.” 

Drawing  on  his  years  in  the  business, 
Blethen  said,  “What  I  learned  was  that 
the  relationship  between  a  publisher  and 


Winship,  former  editor  q/The  Boston 
Globe,  is  chairman  and  co-founder  of  the 
International  Center  for  Journalists  in 
Washington. 


isnip,  •  Identify  and  celebrate 

inf*!*®  \xrill  equality  as  well  as  aggressive 

*  nsk-taking  journalism  when- 

t  businesses  ever  and  whenever  you  see  it. 

”  *  Make  race  and  inclusion 

*  the  most  important  beat  for 
—  FRANK  A.  BLETHEN  your  newspaper. 

•  Make  race  and  inclusion 
es  are  your  most  aggressive  and  persistent  edito- 

d  rial  topic. 

ar  too  lit-  •  Don’t  stand  on  the  sidelines  on  the 
sk-taking.  affirmative-action  debate, 

ot  tick  off  •  Be  the  journalistic  conscience  of  the 
the  com-  industry  —  and  do  it  loudly, 
e  office.  “If  you  do  these  things,”  Blethen  said, 

that  this  “other  journalists  will  pay  attention,  as 
mmit-  will  publishers  and  CEOs.  You  will  begin 

newspa-  to  change,  for  the  better,  the  face  of 
s  risks  American  newspaper  journalism  in  the 

unities.  21st  century.”  @ 
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nUR  DOCKS,  “Newspapers 
are  a  very  impor- 

E  TRAffESfc  in 

reaching  our  cus- 
611*/«-  tomers,”  said  Bari 

Abdul,  Egghead 

"a  /  /  .corn’s  senior  vice 

president  of 

yj/Y~ j  marketing. 

“They  intrigue 
them  about  the 
company  and 

^  ^  get  them  to  visit 

the  site.” 

I  I  ■  The  first  ads 

were  branding 

.  . . .  ^ 

ads  that 

pushed  the 

Egghead.com 

name  by  list- 

ing  awards 

the  site  has  won,  such  as 
the  No.  1  consumer  electronics  shopping 
site  from  Neilsen/Net  Ratings. 

“We  used  to  do  product  ads  in  USA  To¬ 
day  and  The  New  York  Times,  but  now  that 
we’re  a  pure-play  Internet  company  we  can 
communicate  more  about  products  on  the 
site,”  Abdul  said. 

Formerly  a  retail  software  chain,  the 
company  closed  its  450  stores  in  1998  and 
became  a  purely  Internet  business  with  an 
expanded  product  line.  Last  year,  it  merged 
with  Onsale  Inc.,  an  online  auction  busi¬ 
ness.  The  new  company,  retaining  the  Egg¬ 
head  name,  has  a  site  combining  an  elec¬ 
tronics  superstore  with  an  auction  house. 

After  the  merger,  the  company  was  eager 
to  expand  its  advertising  and  selected  Grey, 
a  top  agency,  to  replace  USWeb/CKS,  a 
smaller  shop  in  Cupertino,  Calif.  Grey  was 
chosen  in  part  because  of  the  work  it  did  for 
Oracle,  another  online  business.  Also,  Ora¬ 
cle  had  gone  after  the  business-to-business 
market,  which  Egghead.com  is  now  trying 
to  do.  “We’re  targeting  small  and  home-of¬ 
fice  businesses,  and  we  needed  an  agency 
with  expertise  on  that  front,”  Abdul  said. 

Kieran  Hannon,  an  executive  vice  presi¬ 
dent  at  Grey,  said  the  branding  ads  were 
used  because  Egghead  “hadn’t  communi¬ 
cated  the  transition  between  retail  and  on¬ 
line.”  The  ads  seek  to  wipe  out  consumer 
conftision  about  Egghead’s  move  to  an  In¬ 
ternet-only  business  that  sells  a  voider  vari¬ 
ety  of  products. 

When  asked  why  the  advertising  needs  to 
do  that,  since  Egghead.com  is  already  suc¬ 
cessful,  Hannon  said  the  success  is  based 
on  repeat  business  and  that  the  goal  is  to 


No.  3  Net  retailer  launches  new  campaign  in  newspapers 


BY  KEN  LIEBESKIND 

EGGHEAD.COM,  THE  THIRD-BIGGEST  INTERNET  RETAILER, 
launched  a  new  campaign  by  Grey  Advertising,  its 
new  agency,  in  late  April  with  full-page  ads  in  two  na¬ 
tional  papers. 

The  ads,  the  first  in  a  multimedia  campaign  with 
$50  million  in  billings,  ran  once  in  The  Wall  Street  Journal  and. 
twice  in  USA  Today.  The  company  plans  significant  newspaper  ad¬ 
vertising  in  national  and  local  papers  as  the  campaign  moves  ahead, 
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the  independent  newspaper  retain  and 
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Rob  Garrett  for  information. 


Strategic  Advisors  and  Investment 
Bankers  to  Newspaper  Companies 


lerwrue 


444  Madison  Avenue,  New  York,  NY  10022 
2 1 2.759. 1870  •  info@admediapartners.com. 


EDITOR&PIIBI.ISHEK  MAY  8,  2000 


www.editorandpublisher.com 


t 


<<THIS  FILM  CAPTURES  THE  WHOLE 
TRUTH.  UNFORTUNATELY,  IT  CAN’T  MAKE 

IT  ANY  EASIER  TO  UNDERSTAND.^? 

[albert  facelly] 
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FUJICOLOR  PRESS  800  (CZ) 


[fujicolor  press  films  FOR  professionals] 

As  a  photojournalist,  you  rarely  have  control  over  the  situations  you  photograph.  Which  is  what  makes  the  versatility 
of  our  Press  films  for  professionals  so  important.  Take  our  Fujicolor  Press  400.  and  Fujicolor  Superia  100  and  200  films. 
They  employ  Fujicolor’s  Fourth  Color  Sensitive  Layer  Technology  to  help  give  you  realistically  enhanced  color,  natural  skin 

tones,  outstanding  sharpness  and  fine  grain  even  under 
mixed  lighting  sources  that  include  fluorescent  light. 

Not  to  be  outdone,  our  Fujicolor  Press  800  film  can  easily 
handle  the  most  challenging  lighting  conditions  to  deliver  images  well  exceeding  your  expectations  for  high-speed  film.  After  all. 

even  though  the  situation  may  be  difficult,  capturing  it  shouldn't  be.  For  more  information  ^  FUJIFILM  _ 

about  our  full  line  of  Fujicolor  Press  films  for  professionals,  call  us  at  1-800-800  FUJI.  -  - — C 
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MARKETING 


SALES 


“bring  new  customers  into  the  fold.” 

Hannon  called  the  newspaper  ads  “a  tac¬ 
tical  launch  and  a  quick  message  to  the 
market.”  The  ads  are  intended  to  reach  cus¬ 
tomers  and  investors. 

Grey  is  now  preparing  a  full-fledged 
campaign  that  will  break  in  September, 


with  TV,  radio,  and  print.  But  newspapers 
will  continue  to  have  “a  very  important  role 
relative  to  other  media,  because  newspaper 
has  the  ability  to  deliver  a  message  with 
great  frequency,”  Hannon  said.  Grey  typi¬ 
cally  spends  60%  of  its  print  budget  on 
newspapers,  he  said. 


The  newspaper  markets  haven’t  been  se¬ 
lected  yet,  but  Abdul  said  the  “highest  In¬ 
ternet  penetration  cities,”  such  as  Los 
Angeles,  San  Francisco,  and  Austin,  Texas, 
will  be  used.  “Well  look  at  the  dominant 
paper  with  the  highest  reach  to  spread  the 
message  out.”  11 


Software  giant  plays  hardhall  in  newspaper  ads 

Microsoft  Corp.  fires  its  pitch  high  and  tight 


Calls  U.S.  Justice  Department 
plan  'a  major  setback’ 


BY  KEN  LIEBESKIND 


The  U.S.  Justice  Department 
wants  to  break  the  Microsoft 
Corp.  into  two  separate  compa¬ 
nies,  and  Microsoft  has  responded  in  two 
different  ways:  with  newspaper  and  TV 
ads  that  explained  its  position. 

The  strongest  response  came  in  the 
form  of  the  newspaper  campaign  that 
broke  last  Monday  in  a  variety  of  papers. 
The  full-page  ad,  appearing  as  a  letter 
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CHAIRMAN 

MICROSOFT 


from  company  Chairman  Bill 
Gates  and  President  and  CEO 
Steve  Ballmer,  argued  that  the 
government’s  actions  would  be 
a  “major  setback  for  con¬ 
sumers,  the  high-technology 
industry’,  and  the  American 
economy.” 

On  the  same  day  the  news¬ 
paper  ads  appeared,  a  TV  spot 
narrated  by  Ballmer  made  its  Bill  Gates 
debut.  The  spot,  positioning  chairmai 

.  .  MICROSOI 

Microsoft  as  an  innovative 
company  that  benefits  consumers,  “was 
not  directed  specifically  at  trial-related 
issues,”  said  Dean  Katz,  group  public- 
relations  manager  at  Microsoft.  “It’s  in¬ 
tended  to  address  a  different  level  and 
audience  on  issues  that  are  relevant  to 
trial  concepts.” 

The  harder-hitting  newspaper  ad 
appeared  in  The  Wall  Street  Journal, 

USA  Today,  The  Seattle  Times,  the  Seattle 
Post-Intelligencer,  the  San  Francisco 
Chronicle,  The  New  York  Times,  The 
Miami  Herald,  the  Los  Angeles  Times, 

The  Detroit  News,  the  Detroit  Free  Press, 
The  Boston  Globe,  and  the  Austin  (Texas) 
American-Statesrnan. 

Microsoft  has  run  similar  ads  “four  or 
five  times  at  key  points  in  the  trial  process 
over  the  past  few  years,”  Katz  said,  includ¬ 
ing  a  few  weeks  ago  after  Judge  Thomas 
Penfield  Jackson  ruled  that  Microsoft  had 
violated  antitrust  laws  {EF^P,  April  17,  p. 
31).  “We  publish  them  because  we  feel 
strongly  that  people  need  to  know  directly 
from  us  what  our  view  is.  We  feel  they’re 
an  effective  vehicle  for  communicating 
with  the  public.” 

Katz  admitted  he  doesn’t  know  whether 
the  ads  work,  explaining,  “They’re  not  like 
TV,  where  you  test  different  approaches.” 
But  he  said,  “Our  goal  isn’t  to  guarantee 
they  work,  but  to  communicate  with  the 
public,  shareholders,  and  partners  to 
make  sure  our  point  of  view  is  being 
clearly  communicated.” 


Katz  said  Microsoft  created  the 
ad  itself,  using  its  advertising 
agency,  BSMG  Worldwide,  a  divi¬ 
sion  of  True  North  Communica¬ 
tions,  to  design  and  place  the  ad. 

Katz  is  unsure  whether  Micro¬ 
soft  will  run  additional  news¬ 
paper  ads  as  the  case  progresses. 
The  company  is  due  to  respond 
May  10  to  the  government’s  pro¬ 
posed  remedy,  which  would 
break  the  company  apart. 

“We’re  still  formulating  vari¬ 
ous  aspects  of  our  response  to  the  case,” 
he  said.  “Print  advertising  continues  to  be 
an  important  component  of  it,  but  there 
are  no  plans  yet.”  11 


Dog  gone  ad  works 


Anew  York  couple  got  their  lost 
miniature  Yorkshire  dog  back 
hours  after  display  ads  were  pub¬ 
lished  in  the  April  27  issues  of  the  New 
York  Post  and  — — - 

the  New  York 
Daily  News. 

Patrick  Judge, 
the  Post’s  direc¬ 
tor  of  advertis¬ 
ing,  said  he  has 
run  classified 
ads  for  lost  pets, 

but  not  display  ads.  “We’ve  had  people  in 
the  past  call  asking  to  buy  a  fiill-page  ad  to 
propose  marriage,”  said  Judge,  who  added 
those  ads  never  ran  because  “when  they 
found  out  the  ad  cost  more  than  the  ring, 
they  found  other  ways  to  get  the  message 
out.”  Francine  Frede,  senior  vice  president/ 
advertising  director  at  the  Daily  News,  said 
she  often  hears  about  the  power  of  its  ads, 
adding  that  the  dog’s  recovery  showed  how 
“immediate  the  results  can  be.”  The  dog  dis¬ 
appeared  while  his  owners  were  walking 
him;  after  the  ads  appeared,  they  got  a  call 
from  a  woman  who  had  taken  him  in. 

—  Joe  Nicholson 
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You  know  your  advertisers  —  their  businesses,  brands,  and  products. 
You're  also  the  expert  when  it  comes  to  your  readers'  interests, 
preferences,  and  buying  habits.  Isn't  it  time  you  introduced  these  two 
important  groups  to  each  other? 

MediaBridge  makes  it  possible.  With  eMarketing  solutions  that  help 
you  create  targeted  promotions  and  deliver  them  on  the  Web  to  select 
audience  segments. 

In  short,  you  can  enable  your  advertisers  to  reach  those  readers  most 
likely  to  buy  their  products  and  services.  The  right  customer,  the  right 
message,  at  the  right  time.  That's  adding  real  value  —  above  and 
beyond  the  rate  card! 

—  Free  white  paper  — 

Visit  www.mediabridge.net  for  more  information  and  to  download 
a  free  copy  of  our  white  paper:  eMarketing:  Building  Customer  Loyalty 
Through  Targeted  Multi-Channel  Marketing.  Or  call  1-800-811-1605. 
Introduce  yourself  to  MediaBridge  today,  and  enjoy  increased  ad 
revenues  tomorrow. 
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SYNDICATES 


UC II  HAVE 


EPS,  TMS,  and  Universal  join  forces  to  form 
huge  international  syndicate 


BY  DAVE  ASTOR 


Maybe  the  motto  of  the  new  Atlantic  Syn- 
dication  Partners  could  be:  “The  world’s  getting 
smaller,  so  we  needed  to  get  bigger.” 

That  quote  came  from  Atlantic  President/CEO 
Kerry  Slagle  as  he  explained  why  Editors  Press 
Service  (EPS),  Tribune  Media  Services  (TMS),  and  Universal  Press 
Syndicate  have  jointly  formed  Atlantic  to  distribute  features  inter¬ 
nationally.  The  just-launched  company  also  includes  Solo  Syndi¬ 
cation,  the  London  subsidiary  of  EPS. 

“It  makes  sense  to  have  a  critical  mass  of  content  you  can  sell,” 
said  Slagle.  “The  international  marketplace  is  huge,  and  demands 
many  different  kinds  of  products.” 


TMS  Director  of  Marketing  Steve  Tip-  j 
pie  added  that  Atlantic  will  offer  syndi-  | 
cated  creators  “a  wider  market  for 
material,  more  exposure,  and  potentially 
more  revenue.” 

Slagle,  who  noted  that  the  partnership 
will  also  “spread  costs,”  is  heading  At¬ 
lantic  with  the  help  of  a  management 
committee  that  includes  TMS  Presi¬ 
dent/CEO  David  Williams  and  Universal  j 
President  Robert  Duffy. 

Prior  to  the  formation  of  Atlantic,  the 
EPS  international  syndicate  handled 
Latin  American  sales  for  Universal  and 
worldwide  sales  for  TMS.  Universal  had 
its  own  international  sales  office  in  Eu¬ 
rope,  but  that  has  now  been  closed,  ac¬ 
cording  to  Slagle.  He  added  that  Atlantic 
vvill  continue  to  handle  international  sales 
for  Copley  News  Service  and  individual 
creators  that  EPS  has  been  representing. 

EPS-tumed-Atlantic  is  in  the  process  of 
increasing  its  sales  force  from  seven  to  10 
people  (out  of  a  total  staff  of  approxi¬ 
mately  30).  Slagle  noted  that  Atlantic  will 


do  more  “direct  selling”  with  its  own  reps 
and  less  selling  via  agents  than  EPS  did. 

He  also  said  Atlantic  salespeople  will 
increasingly  pursue  Web  clients  as  well  as 
print  ones.  EPS  has  more  than  2,000 
print  clients  worldwide. 

With  TMS’  Tribune  Co.  parent  buying 


the  Los  Angeles  Times  Syndicate’s 
Times  Mirror  parent,  will  LATS  eventu¬ 
ally  join  Atlantic?  Tippie  said  that  will 
depend  on  the  as-yet-to-be-determined 
relationship  between  the  two  syndi¬ 
cates.  LATS  could  remain  independent, 
share  some  functions  with  TMS,  or  be 
absorbed  by  TMS. 

Atlantic  is  headquartered  in  Sarasota, 
Fla.,  where  the  1933-founded  EPS  has 
been  based  in  recent  years.  The  new  com¬ 
pany  also  has  an  office  in  London,  and 
plans  to  open  another  one  in  Sydney, 
Australia,  within  the  next  two  or  three 
months. 

Kansas  City-based  Universal  and  Chica¬ 
go-based  TMS  are  among  the  four  biggest 
U.S.  syndicates.  TMS,  founded  in  1918, 
distributes  features  such  as  Dave  Barry’s 
column,  the  “Shoe”  comic  and  editorial 
cartoons  by  Jeff  MacNelly,  and  the  “Moth¬ 
er  Goose  &  Grimm”  comic  and  editorial 
cartoons  by  Mike  Peters.  It  also  markets 
Knight  Ridder/Tribune  Information  Ser¬ 
vices  content,  which  will  be  available  via 
Atlantie,  too. 

Universal,  founded  in  1970,  distributes 
“Dear  Abby,”  movie  reviews  by  Roger 
Ebert,  the  editorial  cartoons  of  2000 
Pulitzer  Prize  winner  Joel  Pett,  “Cathy,” 
“Doonesbuiy,”  “FoxTrot,”  “Garfield,”  ‘The 
Boondocks,”  and  more. 

Solo’s  stable  includes  British  newspa¬ 
pers  such  as  The  Mail  and  The  Evening 
Standard. 

The  formation  of  Atlantic  continues  a 
recent  trend  of  increased  cooperation  be¬ 
tween  syndicates  {E^P,  May  8, 1999,  p. 
42).  For  instance.  United  Media’s  Web 
site  also  features  comics  from  Universal, 
Creators  Syndicate,  and  the  Washington 
Post  Writers  Group.  [I 
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SYNDICATES 


MAYBE  I  5HOOLP  SeT  A  NEW 
COMPUT0  WITH  tlBMB  RDRAM, 
I33MHX  9YS1EM  BU9  ANp 
ADVANCEO  TRANSFER  CACHE. 

...2aM6B  7200  RFM  ULTRA  HP, 
32MB  MK  ASP  GRAPHICS  CARD 

1  ^  AND  H8X  AAAK  CD-ROM- 

1 

A  simple  abundance  of  computer  terms  in  Bill  Costello’s  self-syndicated  “Home  Biz’’  strip 


In  brief 

Microsoft, 
News  Digital 
put  the  $  in 
iSyndicate 

Microsoft  and  News  Digital 
Ventures  are  among  the  com¬ 
panies  investing  in  iSjmdi- 
cate’s  $55-million  “mezzanine”  round 
of  financing. 

Also,  Microsoft  and  iSyndicate 
(http://w'ww.isyndicate.com)  have 
joined  forces  to  try  to  increase  “rich 
media”  syndication  (including  video 
and  audio)  on  the  Web.  And  News  Dig¬ 
ital  (part  of  Rupert  Murdoch’s  News 
Corp.)  will  provide  content  to  iSvmdi- 
cate,  which  distributes  material  from 
865  providers  to  206,230  Web  sites. 

PMC  founder/prez 
Charles  Dye  retires 

Print  Marketing  Concepts  (PMC)  Presi¬ 
dent  and  Chief  Operating  Officer  Charles 
Dv  e  has  retired  from  the  Houston-based 
firm,  which  produces  TV  listing  guides  for 
newspapers,  does  ad  sales,  and  more. 

Dv'e  who  founded  PMC  in  1984  after 
stints  at  United  Media  and  the  old  Field 
New  spaper  SvTidicate,  will  continue  to 
consult  and  provide  other  services  to  PMC 
for  three  years. 

PMC  Chairman  and  CEO  Shaun  Hig¬ 
gins  has  assumed  the  presidential  title  and 
will  share  Dye’s  duties  with  various  other 
PMC  executives. 

Dv'e,  61,  accepted  early  retirement  from 
New  Media  Ventures,  the  Spokane,  Wash.- 
based  company  that  acquired  PMC  in  1996. 


Home  within  range  of 

SELF-SYNDICATED  COMIC  j 

Bill  Costello,  who  formerly  did  editorial  j 
cartoons  for  Newspaper  Enterprise  Associ-  j 
ation,  is  self-syndicating  a  daily  comic 
about  an  entrepreneur  w'ho  works  at  home,  j 
Costello  distributes  “Bizzy’s  Home  Biz” 
(http://wAvw'.bizzv'shomebiz.com)  via  Inter¬ 
net  bulletin  board. 

i 

Columnist  writf^  book 

ABOUT  COLUMN  WRITING 
A  columnist  and  former  New  York  Times  i 
Svmdicate  editor  has  authored  You  Can 
Write  a  Column”  for  Writer’s  Digest  Books 
of  Cincinnati. 

Monica  McCabe  Cardoza  discusses  col¬ 
umn  ideas,  making  columns  interesting  to 
readers,  sjTidication,  and  more. 

Cardoza  currently  wiites  a  column 
for  Printing  Manager 
magazine. 

‘Touche!’  makes 

ITS  WAY  INTO 
SYNDICATION 

Che  Rippinger  is  self- 
svTidicating  her  single¬ 
panel  ‘Touche!”  cartoons. 

They  star  an  outspoken, 
sharp-witted  woman 
named  Cody  and  her 
fiiends,  who  deal  with 
work,  relationships,  food. 


and  life  in  general.  I 

The  34-year-old  Rippinger  j 

(http://www.ToucheToon.com)  also  does  a  ji 
monthly  humor  e-zine.  | 

! 

Mike  AT  MIKE  AND  Bil  AT  I 

MERCY  OF  CARTOON  GROUP  i  I 

Mike  Peters  will  be  heard  and  Bil  Keane  | 
roasted  at  the  National  Cartoonists  Soci-  | 

ety’s  May  26-28  gathering  in  New  York.  j 

Peters,  who  does  “Mother  Goose  &  1 1 

Grimm”  and  editorial  cartoons  for  Tribune  !  | 

Media  Services,  is  one  of  several  scheduled  [  j 

speakers.  Keane,  who  does  “The  Family  Cir-  i  1 
cus”  for  King  Features  Syndicate,  will  be  I ! 
roasted  24  hours  after  emceeing  the  May  27  I 
Reuben  Award  ceremony  naming  the  top  i 

cartoonist  of  the  year.  i  i 

Also,  “Peanuts”  creator  Charles  Schulz  of  j 
United  Media  will  posthumously  receive 

the  Milton  Caniff  Life-  i 

time  Achievement  Award  j 

during  the  Reuben  night.  i 

i  j 

Post  ‘Peanuts’  !  * 

Nearly  three  months 
after  Charles  Schulz’s  i 

death,  how  many  newspa-  | 

pers  are  publishing  j 

“Peanuts”  reruns?  What 
comics  are  replacing  the  | 

legendary  United  Media  I 

strip?  See  the  stoiy  in  this  !  i 

issue’s  special  insert.  !  i 


4^ee  T  can’t  think 
OF  WHAT  TO  CALL 
MVSeLF;  ♦FFEfLANCeK'J 
tONSULTAHT*'  OR 


Working  on  semantics  in  “Touche! 


et  cetera . . . 

Mike  Thompson  of  the  De¬ 
troit  Free  Press  and 
Copley  News  Service  has  won 
the  Sigma  Delta  Chi  award  for 
editorial  cartooning  from  the  So¬ 
ciety  of  Professional  Journalists. 
...  TRiBLfNE  Media  Services 
has  promoted  Bob  Urycki  from 
operations  supervisor  to  syndi¬ 
cate  operations  manager.  ... 
Columnist  David  Broder  of  The 


Washington  Post  and  Washing¬ 
ton  Post  Writers  Group  has 
written  “Democracy  Derailed: 
Initiative  Campaigns  and  the 
Power  of  Money"  for  Harcourt. 

...  Knight  Ridder/Tribune 
Information  Services’  “New 
Voices"  package,  which  focuses 
on  diversity,  is  now  offering  four 
or  five  stories  a  week  in  addition 
to  columns.  ...  Fashion  wire 
DAILY  (http://www.fashionwire 
daily.com)  has  appointed  Susan 
Kirschbaum  celebrity  editor  and 


Godfrey  Deeny  European  editor. 
Kirschbaum  has  written  for  pub¬ 
lications  such  as  The  New  York 
Times  and  the  New  York  Post, 
while  Deeny’s  past  positions  in¬ 
clude  editorial  director  of  Cond^ 
Nast  International.  ...  Debbie 
Farmer  is  self-syndicating  “Fam¬ 
ily  Daze”  (http://www.family- 
daze  .com).  Her  humor  column 
is  published  weekly  in  about  25 
newspapers,  including  the  S(. 
Petersburg  (Fla.)  Times  and  Con¬ 
tra  Costa  Times  of  Walnut 


Creek,  Calif.  ...  Kathryn 
LeMieux,  one  of  the  contributors 
to  the  “Six  Chix”  comic  distrib¬ 
uted  by  King  Felatures  Syndi¬ 
cate,  has  won  an  editorial 
cartoon  award  from  the  Penin¬ 
sula  Press  Club  in  California.  ... 
Cartoonists  Day  was  celebrated 
May  5  and  Cartoon  Appreciation 
Week  May  3-9.  The  first  contin¬ 
uously  running  comic  — 

Richard  Outcault’s  “Hogan’s  Al¬ 
ley,’’  starring  the  Yellow  Kid  — 
began  May  5,  1895. 
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site  are  too  long.  But  with  GoCode,  long 
names  could  be  inserted  so  the  Ford  Mo¬ 
tor  Co.,  for  example,  (j;ould  take  readers  to 
the  part  of  its  site  that  advertises  a  specific 
car  model.  Newspapers  could  also  sell  ad¬ 
vertising  that  takes  readers  to  Web  sites 
with  product  demonstrations  or  testimoni¬ 
als,  and  bar  codes  within  classifieds  could 
also  become  common. 

Belo  has  announced  that  it  will  incorpo¬ 
rate  bar  coding  into  some  of  its  many  news¬ 
papers,  using  a  different  system  developed 
by  DigitalConvergence.:Com. 

The  Post  and  Courier  is  the  first  paper 
to  use  GoCodes  because  the  Evening  Post 
Publishing  Co.,  its  parent,  has  an  interest 
in  GoCode  and  has  been  working  with  it 
to  develop  the  product.  But  GoCode  is  ne¬ 
gotiating  with  other  top  newspaper  and 
magazine  publishers  now,  including  the 
Hearst  Corp.,  News  Corp.,  and  New  York 
Times  Co.  “We  want  papers  and  maga¬ 
zines  to  adopt  this  as  a  worldwide  stan¬ 
dard,”  Alexander  said. 

Kevin  McCourt,  director  of  online  clas¬ 
sified  advertising  for  the  Newspaper  Asso¬ 
ciation  of  America,  sees  the  new  scanning 
technology  as  promising.  “It’s  an  extension 
of  printing  URLs  in  the  paper  and  inviting 


‘The  Post  and  Courier’  scores  first  in  GoCodes  race 


BY  KEN  LIEBESKIND 


^  B  *hrst  paper  to  link  readers  to  the  Internet  with  a 
H  “GoCode.”  No,  it’s  nothing  like  the  top-secret  go 

I  code  from  the  classic  Stanley  Kubrick  movie  “Dr. 

wJmam  Strangelove”  that  helped  launch  a  nuclear  attack. 
GoCodes,  created  by  GkiCode  Inc.,  also  in  Charleston,  are  tiny  bar 
codes  printed  in  the  paper  that  can  be  scanned  —  by  handheld  wands 
—  to  take  readers  to  related  content  on  the  Web.  For  instance,  a 
woman  reading  an  article  about  a  new  cancer  drug  can  scan  a  bar 


code  to  find  related  Web  content  with 
more  information  about  the  drug.  She  is 
transported  to  the  Web  instantly,  without 
having  to  t\pe  in  the  uniform  resource  lo¬ 
cator  (URL)  herself 

The  Post  and  Courier  began  the  venture 
last  Monday,  inserting  three  bar  codes  in 
the  paper  that  took  readers  to  its  Web 
weather  page  and  home  page  (http:// 
www.charleston.net).  On  Tuesday,  12  bar 
codes  appeared,  and  on  Wednesday,  there 
were  20  as  the  paper  linked  readers  to 
sports,  business,  and  other  pages  on  its 
site.  The  paper  is  establishing  links  to  all 
kinds  of  content,  even  its  obituarj’  page, 
which  Alan  Seim,  the  paper’s  director  of 
Internet  operations,  called  one  of  the 
most  popular  parts  of  its  site. 

“We’re  excited  about  the  idea  of  tech¬ 
nology  that  links  print  to  the  Net,”  he 
said.  “It  gives  our  readers  a  real  extra.” 

Readers  use  a  penlike  wand  to  scan  the 
bar  codes.  GoCode  is  distributing  the 
wands  free  in  the  Charleston  area.  It  has 
given  out  100  so  far,  and  plans  to  give 
away  about  3,000  within  the  next  few 
months.  “They’re  willing  to  assume  the 
cost  now  for  testing  purposes,”  Seim  said. 
“They  want  to  get  them  in  the  hands  of 
subscribers  with  different  types  of  com¬ 


puter  set-ups.”  The 
company  could  sell 
the  devices  later, 

he  said.  — '  ^  ^ 

GoCode  is  a  3-  ' 

year-old  company 
that  developed  this 

sional  like  the  bar  \ 

code  on  a  soup  \ 

can,”  said  Prioleau 
Alexander,  Go- 

Code’s  vice  president  of  marketing.  “It 
holds  letters,  numbers,  sentences,  and  para¬ 
graphs,  and  is  designed  to  work  within  a 
publisher’s  standards.” 

The  Post  and  Courier  writes  the  Web 
site  name  into  each  code  it  prints  in  the 
paper.  Each  code  holds  one  Web  address. 
For  now.  The  Post  and  Courier  is  linking 
readers  only  to  content  on  its  o\vn  Web 
site,  but  linking  them  to  advertising  con¬ 
tent  could  be  next.  Seim  sees  upselling  po¬ 
tential,  with  “an  advertiser  buying  a  print 
ad  buying  several  GoCode  links  as  well.” 

When  a  company  advertises  its  Web  site 
now,  it  uses  its  home-page  address  be¬ 
cause  the  addresses  of  other  parts  of  its 


And  former  President  George  Bush  thought 
supermarket  scanners  were  cool  ... 


readers  to  go  to  the  sites,”  he  said.  “Any¬ 
thing  we  do  that  makes  a  tighter  link  be¬ 
tween  print  and  online  is  great.” 

But  Alan  Alper,  an  analyst  at  Gomez 
Advisors,  Lincoln,  Mass.,  is  more  wary:  “It 
asks  a  lot  of  users  having  to  go  through  the 
scanning  and  hoping  it  works.  There  is 
room  for  scanning  code  error.”  But  he 
called  the  technology  a  “more  efficient 
means  of  sharing  knowledge”  and  praised 
the  advertising  applications,  saying  it 
would  be  an  ideal  way  for  online  grocers  to 
link  shoppers  to  coupons  on  the  Web.  11 
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ic  deliver}’  of  content  without  program¬ 
ming  expertise.)  Duerr  said  Web  w’ork 
w^ould  typically  be  run  off  the  system’s 
replicated  server  to  keep  the  production 
database  from  slowing  to  a  craw  l. 

At  America  East,  Harris  show'ed  the 
first  module,  Newsjaz,  w’hich  stores  XML- 
formatted  copy  (a  yet-to-be-released  Jaz- 
stor  archive  supports  XML-based  assets 
and  Macintosh  files)  and  directly  inte¬ 
grates  the  capabilities  of  the  vendor’s  own 
NewsMaker  Design,  Adobe  InDesign,  or 
QuarkXPress.  The  system  paginates  only 
with  NewsMaker  now’.  Integration  of 
XPress  and  InDesign,  said  Duerr,  “w’e  will 
probably  be  showing  by  Ne.xpo.”  Cooper 


Jazbox  opens;  Baseview  leases  big  box  to  solo  users 


BY  JIM  ROSENBERG 

WITH  THE  AIM  OF  ALLOWING  NEWS- 
room  staff  to  spend  more  time  on 
journalism  and  less  on  editorial 
production  work,  two  former  news¬ 
paper  managers  unveiled  Harris 
Publishing  Systems  Corp.’s  newest  system  at  last  month’s 
America  East  trade  show  and  conference  in  Hershey,  Pa. 
With  online  content  responsibilities  further  burdening 
staff,  the  two  sought  a  capability  to  create  “a  broadcast 

newspaper.”  There  not  only  “needs  --  --  -- -  -  - - 

to  be  a  better  marriage”  of  print  and  j 

online  products,  but  also  the  tools,  |  lo  -  j  o  «  i  *  •  a* 

including  audio  and  \ideo,  must  be  j  ^ 

there  to  support  that  marriage,  said  j  Issrr  a-  • 

Harris  Product  Management  Di-  j  :!JVIfliriTIQ_l 

rector  Grady  Cooper.  | 

Systems  manager  until  a  few  ! 

years  ago  at  the  Alameda  New's-  i  |S.r.  ” 

paper  Group,  Pleasanton,  Calif.,  i  j* 

Cooper  led  the  effort  to  create  the  j  .  ^ 

Jazbox  suite  of  products  for  print  |  ^  ^ 

and  online  publishing  and  media  j  c 

asset  management.  Also  involved  !  f 

in  Jazbox,  Editorial  Product  Man-  i  _  .-j-— jc 

ager  Jim  Linehan  was,  until  last  i  I  tu - ic 

year,  managing  editor  and  online  !  jn-p"; — i — ^ 
editor  at  The  Union  Leader,  Man-  |  j  «^|  O;  ^ 

Chester  N.H.  Both  operations  are  | 
customers  of  the  Harris  Corp. 

unit,  based  in  Melbourne,  Fla.  XML-formatted  content  a 

With  streaming  audio  and  video,  desktop  can  be  customized  ai 

Jazbox  makes  multiple  media  available  to  said  Duerr. 
all  staffers  from  a  single  database,  said  The  user-definable,  single- 

Randy  Duerr,  Harris’  chief  softw’are  engi-  desktop  environment  feature 
neer.  Writing,  editing,  pagination/page  integration  and  tools  for  enh; 
design  (including  Web  pages),  and  access  controlling  content,  quality,  £ 
to  other  media  are  available  from  any  one  ics  at  any  point  in  the  publish 
desktop,  according  to  site-controlled  ac-  (Later  this  year,  Harris  will  n 
cess  privileges.  “Almost  everything  on  the  jaz  tools,  for  Web  site  control 


Video 

Scner 


said  that  w’hile  InDesign  is 
already  integrated,  Harris 
is  still  adding  to  the  capa¬ 
bilities  made  possible  by 
the  new'  Adobe  product. 

Work  flow’  is  configured 
by  dragging  and  dropping 
function  icons  and  the 
arrows  that  logically  con- 
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For  memorable  web  addresses,  there’s  only  one  pidce  you  need  to  go. 

.  >  i 

Great'web  addresses  mean  more  business.  And  GreatDomains.co(^  currently  has  ^ 

millions  of  top  domain  names  for  sale,  with  prices  ranging  from  $35  to  $35  million.  j  •* 

GreatDomains.com  can  even  assist  you  with  everything  from  name  selection  to  Qp00^[)Qpp0jp5  COm 

appraisal.  So  log  on  today  and  get  yourself  a  web  address  people  won't  foigel.  Wfu^re  names  mean  hnsiness.'- 


pears  at  any  time  in  the  design/pagina¬ 
tion  process.  When  a  copy  editor  drags  a 
shape  onto  a  story,  the  geometry  is  imme¬ 
diately  applied;  when  a  designer  saves  a 
change  to  a  shaped  stor>'  on  a  page,  the 
change  immediately  appears  on  any 
workstation  where  the  story  is  open  in 
WTSIWYG.  Similarly,  the  constantly  up¬ 
dated  database  will  reflect,  on  the  pagina¬ 
tion  side,  any  changes  made  on  the 
system’s  front  end. 

In  addition  to  supporting  Windows  and 
Macintosh  client  workstations,  Webjaz  of¬ 
fers  browser-based  remote  access  to  open 
files,  which  can  be  dragged  to  the  desktop, 
and  to  check  instant  messages.  Duerr  also 
said  remote  users  can  file  photos  to  the 
system  via  the  Internet.  As  the  product 
evolves,  he  continued,  Harris  is  working 
“to  allow  people  to  do  graphics  work  in¬ 


TECHNOLOGY 


side  the  story”  —  for  example,  resizing  im¬ 
ages  or  attaching  headshots  to  stories. 

“All  of  this  is  built  on  the  architecture 
that ...  is  in  use  today”  in  existing  Harris 
systems.  Cooper  said,  adding  that  Jazbox 
will  run  on  Oracle  as  well  as  Harris’  tradi¬ 
tional  Informix  database. 

Citing  its  tools  to  manage  information. 
Cooper  said  .lazbox  isn’t  necessarily  only 
for  newspapers,  but  also  can  ser\'e  other 
media  —  something  that  other  vendors 
already  are  discovering  in  new,  database- 
driven  “content-management”  systems. 
Jazbox  w'as  about  to  go  into  its  first  beta 
site,  and  Cooper  expected  to  be  able  to 
name  a  customer  in  summer. 

A  product  of  an  entirely  different  sort 
was  announced  at  about  the  same  time  by 
Macintosh-only  developer  Basevdew' 
Products  Inc.  Owmed  by  Harris  since 


March  1996  (but  separate  from  its  Pub¬ 
lishing  Systems  business),  the  Ann  Arbor, 
Mich.,  company  created  the  Classified-in- 
a-Box  under-$300-per-month  leasing 
plan  that  targets  weeklies  and  shoppers. 

For  a  one-person  classified  advertising 
department,  it  bundles  Baseview’s 
AdManagerPro  and  GalleyFlow  software, 
an  Apple  iMac  computer,  installation 
services,  three  days  of  training,  and  tech¬ 
nical  support. 

AdManager  offers  WYSIWV’G  ad  tak¬ 
ing,  edit-line  or  color-coded  scheduling, 
quick  calculations  for  upselling  or  modi¬ 
fying  ads,  and  options  (some  requiring  ex¬ 
tra  training)  such  as  accounts  receivable, 
ROP/display  ad  booking,  QuarkXPress, 
the  ClassFlow  pagination  XTension  to 
QuarkXPress,  and  AdForce  layout  soft¬ 
ware  from  Managing  Editor  Inc.  !1 


GMA’s  Bimdler  in  live  tests  with  ‘Daily  News’ 


Four-function  machine 
is  expected  to  become 
available  in  autumn 

GMA’s  The  Bundler,  stili.  at  eeast 
half  a  year  from  the  marketplace, 
is  getting  a  live  production  test 
every’  week  bundling  inserts  for  the  mil- 
lion-copy  Sunday  edition  of  the  New  York 
Daily  News. 

So  far.  The  Bundler  is  passing  w’ith  fly¬ 
ing  colors,  says  the  Daily  News'  executive 
vice  president  of  manufacturing  and  dis¬ 
tribution,  Mike  Aiello. 

“I’d  like  to  say  it’s  100%,  but  nothing  is 
100%,  so  I’ll  say  it’s  99-9%  accurate,” 
Aiello  told  a  session  of  the  America  East 
equipment  show  in  Hershey,  Pa.,  early 
last  month. 

In  an  outsourcing  agreement  with 
GMA,  insert  packages  for  the  1,050,000- 
circulation  Sunday  News  are  assembled 
and  bundled  at  GMA’s  inserting  facility  in 
Allentown,  Pa.  The  arrangement  has  re¬ 
duced  labor  costs  —  and,  most  dramati¬ 
cally,  claims  from  retailers  that  bundles 
were  short,  Aiello  said. 

“We  used  to  get  the  claims  all  the  time. 
Now  the  claims  are  down,  and  some  of 
the  claims  that  are  still  coming  through 
are  questionable  as  to  w'hether  they  are 
legitimate  claims,”  he  said. 

The  Bundler,  Aiello  said,  has  proven  its 
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Bundling  a  million-plus  inserted  Sunday  copies 


worth  by  producing  neat  and  accurate  in¬ 
sert  packages  in  the  tabloid’s  Sunday 
comics  jacket,  w'hich  holds  as  many  as  29 
inserts  intended  for  150  zones. 

“The  fact  that  it’s  a  tab  jacket  makes  it  a 
very'  difficult  package  to  maintain,”  he 
said.  “There  w’as  some  skepticism  on  the 
Daily  News’  part  that  GMA  could  meet 
our  goals.  But  they  have.” 

“Our  feeling  at  GMA  is,  if  it  can  handle 
[the  Daily  News^  package  —  it  can  handle 
anything,”  said  GMA  Director  of  Market¬ 


ing  Serv’ices  Carl  Bahn.  He  said  the  com¬ 
pany  expects  to  have  the  machine  ready 
for  sale  by  the  end  of  the  third  quarter  or 
early  in  the  fourth  quarter  of  this  year. 

The  Bundler  differs  from  conventional 
bundling  machines  in  two  w'ays.  First,  it 
combines  four  functions  —  counting, 
bundling,  bottom  sheet-feeding,  and  dual 
strapping  —  in  one  machine.  Second,  each 
newspaper  copy  run  through  the  machine 
is  always  controlled  by  servo  motor-driven 
gripper  forks  as  it  makes  its  way  through 
the  stacking  and  compressing  functions. 
“With  most  stackers,  there’s  a  drop  of  a 
foot  or  so,  and  that’s  where  you  can  lose 
product  integrity,”  Aiello  said.  “In  The 
Bundler,  some  part  of  the  machine  is  al¬ 
ways  in  contact  w’ith  the  product. ...  Also, 
the  gripper  wheel  loads  the  product  at  an 
angle  w’ith  the  spine  down,  which  keeps 
the  integrity’  of  the  package.” 

Machine  throughput  is  about  25,000  to 
26,000  copies  an  hour,  Aiello  said.  GMA 
begins  assembling  the  packages  on  Satur¬ 
days  and  is  generally  finished  on  the 
Tuesday  before  the  edition  date.  “We’re 
actually  getting  our  runs  a  day  earlier 
than  we  had  in  the  past,”  Aiello  said.  “The 
machine  has  basically  been  flawless  every 
time  I’ve  been  [at  the  Allentown  inserting 
facility],”  he  said.  “This  is  1,050,000 
copies  of  real,  live  product  passing 
through  every  week.  Real,  live  product, 
not  some  special  section.” 

—  Mark  Fitzgerald 
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..In  the  media  and  entertainment  industry, 
out-of-the-ordinary  growth 
demands  out-  e-box  ideas. 
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Your  business  is  one  which  thrives  on 
stunningly  creative  thinking. 

Coincidentally — or  perhaps  not — so  is  ours. 
Imagine,  then,  what  you  could  achieve  by 
combining  your  vision  with  our  insight 
and  capital. 

At  First  Union,  we’ve  spent  over  20  years 
delivering  unique  ideas  to  growing  media 
and  entertainment  companies.  In  that  time, 
we’ve  developed  a  keen  understanding  of 
what  it  takes  to  help  those  companies  break 
out  and  reach  new  levels. 

In-depth  equity  research.  Complete  access 
to  the  capital  markets.  Top-quahty  trans¬ 
action  execution  and  advisory  services. 
And  the  ability  to  see  where  your  industry 
is  heading  and  how  you  can  get  there  first. 

So  when  you’re  ready  to  make  the  break¬ 
through,  call  George  Cole  at  704-374-4105. 
Because  growing  companies  can’t  wait 
for  ideas. 


Stfcurtttos,  Inc. 


M8eA  Advisory  •  Private  Capital  •  Public  Equity  •  Equity  Research  •  High  Yield  Debt  •  Loan  Syndications 
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aKe  uommana  or  lomorrow 


NEXPO'^  and  the  Federation  Conferences 
i  come  together  June  15-20  in  San 
Francisco  fora  once-in-a-iifetime  NAA 
MegaConference.  The  entire  industry  wiil 
be  there.  You  can’t  afford  to  miss  it. 


NEWSPAPERS 


Visit  Over  600  Companies 


The  NEXPO  Exposition 

■  Learn  about  the  latest  technologies  in  New  Media, 
Pre-Press,  Press  and  Post-Press 

■  Meet  company  representatives  and  see  live 
demonstrations 

■  Gather  all  the  necessary  information  for  future 
purchases. 


The  Federation  Pavilions 

■  Learn  about  the  latest  products  and  services 

■  Great  for  newspaper  professionals  in  Advertising 
(classified,  co-op  and  display).  Circulation,  Marketing 
New  Media,  Promotion  and  Research. 


All  exhibits  are  located  at  The  Moscone  Center.  The  NEXPO  Exposition 
and  the  Federation  Pavilions  are  open  Saturday,  June  17,  through 
Monday,  June  19,  from  10  a.m.  to  5  p.m.  The  NEXPO  Exposition  is  open 
also  on  Tuesday  June  20,  from  10  a.m.  to  3  p.m. 


NEXPO’s  brand  new,  interactive  online  floor  plan  will  revolutionize  how  you  prepare  for  the 
event.  Log  on  to  www.nexpo.eom/nexpo2000/  to  browse  through  exhibitors,  access  company 
information,  and  create  and  save  your  own  customized  map  of  the  exhibitors  you  plan  to  visit. 


For  additional  information  on  Newspapers  2000,  call  (800)  656-4622 
For  NEXPO-only  questions,  call  (703)  902-1880. 


Network  With  Colleagues 

Remember,  Newspapers  2000  is  a  once-in-a-lifetime  event.  There  will  never  be  another  opportunity  to  network 
with  colleagues  from  every  facet  of  the  industry  and  from  around  the  globe! 


Learn  From  the  Best 


Choose  from  hundreds  of  stellar  educational  sessions,  including... 


MegaSessions 

Featuring  the  country's  hottest  speakers  including  Ret. 
U.S.  General  Colin  L.  Powell,  Sergio  Zyman,  Shelly 
Lazarus  and  Herb  Kelleher 

In  addition,  hear  from  an  NAA  leadership  panel  of  leading 
industry  CEOs  on  Sunday,  June  18,  as  they  offer  their 
perspectives  on  the  future  of  newspapers. 


Andrew  Barnes 

Stuart  Gamer 

Alan  Horton 

Orage  Quarles  III 

NAA  Vice 

President  and  CEO 

Senior  Vice 

NAA  Treasurer  and 

Chairman,  and 

Thomson 

President. 

Publisher 

President, 

Newspapers 

Newspapers 

The  News 

CEO  and  Editor 

E.W.  Scripps 

and  Observer, 

St.  Petersburg 
Times 

Company 

Raleigh,  N.C. 

William  Dean 
Singleton 
NAA  Secretary  and 
Vice  Chairman, 
President  and  CEO, 
Media  News 
Group,  Inc. 


Gary  L.  Watson 

President, 

Newspaper 

Division 

Gannett  Co.  Inc. 


Louis  “Chip”  Weil 
President  and  CEO 
Central 
Newspapers, 

Inc. 


Industry  Hot  Topics 


In  addition  to  the  program  sessions  targeted  to  individual 
disciplines,  four  sessions  that  transcend  all  areas  of  the 
newspaper  industry  will  be  available  on  Monday  and 
Tuesday  mornings. 


Monday,  June  19 

Database  Marketing 

This  session  will  tell  you  why  you  should  care  about 
database  marketing  and  how  you  can  grow  revenue  with 
successful  strategies. 

E’Primer:  Preparing  for  the  Future 
How  do  you  interface  with  the  Web?  What  part  does 
outsourcing  play  in  the  big  picture?  Innovators  in  the  e- 
commerce  revolution  will  help  you  prepare  for  the  future 
by  showing  you  where  e-commerce  is  headed  in  our  ever- 
changing  global  economy. 


Tuesday,  June  20 

Retaining  Talent 

Industry  experts  explore  the  latest  techniques,  including 
leadership  development  and  compensation,  to  help  you 
succeed  in  a  competitive  environment. 


50”  Web  Issues:  More  Than  Newsprint 
Learn  front-end  strategies  for  implementing  web  width 
reduction  from  marketing,  circulation  and  editorial.  Find 
out  what's  new  with  the  SAD,  and  hear  what  readers  have 
to  say  about  the  narrower  newspaper. 


For  speaker  information  or  to  register,  log  on  to 

www.naa.org/newspapers2000 


of  Awricaf 


New  York’s  U.S.  Senate  Candidates  Will  Appear 


First  lady  Hillary  Rodham  Clinton,  New  York 
Mayor  Rudolph  W.  Giuliani,  and  a  number  of  the  na¬ 
tion’s  top  media  executives  will  join  the  newspaper  in¬ 
dustry’s  top  brass  at  the  Newspaper  Association  of 
America’s  (NAA)  annual  convention  this  week  at  the 
Waldorf-Astoria  Hotel  in  New  York. 

The  convention  will  kick  off  with  a  welcoming  speech  by  Giuliani 
today.  Tomorrow,  Clinton  will  be  the  featured  speaker  at  a  luncheon. 

About  1,200  are  expected  to  attend  the  chairman  and  CEO  of  USA  Networks, 
convention,  which  is  returning  to  New  Arthur  O.  Sulzberger  Jr.,  chairman  of 

York  for  the  first  time  in  four  years.  the  New  York  Times  Co.,  will  speak  at  the 

Among  the  highlights  of  the  four-day  opening  session, 
event  will  be  a  series  of  workshops  on  NAA  Chairman  William  S.  Morris  III, 

industry  issues.  One  workshop,  “The  chairman  and  CEO  of  the  Morris  Corn- 

Next  New  Thing.”  will  be  headed  by  munications  Corp.,  will  deliver  the 

Steven  Brill,  the  chairman  and  CEO  of  kevTiote  address.  The  convention  also  will 
Brill  Media  Holdings.  Another  workshop,  feature  the  election  of  officers  and  mem- 
“Newspapers  and  the  Internet,”  will  hers  of  the  association’s  board, 

feature  an  address  by  Bariy-  Diller,  the  —  Ken  Liebeskind 


chairman  and  CEO  of  USA  Networks. 

Arthur  O.  Sulzberger  Jr.,  chairman  of 
the  New  York  Times  Co.,  will  speak  at  the 
opening  session. 

NAA  Chairman  William  S.  Morris  III, 
chairman  and  CEO  of  the  Morris  Com¬ 
munications  Corp.,  will  deliver  the 
kevTiote  address.  The  convention  also  will 
feature  the  election  of  officers  and  mem¬ 
bers  of  the  association’s  board. 

—  Ken  Liebeskind 


MEWSPAPmS 

ALABAMA 
The  Birmingham  News 
and  Birmingham  Post- 
Herald 

Victor  Hanson 

Florence  Times  Daily 

Frank  Helderman 

The  Huntsville  Times 

Robert  Ludwig 

Mobile  Register 
W.  Howard  Bronson 

The  Tuscaloosa  News 

Ronald  Sawyer 

ALASKA 
Juneau  Empire 
John  Winters 

ARIZONA 
The  Arizona  Daily 
Star,  Tucson 

Jane  Amari 

The  Arizona  Republic, 
Phoenix 

John  Oppedahl 

Tucson  Citizen 


Michael  Chihak 
C.  Donald  Hatfield 

ARKANSAS 
Conway  Log  Cabin 
Democrat 

Michael  Hengel 

CALIFORNIA 
Contra  Costa  Times, 
Walnut  Creek 

George  Riggs 

The  Desert  Sun,  Palm 
Springs 

Robert  Dickey 

Inland  Valley  Daily 
Bulletin 

Robert  Balzer 

Long  Beach  Press- 

Telegram 

John  Findley 

Los  Angeles  Daily  News 

Ike  Massey 

Los  Angeles  Times 

Robert  Magnuson 
John  Puerner 

The  Orange  County 
Register 


52  EDITOR& PUBLISHER  MAY  8,  2000 


www.editorandpublisher.com 


CONVENTION  DIRECTORY 


N.  Christian  Anderson 
Ronald  Redfern 

The  Press  Democrat, 
i  Santa  Rosa 

j  Michael  Parman 

The  Press-Enterprise, 
Riverside 

j  David  Cornwall 

i  The  Sacramento  Bee 

I  i  Janis  Heaphy 

!  The  San  Diego  Union- 
Tribune 

R.  Gene  Bell 

San  Francisco  Examiner 
Timothy  White 

San  Jose  Mercury  News 

Jay  Harris 
I  Melinda  Keirnan 

The  Sun,  San  Bernardino 

j  Joe  Pepe 

!  COLORADO 

I I  Denver  Rocky  Mountain 
News 

I^rry  Stratton 

j  Fort  Collins  Coloradoan 

I  Dorothy  Bland 

I  CONNECTICUT 
The  Hartford  Courant 

Vivian  Chow 
Marty  Petty 

Norwich  Bulletin 

Sherman  Bodner 

The  Stamford  Advocate 
William  Rowe 

DELAWARE 
The  News  Journal, 
j  Wilmington 

W.  Curtis  Riddle 

DISTRICT  OF 

COLUMBIA 

The  Washington  Post 

j  Boisfeuillet  Jones 
I  Lally  Weymouth 

The  Washington  Times 
I  Richard  Amberg 

I  FLORIDA 

Diario  Las  Americas, 

I  Miami 

j  Alejandro  Jose  Aguirre 

The  Florida  Times- 

I  Union,  Jacksonville 
j  Carl  Cannon 

Robert  Martin 
j  Sherwin  Pulmano 

I  Florida  Today,  Melbourne 

,  j  Michael  Coleman 

’  Fort  Lauderdale  Sun- 
I  Sentinel 
j  Robert  Gremillion 

I 

I  The  Gainesville  Sun 

[  James  Doughton 

I I  The  Ledger,  Lakeland 

I  John  Fitzwater 


The  Miami  Herald 

Alberto  Ibarguen 
Joseph  Natoli 
Lawrence  Olmstead 

The  Palm  Beach  Post 

Tom  Gioffrida 

Pensacola  News  Journal 

Denise  Ivey 

The  St.  Augustine 
Record 

Ronnie  Hughes 

St.  Petersburg  Times 

Andrew  Barnes 
Louis  Franconneri 
Richard  Reeves 
Paul  Tash 

Winter  Haven  News 
Chief 

Wayne  Ezell 

GEORGIA 
Athens  Daily  News  and 
Athens  Banner-Herald 

Jeffrey  Wilson 

Atlanta  Daily  World 

Alexis  Scott 

The  Atlanta  Journal- 
Constitution 
Booker  Izell 
Roger  Kintzel 

The  Augusta  Chronicle 

Julian  Miller 

Columbus  Ledger- 
Enquirer 

John  Greenman 

The  Macon  Telegraph 

Carol  Hudler 

Savannah  Morning  News 

Frank  Anderson 

ILLINOIS 
Arlington  Daily  Herald 

Daniel  Baumann 


The  News-Sun, 

\  Kendallville 

George  Witwer 

I  South  Bend  Tribune 

!  Mayer  Maloney 

'  The  Times,  Munster 

Charlotte  Cloninger 
William  Howard 

j  IOWA 
The  Gazette,  Cedar 
Rapids 

Joe  Hladky 


Charles  Peters 

Quad-City  Times 

Charles  Pittman 

KANSAS 

The  Morning  Sun, 

Pittsburg 

Thomas  Collinson 

The  Topeka  Capital- 
Journal 

John  Goossen 

KENTUCKY 
The  Advocate- 


Messenger,  Danville 

Mary  Schurz 

Bowling  Green  Daily 
News 

John  Gaines 

LOUISIANA 
Alexandria  Daily  Town 
Talk 

John  Newhouse 

Lake  Charles  American 
Press 

Anita  Tinsley 


The  Times-Picayune, 
New  Orleans 

Laurel  Champion 
Ashton  Phelps 
Cary  Phelps 

MAINE 

Bangor  Daily  News 

Robert  Stairs 

Portland  Press  Herald 
and  Maine  Sunday 
Telegram 
Jean  Eichenbaum 


r' 


International  Press  Fellowships 

Live  abroad  for  up  to  nine  months  and  share  your  skills 
with  colleagues  in  emerging  democracies. 

Deadlines  for  applications: 

January  15  &  July  15 


U.S.  Newspaper,  Radio  and  TV  Professionals  needed  with  experience  in: 

y  Advertising  /  Business  Management  </  Reporting  and  Editing 

/  Design  and  Layout  /  Circulation  /  Broadcast  Production 

/  Pre-press  Production  /  Curriculum  Development 

For  more  information  or  an  application  contact: 

International  Center  for  Journalists  •  1616  H  Street,  NW  •  Third  Floor 
Washington,  DC  20006  •  Tel:  202-737-3700  •  Fax:  202-737-0530 
Web;  www.icfj.org  •  E-mail:  knight@ic^.org 


Chicago  Tribune 
Scott  Smith 
Byron  White 

Decatur  Herald  & 
Review 

Michael  Gulledge 

Rockford  Register  Star 

Mary  Parks  Stier 

The  State  Journal- 
Register,  Springfield 

Patrick  Coburn 

INDLANA 
Bloomington  Herald- 
Times 

Scott  Schurz 


This  90-year-old  news  story 
is  just  developing. 


Inland  celebrates  nine  decades  by  expanding  services 

Company  sells,  rebuilds,  customizes 
and  installs  web  presses 

KANSAS  CITY  -  For  the  past  90  years,  and  .selling  pre-owned  web  offset  presses. 
Inland  Newspaper  Machinery  Corporation  Some  in  the  itHhistry  consider  Inland  to  be 
has  built  quite  a  reputatipnj&MLrebuilditig_,^theyepdy8tjdjg^jtc'*<atji^^ 


i 


The  Indianapolis  Star 

Dale  Duncan 

The  Journal  Gazette, 
Fort  Wayne 

Julie  Inskeep  Walda 

Lafayette  Journal  and 
Courier 

Gary  Suisman 


Since  1910  we’ve  quietly  gone  about  being  one  of  the  best  at  selling,  rebuilding,  customizing 
and  installing  pre-owned  web  presses.  Interesting,  but  not  something  that’ll  ever  really  land 
us  in  the  news. 

But  now  we’re  doing  something  that’ll  keep  making  headlines.  Or  at  least  printing  them. 
In  addition  to  our  other  services,  we  now  offer  consulting  on  pressroom  layout,  press 
upgrades,  press  removal  and  transportation,  reconfiguration  and  reconditioning  as  well  as 
complete  training.  Sure,  niost  news  stories  come  and  go.  This  one,  however,  is  just 
coming  of  age.  For  the  most  experienced  in  the  business,  give  Inland  a  call  today. 


Inland  Newspaper  Machinery  Corporation 

www.inlandnevvs.com  Toll  free:  1-800-255-6746  Fax:913-492-6217  Lenexa,  Kansas  USA 
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Niagara  Gazette 

Steven  Braver 

The  Post-Standard 
and  Syracuse  Herald- 
Journal 

Stephen  Rogers 

Poughkeepsie  Journal 
Richard  Wager 

Rochester  Democrat 
and  Chronicle 
David  Hunke 

Staten  Island  Advance 

Richard  Diamond 
Caroline  Harrison 

The  Times  Herald- 
Record,  Middletown 

James  Moss 

Utica  Observer-Dispatch 

Donna  Donovan 

NORTH  CAROLINA 
The  Asheville  Citizen- 
Times 

Virgil  Smith 

The  Charlotte  Observer 

Peter  Ridder 
Wendi  Thomas 

The  Dispatch,  Lexington 

Joe  Sink 

The  Herald-Sun,  Durham 

David  Hughey 
Edward  Rollins 

The  News  &  Observer, 
Raleigh 

Orage  Quarles  III 

Wilmington  Morning 
Star 

Roger  Hawkins 

The  Wilson  Daily  Times 
Morgan  Dickerman 

Winston-Salem  Journal 
V.C.  Taylor 

Jonathan  Witherspoon 

OHIO 

Akron  Beacon  Journal 

John  Dotson 

The  Cincinnati  Enquirer 
Harry  Whipple 

The  Courier,  Findlay 

Daniel  Heminger 
Edwin  Heminger 
Karl  Heminger 
Kurt  Kah 

The  Daily  Record, 
Wooster 

R.  Victor  Dix 

Dayton  Daily  News 
Edwina  Blackwell-Clark 
J.  Branford  Tillson 

The  Plain  Dealer, 
Cleveland 

Alex  Machaskee 

OKLAHOMA 
The  Daily  Oklahoman, 
Oklahoma  City 


Edmund  Martin 

OREGON 

The  Oregonian,  Portland 

Patrick  Shekel 

Salem  Statesman 
Journal 

Sara  Bentley 

PENNSYLVANIA 
Beaver  County  Times 
F.  Wallace  Gordon 

Centre  Daily  Times, 
State  College 

Lou  Heldman 

The  Daily  Review, 
Towanda 

James  Towner 

The  Express-Times, 
Easton 

Martin  Till 

The  Morning  Call, 
Allentown 

Guy  Gilmore 

The  Patriot-News, 
Harrisburg 

Ra>'mond  Gover 
John  Kirkpatrick 

The  Philadelphia  Inquir¬ 
er  and  The  Philadelphia 
Daily  News 
Anthony  Cuffie 
Robert  Hall 
Harvey  Hill 
Sandra  Long 

Pittsburgh  Post-Gazette 

David  Beihoff 
John  Rohinson  Block 

Pottsville  Republican 
&  Evening  Herald 

Uzal  Martz 

The  Reporter,  Lansdale 

Suzanne  Bush 

The  Scranton  Times 
and  The  Tribune 
William  Lynett 
Harold  Marion 

The  Sentinel,  Carlisle 

Wayne  Powell 

Tribune-Review, 

Greensburg 

Edward  Harell 

Washington  Observer- 
Reporter 

John  L.S.  Northrop 

RHODE  ISLAND 
Providence  Journal 

Mark  Ryan 
Joel  Stark 

The  Westerly  Sun 

David  Lucey 

SOUTH  CAROUNA 
The  Herald,  Rock  Hill 

Jayne  Spelzer 

The  Post  and  Courier, 
Charleston 

I>arry  Tarleton 


The  Flint  Journal 

Roger  Samuel 

The  Grand  Rapids  Press 
Danny  Gaydou 

Jackson  Citizen  Patriot 

Sandra  Petykiewicz 

Kalamazoo  Gazette 

George  Arwady 

Midland  Daily  News 

Gordon  Hall 

The  Muskegon 
Chronicle 
Gary  Ostrom 

The  Saginaw  News 

Renee  Hampton 

MINNESOTA 
The  Brainerd  Daily 
Dispatch 

Terrence  McCollough 

Duluth  News-Tribune 

Maiy  Jacohus 

St.  Cloud  Times 

Sonja  Sorensen  Craig 

Star  Tribune, 
Minneapolis 
Robert  Holder 
John  Schueler 

MISSISSIPPI 
The  Sun  Herald,  Biloxi 

Ronald  Weeks 

MISSOURI 
Jefferson  City  Post- 
Tribune  and  Daily 
Capital  News 
Gifford  Weldon 

St.  Joseph  News-Press 
David  Bradley 

St.  Louis  Post-Dispatch 


Mark  Newhouse 


MARYLAND 
The  Capital,  Annapolis 
Philip  Merrill 

The  Frederick  Post 
and  The  News 

George  Delaplaine 

The  Sun,  Baltimore 

Pamela  Henson 

MASSACHUSETTS 
The  Boston  Globe 
Richard  Gilman 
Stephen  Taylor 

Boston  Herald 
Patrick  Purcell 


Terrance  C.Z.  Egger 

Springfield  News-Leader 
Bernard  Griffin 


The  Times,  Trenton 

Richard  Bilotti 
Richard  Diamond 


NEBRASKA 
The  Grand  Island 
Independent 

Robert  Krecklow 


NEW  MEXICO 
Roswell  Daily  Record 

R.  Cory  Beck 

NEW  YORK 
Binghamton  Press  & 
Sun-Bulletin 
William  Monopoli 

The  Buffalo  News 

Stanford  Lipsey 

Editor  &  Publisher 

Dennis  O’Neill 


NEVADA 

Las  Vegas  Review- 

Journal 

Sherman  Frederick 


Reno  Gazette-Journal 

Susan  Clark-Johnson 


NEW  HAMPSHIRE 
The  Telegraph,  Nashua 

Terrence  Williams 

NEW  JERSEY 
Asbury  Park  Press 

Robert  Collins 

Courier-Post,  Cherry  Hill 
Dan  Martin 


Daily  Hampshire 
Gazette,  Northampton 

Peter  DeRose 

Springfield  Union-News 

Lariy  McDermott 
Robyn  Ann  Newhouse 
David  Starr 

The  Sun  Chronicle, 
Attleboro 

Oreste  D’Arconte 


Elmira  Star-Gazette 

Monte  Trammer 


The  Ithaca  Journal 

Barry  Rothfeld 

The  Journal  News, 
White  Plains 

Gary  Sherlock 

Newsday,  Long  Island 

Raymond  Jansen 

New  York  Daily  News 

Marie  De  Paris 
Ira  Ellenthal 
Francine  Frede 
Les  Goodstein 
Tom  Heck 


Herald  News,  West 
Patterson 

Stephen  Borg 

The  Jersey  Journal, 
jersey  City 

Steven  Newhouse 
David  Ring 

The  Press  of  Atlantic  City 
Keith  Dawm 
Robert  McCormick 

The  Record,  Hackensack 
Jennifer  Borg 
Steve  Kornbilt 
Maia  Lawrence 
Jonathan  Markey 

The  Star-Ledger,  Newark 

Linda  Dennery 
Sandr  Lohr 


Worcester  Telegram  & 
Gazette 

Bruce  Bennett 

MICHIGAN 
The  Ann  Arbor  News 
David  Sharp 

Battle  Creek  Enquirer 

Ellen  Leifeld 

The  Bay  City  Times 

C.  Kevin  Dykema 

Cadillac  News 

T.  Christopher  Huckle 

The  Detroit  News 
Mark  Silverman 


The  New  York  Times 

Charles  Bogguess 
Alton  Craig  Dunn 
Scott  Heekin-Canedy 
John  Markhoff 
Elaine  Pommells 
Frank  Rich 
Janet  Robinson 
Michael  Williams 


We  specialize  in  assisting  owners 
in  exploring  and  negotiating  the  sale 
of  their  daily  n^iiui^iapeis^os' 
non-dailymniHspapHBrgftfu^ 


Dirks,  Van  EssenS  Murray 

1 1,3E.  Marcy  Street,  Suite  1 00 

Santa  Fe,  New  Mexico  87501 

Tel:  505.820.2700 

Fax:  505.820.2900 

E-mail:  info@dirksvanessen.com 

www.dirksvanessen.com 


Ckren  \  an  Essen 


I'hilip.Murray 
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CONVENTION  DIRECTORY 


Spartanburg  Herald- 
Journal 

David  Roberts 

SOUTH  DAKOTA 

Argus  Leader,  Skxn  Falls 

[  Arnold  Garson 

I  TENNESSEE 
Citizen  Tribune,  Morris- 
j  town 

j  R.  Jack  Fishman 

Chattanooga  Times  and 
I  Chattanooga  Free  Press 
I  Ruth  Holmberg 
The  Commercial 
Appeal,  Memphis 
j  Angus  McEachran 

i  The  Greeneville  Sun 
Steven  Harbison 
Gregg  Jones 
John  Jones 

'  The  Knoxville  News- 
I  Sentinel 
]  Bruce  Hartmann 

i  TEXAS 

i  Arlington  Morning  News 

I  Lawrence  Young 

The  Dallas 
j  Morning  News 

Robert  Mong 
Burl  Osborne 
Barry  Peckham 
Fritzi  Pikes 

j  El  Paso  Times 
j  Mack  Quintana 

j  Houston  Chronicle 
Richard  J.V.  Johnson 
Jack  Loftis 
Gene  McDavid 
John  Sweeney 

Lubbock  Avalanche- 
I  Journal 

\  Mark  Nusbaum 

San  Antonio  Express- 
News 

j  Thomas  Stephenson 

UTAH 

i  The  Deseret  News, 

I  Salt  Lake  City 

I  Fred  Temby 

j  The  Salt  Lake  Tribune 
R.C.  Frisch 

VERMONT 
The  Burlington  Free 
Press 

James  Corey 

Rutland  Herald 

R.  John  Mitchell 

VIRGtNIA 

Daily  Press,  Newport 

News 

Kathleen  Waltz 

Richmond  Times- 
Dispatch 
j  Albert  August 

!  The  Roanoke  Times 


j  Walter  Rugaber 
i  Wendy  Zomparelli 

i  USA  Today 

Catherine  Captain 

The  Virginian-Pilot, 
Norfolk 

R.  Bruce  Bradley 

1  WASHINGTON 

I  The  Columbian, 

\  Vancouver 

!  Scott  Campbell 

j  The  News  Tribune, 

\  Tacoma 

I  Elizabeth  Brenner 

Seattle  Post-IntelligerKer 

Roger  Oglesby 

The  Seattle  Times 

Frank  Blethen 
Carolyn  Kelly 
I  J.  Alex  MacLeod 

Skagit  Valley  Herald 

L.  Stedem  Wood 
Leighton  Wood 

The  Spokesman- 
Review,  Spokane 

Elizabeth  Cowles 
I  W.  Stacey  Cowles 
Shaun  O’L  Higgins 

Tri-City  Herald 

Ian  Lamont 

I 

1  WEST  VIRGINIA 
Charleston  Gazette 
Norman  Shumate 

The  Clarksburg  Expo¬ 
nent  and  Clarksburg 
Telegram 
j  Cecil  Highland 

i  WISCONSIN 
The  Capital  Times 
and  Wisconsin  State 
Journal,  Madison 
Philip  Blake 
I  Clayton  Frink 
]  Frederick  Miller 

1  Daily  Jefferson  County 
Union 
Brian  Knox 

i  Kenosha  News 

j  Howard  Brown 

Milwaukee  Journal 
I  Sentinel 
j  Astrid  Garcia 
I  Keith  Spore 

I  WYOMING 
'  Wyoming  Tribune- 
Eagle,  Cheyenne 

Cindy  Marek 
Ann  McCraken 
L.  Michael  McCraken 
Scott  Walker 

ONTARIO 

The  Globe  and  Mail, 

^  Toronto 

Roger  Parkinson 

PUERTO  RICO 

El  Nuevo  Dia,  San  Juan 


Maria  Luisa  Ferre 

BRAZIL 

0  Estado  de  Sao  Paolo 

Roberto  Crissiuma 
Mesquita 

GUATEMALA 
Prensa  Libre, 
Guatemala  City 

I  Alvaro  Contreras 
Luis  Enrique  Solorzano 

PANAMA 

La  Prensa,  Panama  City 

Juan  Arias 
Camilo  Cardoze 
Anabelle  RubinofF 


NEWSPAPEII 

mmmmi 

;  Allied  Daily  Newspa-  I 
pers  of  Washington 

Rowland  Thompson  i 

ANG  Newspapers 

j  Scott  P.  McKibben 

The  Associated  Press  I 
Bill  Aheam  I 

Vin  Alabiso  ^ 

Louis  D.  Boccardi  i 

Jim  Donna  ' 

Claude  Erbsen 
Patrick  O’Brien 


John  Reid  i 

Tom  Slaughter  I 

Dave  Tomlin 
Kelly  Smith  Tunney 
James  R.  Williams 
Jonathan  Wolman 

Belo  ! 

Robert  Decherd  j 

Blade  Communications  j 
Inc.  I 

j  William  Block  j 

I  Blethen  Maine 
Newspapers  I 

1  Charles  Cochrane  j 

j  Buckner  News  Alliance  I 

j  Phillip  Buckner 

Calkins  Newspapers 

Gary  Shorts 

Cerrtral  Newspapers  Inc. 

Howard  Finberg  | 

Thomas  MacGilivray 
I  Louis  A.  Weil  III 

Community  Newspaper  ' 
Holdings  Inc.  i 

I  Donna  Barrett  j 

I  Kevin  Kampman  I 
j  Michael  Reed 

j  Consolidated  Publish- 
j  ing  Co.  Inc. 

Phillip  Sanguinetti 

Copley  Newspapers 


1  David  Copley 
1  Harold  Fuson 
Charles  Patrick 

Cox  Newspapers  Inc. 

John  Campbell 
Cathy  Coffey 
:  James  Cooper 
j  Brian  Coopers 
j  Caroline  John 
^  Mark  Mansfield 
Jay  Smith 

1  C.  Buddy  Solomon 

Donrey  Media  Group 

i  Michael  Ferguson 
i  Ray  Gash 
i  Mark  Hinueber 

Dow  Jones  &  Co. 

William  Casey 
;  Michael  Sheehan 

Fort  Wayne 
I  Newspapers  Inc. 

;  Scott  McGehee 

Forum  Communications 
i  Co. 

I  Lloyd  Case 
I  Bill  Marcil 
!  William  Marcil 

Freedom  Communica¬ 
tions  Inc. 

Steven  J.  Buckley 

Gannett  Co.  Inc. 

Philip  Currie 


Douglas  McCorkindale  I 

David  Neft  ' 

Carleton  Rosenburgh  j 

Gray  Communications  j 

Systems  Inc.  I 

Thomas  Stultz  I 

The  Hearst  Corp. 

J.D.  Alexander  | 

Frank  Bennack  | : 

Joseph  D’Angelo  | 

Victor  Ganzi  | 

George  Irish 

Kirk  MacDonald  I . 

Frank  Roberts 
Henry  Wurzer 

Home  News  Enterprises 

Jeffrey  Brown  ' 

Donald  Bucknam  ' 

, ! 

Horvitz  Newspapers  Inc.  i  I 

Peter  Horvitz  1 1 

Howard  Publications  I 

Thomas  Howard 

Independent  Publica-  1 1 

tions  Inc.  |  j 

j  Andrew  Bickford  | 

Charles  Catherwood  i  j 

[  William  McLean  III  j  j 

William  McLean  fV 

Johnson  Newspaper  j  | 

1  Corp.  ' ' 

!  Harold  Johnson 

Journal  Register  Co.  ! 
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Morris  Communications 

Susie  Baker  Morris 
James  Currow 
JoAnn  Hoffman 
Pete  May 

Martha  Jean  McGehee 
Will  Morris 
William  S.  Morris  III 
Dan  Smith 
Mark  Smith 
Douglas  Sumrell 

Morris  Newspaper  Corp. 

Charles  Morris 

New  York  Times  Digital 

Martin  Nisenholtz 

The  New  York  Times  Co. 

Michael  Golden 
Arthur  Ochs  Sulzberger 
Arthur  Sulzberger  Jr. 

New  York  Times  Region¬ 
al  Newspaper  Group 

David  Harvey 
Lynn  Matthews 

Nutting  Newspapers 

Robert  Nutting 

Observer  Publishing  Co. 

Thomas  Northrop 

Omaha  World-Herald 
Co. 

John  Gottschalk 

Osteen  Publishing  Co. 

Hubert  Osteen 

Ottaway 

Newspapers  Inc. 

Beverly  Jackson 
James  Ottaway 
Joseph  Richter 
Peter  Stone 

Paddock 
Publications  Inc. 

Douglas  Ray 

Parade  Publications  Inc. 

Walter  Anderson 
Jack  Griffin 
Howard  Hoffman 
Frederick  Johnson 
Lee  Kravitz 
F.lizabeth  Manigan 
John  Meyer 
Ron  OTSIeil 
Michael  Perry 
William  Shiver 


Record-Journal 
Publishing  Co. 

Eliot  White 

Rust  Communications 

Gary  Rust 
Jon  Rust 
Rex  Rust 

Sandusky 
Newspapers  Inc. 

David  Rau 

Schurz 

Communications  Inc. 

Franklin  Schurz 
James  Schurz 

The  E.W.  Scripps  Co. 

Jeff  Hively 
Alan  Horton 
M.  Denise  Kuprionis 
LawTence  I.«ser 
Charles  Scripps 
Craig  Standen 

Small  Newspaper 
Group  Inc. 

Len  Robert  Small 

Southern 
Newspapers  Inc. 

Leon  Brown 

Sun  Coast  Media 
Group  Inc. 

Derek  Dunn-Rankin 

Thomson  Newspapers 

Stuart  Garner 
Terry  Quinn 
James  Smith 

Times  Community 
Newspapers 

Arthur  Arundel 

Times  Mirror  Co. 

Stephen  Meier 
Hilary  Schneider 
Ramona  Victalino 
Efrem  Zimbalist 

Times  Newspapers 

Edward  Lynett 
George  Lynett 

Tribune  Co. 

Dale  Cohen 
Paulette  Dodson 
Dennis  FitzSimons 
Crane  Kenney 
John  Madigan 

Tribune  Interactive 

Timothy  Landon 

Tribune  Publishing  Co. 

Jack  Davis 
Jack  Fuller 
Timothy  Knight 
Ruby  Scott 

21st  Century 
Newspapers  Inc. 

Frank  Shepherd 

Tucson  Newspapers 

Cathy  Davis 

USA  Weekend 

David  Barber 
Joan  Meisenhelder 


Leonard  Elliott 

Media  General  Com¬ 
munity  Newspapers 

Terry  Hall 

Media  General  Inc. 

Stewart  J.  Bryan 
Graham  H.  Woodlief 

MediaNews  Group  Inc. 

Peter  Bernhard 
Joseph  Lodovic 
Frederick  Anderson 
William  Dean  Singleton 
Anthony  Tierno 

Metropolitan  Sunday 
Newspapers 

Michael  Baratoff' 
Phyllis  Cavaliere 


Lancaster 
Newspapers  Inc. 

John  Buckwalter 


Jean  Clifton 
Howard  Griffin 
Robert  Jelenic 

Kendallville 
Publishing  Co. 

George  Witwer 
Grace  Witwer- 
Housholder 

Knight  Ridder 

Mary  Jean  Connors 
Virginia  Dodge  Fielder 
Ross  Jones 
Frank  McComas 
Tony  Ridder 
Michael  Rogers 
Steven  Rossi 
Joseph  Visci 


Greg  Veon 

Liberty  Group  Publishing 

Kenneth  Serota 

Lionheart 
Newspapers  Inc. 

Andrew  Armstrong 
Richard  Connor 
Kenneth  Hanau 
Denise  Spitler 

The  McClatchy  Co. 

Peter  CaJacob 
Christian  Hendricks 
Gary  Pruitt 
Robert  Weil 
Frank  R,  J.  Whittaker 

McClier  Newspaper 
Group 


Landmark  Communi¬ 
cations  Inc. 

Frank  Batten 


Landon  Media 
Group  Inc. 

William  Block 
Mark  I.andon 
Owen  Landon  III 
Owen  Landon  Jr. 

Lee  Enterprises  Inc. 

Richard  Gottlieb 
Mary' Junek 
Randy  Miller 
Michael  Phelps 


Your  newspaper’s  online  stats  &  expanded  sports  package 


MIND  FOR  THE  GAME . 

Every  sport,  every 
game.  Scores,  stats  and 
summaries.  It’s  all  here 
at  SportsHuddle.oom,  _ 
the  new  expanded  online 
service  just  for  newspapers. 


HEART 

At  the  heart  of 
SportsHuddle’s  service 
is  our  proprietary 
software.  It  collects, 
maintains  and 
publishes  all  of  your 
local  high  school  stats 
for  an  sports. 


LEAN  AND  MEAN  - 

Eliminates  multiple 
entry  of  rosters, 
schedules  and  stats, 
allowing  you  to  use 
your  team  more 
efficiently. 


GREAT  HANDS 

SportsHuddle.com’s 
web  mterface  allows 
greater  versatility 
to  automatically 
publish  to  both 
print  and  ohUne. 


QUICK  FEET 

Easy-to-learn,  \ 
customized 
templates  let 
you  build  box 
scores  and 
summaries  fast. 


EXPLOSIVE 

It’s  local  and  targeted. 
It’s  personalized. 

It’s  comprehensive 
and  in-depth. 
SportsHuddle  has 
everything  you  need 
to  keep  your  readers 
coming  back  again 
and  again. 


Paxton  Media  Group 

David  Paxton 
Fred  Paxton 
Richard  Paxton 


Pioneer  Newspapers 

Heather  Wood  Berkley 
Rebecca  Erin  Greeene 
David  Lord 
Marion  Wood  Roozen 
Laura  Scripps  Wood 
Susan  Scripps  Wood 

Pulitzer  Inc. 

Mark  Contreras 
Michael  Pulitzer 
Robert  Woodworth 


sportshuddle.com 


where  high  school  sports  come  together 


To  give  SportsHuMle.com  a  tryout,  contact: 
Tracy  Kellaher  or  Laurie  Gatch  at  314-361-5775 
piayer@>spor  tshuddie.  com 
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See  us  at  Nexpo  2000 
Booth  #2731 


AdOne  LLC 

Brendan  Burns 


Thomas  Wolfe 


Lexis-Nexis 
NewsView  Solutions 

Dawn  Conway 

MAN  Roland  Inc. 

Gregory  Harabin 
Hany  Newton 

Management 
Planning  Inc. 

Scott  Richards 
James  Roberts 

The  Martin  Agency  Inc. 

David  Mack 

Media  Marketing  Inc. 

James  Theall 

mediapassage.com 
Thomas  Culligan 
Anthony  G.  Kingsley 

mediaspacebank.com 

Peter  Anderson 
Jean  Edwards 
Gene  Falk 
Frank  Grasso 
Tony  Menchaca 
Kenn  Weakley 
Paul  Wilkinson 
Charles  Williams 

Metro-Suburbia  Inc. 

Robert  Schoenbacher 

Mutual  Insurance 
Co.  Ltd. 

Paul  O’Brien 
Jerome  Schaefer 


Van  Zandt  Newspapers 

John  Buzzetta 

The  Washington  Post  Co. 

Donald  Graham 
Katharine  Graham 
Gerald  Rosberg 

Wehco  Media  Inc. 

Walter  Hussman 

Western 

Newspapers  Inc. 

Donald  Soldwedel 

The  Wicks  Group 
of  Companies  LLC 

Carter  Bales 
Edgar  Berner 
Matthew  Gormly 

York  Newspaper  Co. 

Joseph  Zerbey 


Joseph  Jure 
Todd  Krohn 
Mark  Poole 

Executive  Resource 
Group  Inc. 

Sihyl  Masquelier 

Fisher  -t-  Criner 

Linda  Fisher 

Gannett  News  Service 

Dinah  Eng 

Garden  State  Paper  Co. 

Thomas  Hahn 

GMA 

Randy  Seidel 

Goss  Graphic  Systems 

Sam  McKeel 
James  Sheehan 

iCopyright.com 

Bill  Burger 
Peter  Lindburg 

InfiNet 

Stephen  Fuschetti 

Infosis  Corp. 

Alfred  Corey 

Innovation  International 
Media  Consulting  Group 

Marta  Botero 
Juan  Giner 
Carlos  Soria 


Gary  Moore 

J  Ayers  &  Associates  Inc. 

Jayne  Ayers 

JobOptions  LLC 

Tom  Flood 

Kannon  Consulting  Inc. 

Barbara  Cohen 

KBA  North  America  Inc. 

Gary  Owen 
Bruce  Richardson 
Heinz  Schmid 

King  &  Ballow 

Robert  Ballow 
Richard  Lowe 
Alan  Marx 

Koenig  &  Bauer  AG 

Walter  Shumacher 

KOZ  Inc. 

John  Christy 
Michael  Moran 
Wendy  Robinson 

Kruger  Inc. 

Michael  Barry 
Kenneth  Carpenter 
Waldo  Hart 
J.  Stuart  Hermon 
Joseph  Kruger 
Michael  Lafave 
Terrance  Pendelton 
Richard  Rumble 
Lincoln  Simpson 
Robert  Walls 


Brill  Media  Co. 

Clifton  Forrest 

Buckner  News  Alliance 

David  Martens 

Classified  Ventures  Inc. 

David  Israel 

Consultant 

Victor  Hussey 

Continental  Trading 
Group 

Bernard  Bottomley 

Criner  -I-  Fisher 

Kathleen  Criner 

Daishowa  Sales  Ltd  US 

Mark  Hollingsworth 
Roland  Holub 
Arthur  Miller 
.John  Parish 

Dario  Designs  Inc. 

Dario  DiMare 

Dirks,  Van  Essen  & 
Murray 

Lee  Dirks 
Philip  Murray 
Owen  Van  Essen 

Donohue  Inc. 

Dean  Davies 
Raymond  Rosebush 

Enron  Corp. 


American  Color 
Graphics  Inc. 

James  Taylor 

Audit  Bureau  of 
Circulations 

Michael  Laverj’ 

The  Austin  Co. 

Michael  McCaleh 


Baker  &  Hostetler  LLP 

William  Appleton 
John  Burlingame 
Edward  Estlow 
Charles  Price 

The  Barry  Group 

Miles  Groves 

Belden  Associates 

S.W.  Papert 

Bowater  Inc. 

Gerald  Blanchard 
Gregory  Buckardt 
E.  Grant  Burrows 
Owen  Cardell 
J.  Michael  Devon 
C.  Randy  Ellington 
William  Fey 
M.  Ann  Frazier 
Arthur  Fuller 
John  Marshall 
Andrew  Mickool 
Barbara  Phenix 


Abitibi-Consolidated 

William  Coppock 
J.  Peter  Maier 
C.  Donald  Martin 
Sean  Terry 

Access  Media  Inc. 

Robert  Brierly 
Charles  Champion 
Larry  Sanders 
Thomas  Smith 
Michael  Veitch 


■  Pape  +  Partner  -  if  you  want  to  be 
on  the  safe  side,  we  are  the  only  ones 


How  many  phone  calls  do  you  have  to  make 
before  you  know  the  production  status  of 
your  ads  and  editorial  pages?  Too  many?  Do 
it  the  easy  way:  With  Pape  +  Partner,  your 
production  is 


■  transparent, 

■  safe, 

■  efficient. 


Starting  from  electronic  product  planning, 

Pape  +  Partner  automates  all  process  steps, 
such  as  ad  production,  classified  pagina¬ 
tion,  page  assembly  and  platemaking.  In 
doing  so,  Pape  +  Partner  integrates  all 
standard  systems  of  other  manufacturers 
into  a  digital  workflow.  In  addition,  with  our 
Web-based  ClobalTrack  you  retain  an  Internet: 

overview  of  your  entire  production.  Curious?  E-mail: 


Pape  +  Partner  Media 


http://www.ppi.de 

media@ppi.de 
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CONVENTION  DIRECTORY 


Mark  Swope 

MyWay.com 

Chas  McKeown 
Edward  Wolyniec 

I '  Nando  Media 

I  James  Green 

I  NAPP  Systems  Inc. 

[  Jacqueline  Crossman 
I  Tom  Moore 
'  Kai  Wenk-Wolflf 

1 

Newspaper  National 
Network 

1 1  Bill  Aiello 
I  Barbara  Ancona 
j  Nicholas  Cannistraro 
!  Gayle  Champagne 
A1  Dant 
Mary  Dowling 
Jack  Grandcolas 
I  Robert  Shapiro 

I  Robert  Watson 

The  Newspaper 
Network  Inc. 

I ,  Alan  Truax 

'  Newspaper  Services 
of  America 

j  j  Ernest  Westerhold 

I  Newsprint  Sales  Co. 

Leighton  Jordan 

^  I  Newsprint  South  Inc. 

j  j  Robert  Reynolds 

I  Jack  Von  Runnen 
j  j  Don  Westfall 

New  York  Times 
Syndication  Sales 

[  Gloria  Anderson 

j  Nixon  Peabody  LLP 

John  Stuart  Smith 

I  Ontempo  Inc. 

!  Frank  Bruno 

Helmut  Fluhrer 
'  Denny  Graham 

PAGE  Co-op 

I '  H.  Charles  Berky 

Papier  Masson  Ltee 

j  Jock  Coulson 

I  John  Doelman 

j  William  Raby 

Pentawave  Inc. 

i  I  Lisa  Cramer 

j  Bruce  Culver 

j  Pat  Dugan 

i  Harold  Evans 

David  Frenkel 
Robert  Holt 
Jessica  Jones 
Jim  Kanir 
Lise  Lambert 
Craig  Levy 
Michael  Nick 
Phillips  Smith 
John  Thompson 

PressPoint 

I  Stefan  Langan 

Publishing  Business 
Systems  Inc. 

i  I  Bud  DePietto 
I  j  Stephen  Smith 


I  Scarborough  Research 

j  Steven  Seraita 

I  Smartcirc! 

j  Larry  Maynard 

i  Smith  Investments 

1  Joe  D.  Smith 

I  Smurfit  Newsprint  Corp. 

Jon  Melkerson 
I  Ronald  Osberg 

SP  Newsprint  Co. 

James  Burke 
j  Mark  Klimko 
John  Moler 

Strategic 
Publications  LLC 

Denny  Gua.staferro 

Summit  Media  Partners 

j  Thomas  Arnold 

I  TC  Advertising 

Robert  Andrews 
1  Larry  Santillo 

Thomson  Interactive 
Media 

Maureen  Kennedy 

I  Thomson  Target  Media 

Paul  Camp 

TKS(USA)lnc. 

j  Sadao  Hayashi 
■  Michael  Shafer 

Tribune  Media  Services 

David  Williams 

I  The  TriStaff  Group 

'  Richard  Papike 

Union  Bank  of  California 

Seth  Yakatan 

Valassis 

.  Communications  Inc. 

I  Larry  Berg 

Videoaxs.com 

I  Deborah  Drevfiiss- 
I  Tuchman 

Western  Colorprint 

Ryan  McKibben 
I  JeffReimer 

I  Youngs,  Walker  &  Co. 

Michael  Walker 

j  YourEmarket.com 

I  Victoria  Canning 


American  Press  Institute 

I  William  Winter 

Association  of  Alter¬ 
native  Newsweeklies 

Richard  Karpel 

California  Newspaper 
I  Publishers  Association 

I  Jack  Bates 


Central  Michigan 
I  University 

I  John  Hartman 

Columbia  Journalism 
Review 

i  David  Laventhol 

Columbia  University 

'  Thomas  Goldstein 

I  Eastern  Illinois 
j  University 

j  Les  Hyder 

I  Eisenhower  Exchange 
Fellowships 

Francois  Dufour 
Heleena  Savela 
Enrique  Valiente 
Noailles 

Fordham  Graduate 
School  of  Business 

i  John  Polich 

The  Freedom  Forum 

Charles  Overby 

Idaho  Newspaper 
Association 

!  Bob  Hall 

Inland  Press  Association 

Ray  Carlsen 

International  Newspaper 
Marketing  Association 

Earl  Wilkinson 

Japanese  Newspaper 
Pubishers  &  Editors 
Association 

i  Hitoshi  Saito 

Terry  Maguire 

Maynard  Institute  for 
,  Journalism  Education 

I  A.  Stephen  Montiel 

Media  Studies  Center 

I  Robert  Giles 

Michigan  Press 
I  Association 

1  Michael  MacLaren 

NAMME 

t  Jeanne  Fox-Alston 

New  Directions  for  News 

Jean  Gaddy  Wilson 

New  Jersey  Press 
Foundation 

j  John  O’Brien 

New  Mexico  Press 
Association 

I  Catherine  Ullett 

New  York  Newspaper 
Publishers  Association 

Diane  Kennedy 

New  York  Press 
Association 

Michelle  Rea 

Newspaper  Association 
of  America 

Rebecca  Albers 
;  Kristen  Andersen- 
I  Fleming 
Willie  Arevalo 
I  Nicki  Ballinger 


Randy  Bennett 
Andrea  Benson 
Marc  Benson 
Suzanne  Bilinski 
Anne  Billups 
David  S.J.  Brown 
Judith  Burrell 
Elise  Burroughs 
David  Carrillo 
Nancy  Close 
Joyce  Clothier 
Pam  Collier 
Jim  Conaghon 
i  Nancy  Davis 
I  Michelle  Duke 
Debra  Gersh  Hernandez 
Morton  Goldstrom 
i  Charlene  Gridley 
Janece  Jinks 
John  Kimball 
Toni  Laws 
E.  Molly  Leahy 
Tony  Marsella 
Kevin  McCourt 
I  Rene  Milam 
t  John  Murray 
Mary  Jo  Nichols 
t  Kelly  Nolan 
I  Nancy  Osboro 
j  Steve  Palmedo 
'  Gary’  Peifer 
i  Joan  Redfern 
!  Dawn  Rhine 
I  Jim  Richards 
Parks  Rogers 
Diane  Rossi 
I  Christine  Sabo 
i  Robert  Scaife 
I  Melissa  Shank 
i  (Jeorgia  Smith 
I  Kate  Susack 
Dreanna  Taylor 
I  Carolyn  Terry 
Rosalind  Truitt 
Margaret  Vassilikos 
j  Christine  Wood 
!  Linda  Worthington 

Nice 

Blake  Barker 
i  Charles  Feeney 
I  Mary  Anne  Kanter 
J  Ronald  Richards 
I  Sharia  Trillo 
!  Jean  Weishahn 

North  Carolina  Press 
Association 

j  Teresa  Sawyer 

Northwestern  University 

I  Mary  Jo  Crosby 
i  John  Lavine 

Ohio  Newspaper 
Association 

Frank  Deaner 

1 

Pennsylvania  News-  I 
paper  Association 
I  Timothy  Williams 

The  Poynter  Institute 

William  Boyd 
i  Karen  Dunlap 
^  James  Naughton 

Presstime 

I  Terence  Poltrack 


Charles  Rowe 

Southern  Illinois  Uni- 
I  versity  at  Carbondale 

j  Daily  Egyptian 

j  Robert  Jaross 

!  Tennessee  Press 

J  Association 

j  Gregory  Sherrill 

I  Texas  Press  Association 

j  Michael  Hodges  j 

Trinity  Western  | 

University  I 

Brendan  Bailey  i 

Stephanie  Betzold 

Connie  Braun 

Geri  Forsberg 

Sarah  Goshulak  | 

Rebecca  Grant  ! 

Wegene  Menouta 

Lindsay  Person 

Jesse  Rosten 

Anna  Stueckle 

Wen  Ya  Wang  j 

University  of  Florida 

Terry  Hynes 

Univerity  of  Oregon 

Timothy  Gleason  j 

Wisconsin  Newspaper  I 
Association  j 

Sandra  George 

Yellow  Pages  Publishers 
Association 

;  Julie  Bowden 

SPEAKERS 

Mayor  Rudolph 
Giuliani  of  New  York 

Andrew  Barnes 

j  St.  Petei'sburg  Times 

\  Anne  Billips 

NAA 

Steven  Braver 

Niagara  Gazette 

I  Steven  Brill 

j  Brill’s  Content 

J.  Stephen  Buckley 

Freedom  Communica¬ 
tions  Inc. 

;  Nicholas  Cannistraro 

I  Newspaper  National 
Network 

Jim  Collins 

Author,  “Built  to  Last” 

Kevin  Coyne 

Bates  USA 

Barry  Diller 

USA  Networks 

Jay  Harris 

San  Jose  Mercury  News 

\  David  Harvey 

j  New  York  Times  Regional 
Newspaper  Group 

Carol  Hudler 

i  The  Macon  Telegraph 


Raymond  Jansen 

Newsday 

Gregg  Jones 

The  Greenville  Sun 

Sandra  Lahr 

The  Star-Ledger 

John  Lavine 

Northwestern  University 

Toni  Laws 

NAA 

Chris  Mahai 

Clavm  Inc. 

John  Markoff 

The  New  York  Times 

Tony  Marsella 

NAA 

John  Martire 

Clark,  Martire  & 
Bartolomeo  Inc. 

Joel  Maske 

ISyndicate 

Scott  Miller 

The  Z  Group 

William  S.  Morris  III 

Morris 

Communications  Corp. 

Kevin  O’Connor 

Doubleclick 

Charles  Pittman 

Quad-City  Times 

Orage  Quarles  III 

The  News  Cf  Observer 

Robert  Scaife 

NAA 

Beverly  Sills 

Lincoln  Center  for  the 
Performing  Arts 

Paul  Silverman 

'  Campbell  Soup  Co. 

William  Dean  Singleton 

MediaNews 
Group  Inc. 

Leslie  Stahl 

CBS  News 

I  John  Sturm 

I  NAA 

Arthur  Sulzberger  Jr. 

The  New  York  Times 
j  Co. 

!  Jeff  Taylor 

Monster.com 

Thomas  Tewell 

Fifth  Avenue 
Presbyterian  Church 

Martin  Till 

The  Express-Times 

I  Jean  Weishahn 

j  Nice 

Scott  Woelfel 

j  CNN  Interactive 

I  JayZitz 

I  Newspapers  First 
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-FEATURES  AVAILABLE-  H 


-ANNOUNCEMENTS- 


AUTOMOTIVE 


WE’LL  DO  the  writing,  you  sell  the  ads! 
Enhance  your  auto  section  and  ad  sales 
with  articles  from  AUTOMOTIVE  NEWS 
and  AUTOWEEK,  the  leaders  In  weekly 
automotive  industry  reporting. 

Automotive  News  Syndicate 
Joe  Hanley  (212)  254-0890 
Fax  (212)254-7646 


COLUMNS  AVAILABLE 


GRIMMLY  REFLECTING  free  sample  by 
E-mail  from  anne@willapabay.org  http:// 
www.willapabay.org/~anne 


ENTERTAINMENT 


Shoppers,  Free  Papers,  Mailers  -  Jazz  up 
your  publication  with  our  lively 
Hollywood  column.  Could  sell  ads! 
Fax  request  for  samples  847-446-4804 
or  E-mail  Lafs@aol.com 


ENVIRONMENT 


“ENVIRONMENTAL  TRENDS” 
Weekly  syndicated  column.  Excellent 
real  estate  supplement.  Samples/rates: 
Stuart  Lieberman  (609)  497-3930 


FEATURES  AVAILABLE 


DOWNLOAD  FREE  FEATURE  HOME 
ARTICLES  FROM  OUR  WEB  SITE. 
www.wdfarmerplans.com/featurehomes 


MOVIE  REVIEWS 


MINI  REVIEWS.  Essential  information 
for  moviegoers.  Camera  ready.  Star 
photos.  Appealing,  graphic  rating 
system.  Cineman  Syndicate,  P.O.  Box 
4433,  Middletown,  NY  10941. 

(914)  692-4572,  Fax  (914)  692-831 1 


ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  292-4308/(909)  766-7617 


-ANNOUNCEMENTS-  || 


NEWSPAPER  APPRAISERS 


APPRAISALS  &  FORMAL  Business  Plans 
KAMEN  &  CO.  GROUP  SERVICES 
E-mail:  kevinkamenandco@aol.com 
Tampa,  FL  (727)  786-5930 
NY  (516)  379-2797,  Fax  (516)  379- 
3812 


WHAT’S  YOUR  PAPER  WORTH? 
Find  Out  Today!  It’s  Free! 
www.mediamergers.com 


NEWSPAPER  BROKERS 


780  Sold -Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)253-5016 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  S. West/West 
(505)  524-0122 

John  Szefc,  Midwest  (914)  291-7367 
Michael  Bradley,  Northeast 
(508)  563-2835 


BILL  MATTHEW  COMPANY 
conducts  professional,  confidential  negotia¬ 
tions  for  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(727)  733-8053  or  write  Box  3129, 
Clearwater  Beach,  FL  34630 

No  obligation  of  course. 


GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

RO.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Affiliated  with  Mel  Hodell 
Nationwide  Sales,  Acquisitions,  Mergers 
5196  Benito  St,  #11,  Montclair,  CA  91763 
(909)  626-6440,  Fax  (909)  624-8852 
www.media-broker.com 


JMPC,  Est.  1983,  sells  community,  sub¬ 
urban,  niche,  daily,  and  weekly  newspa¬ 
pers,  in  90-120  days.  Phone  (614) 
889-9747.  http://www.jmpc.net 


BUSINESS  OPPORTUNITIES 


FULL-SERVICE  NON-HEATSET 
Web  Print  Shop  -  Buffalo,  New  York 
area.  Annual  sales  Is  $3  million  range. 
Priced  to  sell  quickly.  For  more  informa¬ 
tion,  Call  Tom  or  Mike  at: 

(716)684-4300 


NEWSPAPER  APPRAISERS 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356 

www.editorandpublisher.com 


Leader  in  Sale 
of  Community  K.;.  M 
Newspapers  Jj^ 

Check  our  References 
(214)265-9300  Ted  Rickenbacher 
Rickenbacher  Media 

6731  Desco  Dr.,  Dalla.s,  TX  75225 
www.rickenbachermedia.com 


MICHAEL  D.  LINDSEY 
Experienced  —  Confidential 
229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003,  Fax  (307)  772-0004 


NEWSPAPER  BROKERS 


MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 

(404)  364-6554,  Fax  (404)  364-6533 
Lon  W.  Williams 


PHILLIPS  PROPERTIES,  INC. 
Consultants  -  Investments 
Management  -  Brokers 
RO.  Box  219 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 


THOMAS  C.  BOLITHO 
BOLITHO  MEDIA  SERVICE 
Newspaper  Sales  &  Appraisals. 

A  34-Year  Tradition  of  Service 
www.bolitho.com  (580)421-9600 


NEWSPAPERS  FOR  SALE 


ESTABLISHED  MONEYMAKER,  revenue 
$400K  in  North  Texas.  Others  available. 
Rickenbacher  Media: 

(2 1 4)  265-9300  or  (8 1 7)  926-5 1 1 6 


FLORIDA  -  Great  Bargains  for  qualified 
individuals  -  Keys  lifestyle  guide,  owners 
relocation;  and  women’s  monthly  in 
major  Atlantic  market.  Mayo  Communi¬ 
cations: 

(813)971-2061 


FOR  A  LIST  OF 
Publications  For  Sale  Go  To  .. 
www.mediamergers.com 

FOR  CURRENT  LISTINGS 
GO  TO 

www.cribb.com 


NEWSPAPER  APPRAISERS 


NEWSPAPERS  FOR  SALE 


SMALL  WEEKLY  GROUP 
Great  growth  potential,  growing,  ideally 
located.  Superior  web  plant  with  bonus 
contract  print.  Specifics  to  qualified  ($2- 
3  million)  buyers.  Zone  6.  Write: 

Box  01245,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036 

TEXAS  county  seat  weeklies,  others. 
Free  list.  Bill  Berger,  ATN,  1801  Exposi¬ 
tion,  Austin,  TX  78703-2833. 

(512)476-3950 

NEWSPAPERS  WANTED 

AMERICAN  PUBLISHING  COMPANY 

is  actively  seeking  to  purchase 
dailies,  weeklies,  shoppers 
and  niche  publications. 

For  a  confidential  discussion  call ... 
Kenneth  Cope,  Exec.  Vice-Pres. 

(417)  850-8544  or  (417)  451-9545 


LIBERTY  GROUP  PUBLISHING 
is  aggressively  seeking  newspapers  and 
other  print  publication  acquisitions.  LGP 
is  owner/operator  of  approximately  300 
publications,  including  64  daily  news¬ 
papers.  All  correspondence  and  dis¬ 
cussions  are  confidential.  Contact: 

KEN  SEROTA 
President  &  CEO 
3000  Dundee  Rd.,  Suite  202 
Northbrook,  IL  60062 
Phone:  (847)  272-2244 


CAMERA  &  DARKROOM 


NO  NONSENSE  50“  WEB 
SQUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)372-0372 


NEWSPAPER  APPRAISERS 


Confidential  Appraisal 
for  Estate,  ESOP, 
Partners,  Bank,  Tax, 
Stock,  Assets  i 


&  Associates 

Publication  Brokerage 
&  Appraisals 
asL1923 


We  have  sold 
thousands  of 
publishing  companies 
since  1923 


Please  call  us  to  discuss  your  options  in  a  sale 


John  Ciibb 
406-586-6621 
104  E.  Main,  Suite  402, 
Bozeman,  MT  S9715 
|crlbb®imt.nat 


Jim  HIcka 
307-684-9407 
336  US  16  Eaat. 
Buffalo,  WY,  82864 
lfhlcksOtrib.com 


For  a  Hating  of  pubHcatipns  for  sale. 


Tom  Karavakis 
941-4C3-4133 
268  Edgomere  Way  E., 
NmIm.  FL  3410S 
tokisOmindaprlng.com 

to  www.cribb.com 
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-INDUSTRY  SERVICES- 


-EQUIPMENT  8,  SUPPLIES- 


MAILROOM 


ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 

NEWSTEC,  INC. 

Specializing  in  SLS/Muller  Martini 
and  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installation 

•  Mailroom  Systems  •  Inserter  Controls 

•  Buy/Sell  Used  Mailroom  Equipment 

Terry  Connors,  Director  of  Sales 
Phone:  (508)  850-7945 
Fax:(508)850-7951 
www.newstec.com 


PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-5817,  Fax  (770)  590-7267 


PRESSES 


8-unit  Goss  Suburban  Press  with  4-two 
high  1000  series  units,  1500  Series 
Folder  with  quarterfolder  and  double  set 
of  nips.  1000  Series  Folder  with  rebuilt 
quarterfolder.  Units  and  Quar-  terfolder 
rebuilt  8/99  by  D&M  In-  dustries. 

Also  included  are  2-75hp  motors,  2 
FINER  drives,  and  OFFSET  TECH¬ 
NOLOGY  computerized  fountain  solution 
mix  system,  spare  blankets,  rollers  and 
blanket  cylinder.  Clean  &  in  fine  condi¬ 
tion.  Can  be  seen  running 

Call:  (781)  837-4525 


COMPLETE,  OPERATIONAL 
PRESS  ROOM 

With  4  Goss  Community  greaser  units. 
Community  folder  &  plate  burners,  etc. 
in  excellent  condition.  Northeast  Oregon 
Rick  Swart  (541)  426-4567 

FOR  SALE:  8/u  GOSS  COMMUNITY  SC 
2  folders,  upper  former,  forklift  and  roll 
clamp,  2  Count-O-Veyors,  all  new  rollers 
and  blankets,  complete  for  $175, 000. 

Call  (913)  648-4195 


METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1528,  Fax  (770)  552-2669 


MOST  EXTENSIVE  SELECTION  OF 
USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 

USED  PRESSES 

Let  us  help  you  through  the  process. 
Sales  •  Rebuilding  •  Cylinders 
Installation  •  Service 

MOUNTAIN  STATES.  INC. 
(800)  257-3045 


WANTED  TO  BU\' 


WANTED  DEAD  OR  ALIVE 
Muller  Martini/Harris 
Inserters  &  Stitchers/Trimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 


WANTED:  Presses  -  Inserters 
Call:  Bill  KanipeorAI  Taber 
ALTA  Graphics  Inc. 

(770)  428-5817,  Fax  (770)  590-7267 


ADVERTISING  SERVICES 


Posr-rt^}Jot!&  Advertising  by 

NoteAdsxom 

NoteAds.com,  Inc.  is  your  souses  for  the 
printing  and  placement  of  Post-it*  Note  ads. 

•  Proven  to  enhance  readership  and  response 
(rf  your  print  media  advertising. 

•  Authorued  distributor  of  3M. 

1-877-668-3231  PO«Mf 

www.rtoteads.com  Note* 


CIRCULATION  CONSULTANTS 

Expand  your  Single  Copy,  Home  Delivery, 
T.M.S.,  N.I.E.  and  Subscription  Programs. 
Kamen&  Co.  (516)  379-2797 


CIRCULATION  SERVICES 


38  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Horace  Southward 
(877)550-1515 
Eric  Southward 
WWW. metro-news.com 


CIRCULATION  III  PROMOTIONS,  INC 
TELEMARKETING  NATIONWIDE 
SERVING  NEWSPAPERS  FOR  17  YEARS 
Call  Bob  Price  (800)  458-3305 


CIRCULATION  SERVICES 

The  Prepaid  Subscription  Leader 
Prepaid  Subscription  Sales 
Consumer  Marketing  Data 
Custom  Programming 
Verification  &  Retention 
1-888-343-0470  ext  109 
Learn  More  At: 

www.circulationservices.com 


HEADLINE  PROMOTIONS,  INC. 
TELEMARKETING  SERVICES 

NEW  SUBSCRIPTION  GENERATION 
STOP  SAVER  & 
VERIFICATION  PROGRAMS 

Programs  tailored  to  meet  your  needs. 
Professional  representation 
that  you  demand. 

COMPARE!  Test  Programs  Available 

E-mail  Hdlinel@aol.com 
for  a  list  of  references. 

Dennis  McQuillan 
(800)  260-9823 


MARKETING  PLUS  INC. 
Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art  pre¬ 
dictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus  Quan¬ 
tity  sales!  Phone  (732)  738-5100,  Fax 
(732)738-5115 
E-mail  JanMont@Earthlink.com 


PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 
WWW.PROSTARTS.COM 
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CIRCULATION  SERVICES 


PISA  GROUP 
THE  Newspaper 
Telemarketing  Company 

•  Cold  Calling 

•  Conversions/Stop  Savers 

•  PIA  Experts 

•  Database  Marketing 

•  Finest  References  in  the  Industry 

•  Serving  Newspapers  Since  1976 

(888)  940-2200 
www.thepisagroup.com 

SPECTRUM  MARKETING  SERVICES 
A  teleservice  solution  for 

•  Cold-call  projects 

•  Stopsaver  projects 

•  Up-grade  projects 

•  And  NIE  Fundraising 

Call  Doug  Reese  (800)  972-6778 

TELEMARKETING  PROF.  INC. 

Coast  to  Coast  Telemarketing 
Now  in  our  4th  decade  servicing 
the  Newspaper  Industry. 

Our  main  emphasis  Quality  Starts 
Al  Schreibman  1-800-830-3776 


COMPUTER  SOFTWARE 


SOFTWARE  for  AR,  classifieds,  schedul¬ 
ing  &  circulation.  Fake  Brains, 

(303)  791-3301  www.fakebrains.com 


NEWSPAPER  CONSULTANTS 


HARD  FACTS  ...  TOUGH  DECISIONS! 
Scripps  Consultants  Ltd. 
www.scrippsconsults.com 
BHS17News@aoLcom  407-599-3975 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  ladder- 
ways?  Dirty  air  handling  systems,  duct 
work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION! 

40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2110 


-HELPWANTED- 


ACADEMIC 


LECTURER  NEWS/EDITORIAL 
One-year  appointment  teaching  writing, 
reporting  and  introduction  to  mass 
communication.  Appointment  to  second 
or  third  year  may  be  considered.  Starts 
Fall  2000.  Master’s  degree  and  three 
years  professional  experience  required. 
For  official  vacancy  announcement  con¬ 
tact  Greg  Lewis,  Chair,  Department  of 
Mass  Communications  and  Journalism; 
eSU  Fresno,  2225  E.  San  Ramon  Ave¬ 
nue,  MFIO,  Fresno,  CA  93740-8029. 

Tel.  (559)  278-2087 
E-mail  gregl@csufresno.edu 
Website:  www.csufresno.edu/ 
AcademicAffairs/aps/vacancy/ 
99AH19.html 


-HELP  WANTED- 


ACADEMIC 


CENTRAL  WASHINGTON  UNIVERSITY 
Department  of  Communication 
PR/VIDEO  AD  COPY 

The  CWU  Communication  Department 
has  a  tenure  track  position  beginning  in 
the  Fall  of  2000  for  an  Assistant  Pro¬ 
fessor  to  teach  video  production. 
Required  qualifications  include  a 
Master’s  degree  in  one  of  the  communi¬ 
cation  disciplines,  plus  recent  pro¬ 
fessional  experience  video  production. 
Application  screening  begins  June  8, 
2000.  For  a  full  position  description  and 
application  information,  please  visit  the 
CWU  website: 

www.cwu.edu/~hr 
Orcall  (509)  963-1066 
AA/EEO  Title  IX  Institution 


STUDENT  MEDIA  DIRECTOR 
Virginia  Commonwealth  University 
DEAN  OF  STUDENT  AFFAIRS 
Position  #54401A 
Salary:  $33,81 1  -  $52,787 
Responsible  for  leadership  and  man¬ 
agement  of  university’s  student  media, 
which  include  a  twice-weekly  newspa¬ 
per,  alternative  newsmagazine,  literary 
magazine  and  a  carrier  current  AM  radio 
station.  Duties  include  supervising, 
directing  and  training  student  media 
staff;  activities,  operations  and  services; 
implementing  personnel  policies  and  pro¬ 
grams;  and  formulating  budgets.  Qualifica¬ 
tions:  Bachelor’s  degree  in  related  field 
preferred.  Considerable  experience  in 
Journalism  or  Mass  Communications,  an 
understanding  of  student  media  and 
demonstrated  understanding  and 
appreciation  for  diversity  desired. 
Excellent  interpersonal  skills,  significant 
budget  management  experience,  prefer 
experience  in  professional  media,  advis¬ 
ing/work  in  student  media,  managing 
production  facilities  and  experience  with 
computer/online  technology.  Please  visit 
our  website  at  www.vcu.edu/hr  to 
download  an  application.  Submit  State  of 
Virginia  Applications  to: 

veu  Human  Resources 
RO.  Box  980067 
Richmond,  VA  23298-0067 
FAX  (804)827-1472 
EO/AA.  Women,  minorities  and  persons 
with  disabilities  encouraged  to  apply 


ACCOUNTING 


CHIEF  FINANCIAL  OFFICER  j 

Privately  held.  Northwest  Arkansas  j 

based  newspaper  company  needs  CFO  f 

with  accounting,  management,  and 
leadership  skills  for  our  13  newspapers 
and  four  commercial  printing  facilities. 

Must  have  strong  accounting  and  news¬ 
paper  background.  Good  salary  and 
benefits  package.  Send  resume  and 
cover  letter  to: 

Lori  Farley,  Community  Publishers,  Inc. 

104  SW  A  Street,  Bentonville,  AR  72712 
E-mail  to  lorif@nwanews.com 
Orfaxto(501)271-3788 


Classified  Advertisers: 

If  you  don't  see  a  category  that  fits  your  needs, 
please  call  us  at 
888-825-9149 


C2  EDITOR*  PUBLISHER  CLASSIFIEDS 


www.editorandpublisher.coni 


Phone:1-888-825-9149  -  CLASSIFIED  ADVERTISIND  ~  Fax :  (212)  536-8800 

1515  Broadway,  New  York,  NY  10036  -  mappello@editorandpublisher.com  -  hpreuss@editorandpublisher.com 


-HELP  WANTED-  ^ 


ADMINISTRATIVE 


CENTRAL  AMERICA’S 
leading  English-language  weekly  seeks 
General  Manager  who  will  be  in  charge  of 
all  aspects  of  newspaper  except  editorial. 
Includes  production,  marketing,  sales,  dis¬ 
tribution,  accounting,  finance,  personnel, 
customer  administration,  front  office, 
customer  relations,  etc.  Send  resume  to  c/ 
0  Liang; 

Box  6426-1000,  San  Jose,  Costa  Rica 
Oroliang@soLracsa.co.cr 

CHIEF  OPERATING  & 
FINANCIAL  OFFICER 

For  prominent  regional  media  business 
with  revenue  over  $15MM.  Responsible 
for  operations,  budgeting,  forecasting 
and  reporting  for  all  South  Florida 
divisions.  Oversee  accounting,  MIS, 
Human  Resources,  Administration  and 
Production.  Experience  should  Include 
heavy  finance/administration.  Ideal  for 
strong  controller  with  10  years  experi¬ 
ence  and  desire  for  key  senior  manage¬ 
ment  opportunity.  Generous  base  salary 
and  incentive  compensation,  benefits 
including  401(k)  with  match  and  desira¬ 
ble  downtown  Miami  location.  Send 
qualifications  and  introductory  letter  to; 

Dona  Raphael,  Daily  Business  Review 

RO.  Box  010589,  Miami,  FL  33101 
EOE 


PUBLISHER  needed  for  high  quality 
weekly  newspaper  in  Brush,  CO.  Full 
responsibility  for  P&L,  content,  promo¬ 
tional  activity,  planing  and  execution. 
Great  small  town  offers  fine  country  liv¬ 
ing.  Part  of  the  Denver  Post  newspaper 
group.  Accelerated  career  oppor-tunity 
for  individual  with  ability  and  ambition. 
Fine  opportunity  for  person  with  news¬ 
paper  background  seeking  publisher  posi¬ 
tion.  Excellent  compensation  program 
and  full  benefits  plus  the  professional 
rewards  of  running  your  own  newspaper 
and  the  per-sonal  satisfaction  from 
achieving  success.  Respond  to: 

David  McClain,  VR  Fax:970-522-2320 
Ormcclains@ria.net 

PUBLISHER 

Our  company  has  an  immediate  opening 
for  a  publisher  of  a  20,000-circulation 
twice  weekly  newspaper  located  in  rapidly 
growing  Valencia  County,  N.M.,  just  20 
miles  south  of  Albuquerque.  We’re  looking 
for  a  proven  leader  with  a  strong  business 
background  to  help  us  in  this  exciting,  com¬ 
petitive  and  progressive  market.  For  the 
right  candidate,  this  position  may  offer  the 
additional  responsibility  of  oversight  of 
three  other  N.M.  and  Ariz.  properties. 

We  offer  a  competitive  salary,  excellent 
benefits  and  relocation  assistance. 
Resumes  received  will  also  be  evaluated 
for  other  openings  as  our  company  con¬ 
tinues  to  expand.  Send  resume,  letter  of 
interest,  references  and  salary  history,  in 
confidence,  to  Ralph  Gage: 

WorldWest  Limited  Liability  Company 
RO.  Box  688,  Lawrence,  KS  66044 
Check  us  out  at  http://www.worldwest.net 


ADVERTISING 


AD  DIRECTOR/SALES  MANAGERS 
Visit  www.marks-ferber.com  for  current 
list  of  top  career  opportunities. 


ADVERTISING 


ADVERTISING  DIRECTOR 
Northwest  Herald  is  seeking  a  proactive, 
dynamic  person  to  direct  the  retail  and 
classified  advertising  depart-ment  includ¬ 
ing  the  ad  design  function.  If  you  are  a 
professional  with  real  time  advertising 
experience  and  possess  the  talent  to 
assertively  lead  and  direct  these  work 
areas  as  well  as  motivate  the  personnel 
In  those  positions,  then  please  send  your 
resume  to; 

Human  Resources,  RO.  Box  250 
Crystal  Lake,  IL  60039-0250 
We  offer  a  competitive  wage  and  benefit 
package.  Come  join  our  team  of  man¬ 
agers.  They’re  leading  one  of  the  fastest 
growing  papers  in  Illinois 


ADVERTISING 

DIRECTOR 

Community  Newspaper  Company,  a 
fast-growing  group  of  over  120  week¬ 
lies,  dailies  and  shoppers  in  Greater  Bos¬ 
ton  is  seeking  qualified  candidates  for 
the  position  of  Advertising  Director  for 
one  of  its  regional  publishing  groups. 
Our  award-winning  newspapers  and 
Internet  products,  combined  with  our  com¬ 
mitment  to  people,  tech-nology,  promo¬ 
tion  and  training  provide  a  perfect 
backdrop  for  success. 

We  seek  an  aggressive,  experienced 
sales  professional  who  will  direct  a  team 
of  highly  motivated  outside  ad-vertising 
representatives  in  a  highly  competitive 
marketplace.  The  successful  candidate 
must  be  able  to  hire,  train  and  develop 
employees  in  a  climate  which  fosters 
individual  Initiative  within  a  team  con¬ 
cept.  The  right  person  will  bring  previous 
experience  in  advertising  management  of 
weeklies,  dailies  or  shoppers,  cross  sell¬ 
ing  a  diverse  pro-duct  line,  and  providing 
outstanding  customer  service.  We  offer  a 
compet-itive  compensation  and  benefit 
pack-age.  Interested  candidates  should 
send  resume,  cover  letter  and  salary 
requirements  to: 

COMMUNITY  NEWSPAPER  COMPANY 
Attn:  Dave  Smolski 
33  New  York  Avenue 
Framingham,  MA  01701 
Or  E-mail  to:  dsmolsk@cnc.com 
Or  Fax:  (508)  626-3885 
Community  Newspaper  Company  is  an 
Equal  Opportunity  Employer,  dedl-cated 
to  diversity  for  the  values  it  brings  to  our 
work  and  our  lives. 


ADVERTISING  SALES 
Areola,  IL 

Rankin  Publishing  Co.,  well  established 
publisher  of  newspapers  and  trade  mag¬ 
azines,  seeks  an  experienced  advertising 
professional  to  work  in  the  company’s 
Areola,  Illinois  office.  Minimum  2  years 
advertising  experience  with  newspapers 
or  magazines  plus  a  college  degree  and 
a  strong  work  ethic.  Position  involves 
servicing  established  accounts  and 
attracting  new  accounts. 

Excellent  compensation  includes  sal-ary, 
plus  commission  and  benefits.  Send 
resume  and  salary  history  to: 

Rankin  Publishing  Co. 

RO.  Box  130,  Areola,  IL  61910 
E-mail:  drankinl25@aol.com 


ACADEMIC 


ACADEMIC 


KNIGHT  CHAIR 
in  POLITICAL 
REPORTING 

The  S.I.  Newhouse  School  of  Public 


Communications  at  Syracuse  University  is 
seeking  to  fill  The  Knight  Chair  in  Political  Reporting.  This  is  a  foil- 
time,  tenured  position  at  the  rank  of  Full  Professor.  The  Chair  is 
supported  by  a  generous  grant  from  the  John  S.  and  James  L.  Knight 
Foundation. 


The  school  is  seeking  a  veteran  print  and/or  broadcast  reporter  who  has 
significant  experience  covering  all  aspects  of  the  campaign,  election, 
and  governance  processes  at  the  national,  state  or  local  level.  National 
experience  is  preferred,  but  journalists  who  have  received  national 
recognition  for  state  or  local  coverage  are  encouraged  to  apply. 

The  Knight  Chair  will  teach  political  reporting,  media-government 
relations,  and  such  other  courses  as  will  help  prepare  the  next 
generation  of  political  reporters.  To  bring  attention  to  new  thinking 
in  this  area.  The  Knight  Chair  will  convene  conferences  and  sympo¬ 
sia,  build  bridges  to  the  Maxwell  School  of  Citizenship  and  Public 
Affairs  at  Syracuse  University,  and  disseminate  original  work.  One 
focus  of  the  teaching  and  scholarship  should  be  the  impact  of  the 
Internet  on  the  political  process. 

In  addition  to  salary  and  benefits,  the  position  provides  clerical 
assistance  and  funds  for  travel,  conferences,  publications,  computer 
hardware  and  software,  and  other  technology. 

Candidates  should  send  a  letter  of  intent,  a  professional  resume, 
representative  examples  of  their  best  work,  and  the  names  and 
addresses  of  three  references  to:  David  M.  Rubin,  Dean,  S.I. 
Newhouse  School  of  Public  Communications,  Syracuse 
University,  215  University  Place,  Syracuse,  NY  13244-2100. 

Applications  will  be  considered  on  a  rolling  basis  until  the  position 
is  filled.  The  School  seeks  to  fill  the  Chair  following  the  2000 
Presidential  election,  either  by  January  2001  or  August  2001.  A 
baccalaureate  degree  is  required,  a  master’s  degree  is  preferred. 

The  Newhouse  School  at  Syracuse  University  is  regarded  as  one  of 
the  nation’s  leading  professional  schools  of  mass  communication 
in  a  liberal  arts  setting,  with  1,700  undergraduates,  150  master’s 
students,  15  doctoral  students,  and  a  faculty  of  57.  The  city  of 
Syracuse  supports  a  symphony  orchestra,  an  opera  company,  a 
repertory  theater,  minor  league  baseball  and  hockey,  and  a  Division 
One  athletics  program.  It  is  a  half-day’s  drive  to  New  York  City, 
Philadelphia,  Boston  and  Toronto.  For  more  information  about 
Syracuse  University  and  the  Newhouse  School  please  visit  the 
following  websites:  www.syr.edu  or  newhouse.syr.edu 

Syracuse  University  is  an  equal  opportunity  employer  and  encourages 
applications  from  women  and  minorities. 


ADVERTISERS 
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-HELP  WANTED- 


ADVERTISING 


RETAIL  ADVERTISING  MANAGER 
Major  Northeast  daily  is  searching  for  a 
highly  motivated  leader  to  direct  our 
national,  retail  and  new  business  sales 
efforts.  The  primary  responsibilities  of 
this  position  include  developing  the  retail 
sales  management  team,  maintaining 
existing  relationships  with  major  and 
regional  advertisers,  over-seeing  all 
advertising  accounts,  promoting  growth 
of  the  existing  account  base,  and  staff 
development.  Candidates  should  possess 
a  successful  history  of  increasing  ad 
revenue  in  a  competitive  market, 
excellent  presentation  skills,  manage¬ 
ment  background  and  extensive  advertis¬ 
ing  sales  skills.  Reports  to  advertising 
director.  Send  resume  and  salary  history 
to: 

Box  01243,  Editor  &  Publisher 
1515  Bmadway,  12th  FI,  NY,  NY 
10036 


ADVERTISING 
SALES  MANAGER 

Vi/e're  looking  for  a  leader,  a  sales  man¬ 
ager  with  a  passion  for  selling  newspa¬ 
per  advertising.  This  position  will  require 
an  energized  competitive  sales  manager 
with  the  ability  to  develop  professional 
selling  skills  for  an  outside  sales  staff  of 
12.  The  successful  candidate  will  have  a 
minimum  of  two  years  sales  manage¬ 
ment  experience  and  the  ability  to 
motivate  the  sales  staff  to  meet  or 
exceed  department  sales  goals.  If  you've 
ever  wanted  to  spend  more  time  in  the 
field  with  the  sales  people,  this  job  is  for 
you.  Excellent  compensation  and  benefit 
package.  We  are  a  subsidiary  of  The 
Seattle  Times  and  an  equal  opportunity 
employer.  Send  resumes  to  Kay  Gause, 
HR  Director,  Yakima  Herald-Republic: 

RO.  Box  9668,  Yakima,  WA  98909 
Or  fax  them  to  (509)  577-7722 


THE  COLUMBUS  DISPATCH 
SALES  SUPERVISOR 

The  Columbus  Dispatch,  “Ohio's  Greatest 
Home  Newspaper",  is  seeking  an  experi¬ 
enced  newspaper  sales  supervisor  to  join 
our  retail  advertising  team. 

JOB  RESPONSIBILITIES; 

•  Supervising  daily  activities  of  retail 
account  executives  including  evaluat¬ 
ing  performance  and  goal  setting 

•  Assisting  in  resolving  account  issues 

•  Administering  sales  program  to 
increase  lineage 

•  Delivering  sales  presentations  to  pros¬ 
pective  advertisers 

•  Training  new  employees 

JOB  REQUIREMENTS: 

•  5  years  of  experience  in  newspaper 
advertising  sales 

•  Previous  supervisory  experience 

•  Bachelor’s  degree  in  business,  market¬ 
ing,  advertising  or  public  relations  pre¬ 
ferred 

•  Strong  communication  skills 

•  Demonstrated  problem-solving  skills 
Qualified  candidates  may  fax  resumes  to 
(614)  461-5565  or  mail  to: 

The  Columbus  Dispatch 
Human  Resources  Department 
34  S.  Third  Street,  Columbus,  OH  43215 
We  are  an  Equal  Opportunity  Employer 


ADVERTISING 


CLASSIFIED  ADVERTISING  MANAGER 
The  Ann  Arbor  News,  a  Newhouse 
newspaper,  located  in  one  of  the  best 
university  cities  in  the  Midwest  has  an 
opening  for  Classified  Advertising  Man¬ 
ager. 

Responsibilities  include  management  of 
our  sales  operations  and  marketing 
efforts  of  our  contract,  transient  phone 
room  and  homes  magazine  niche  pro¬ 
ducts.  We  seek  a  manager  who  will  have 
a  proactive  approach  to  pursuing  busi¬ 
ness  and  relationship  building  with 
accounts  and  sales  staff.  Strong 
employee  relations  skills,  as  well  as 
strong  oral  and  written  communication 
skills  required. 

Ann  Arbor  is  the  home  of  the  University 
of  Michigan.  Our  market  has  enjoyed 
exceptional  growth  over  the  past  ten 
years  and  ranks  very  high  in  income  and 
education  demographics. 

We  offer  a  complete  compensation 
package  including  401(k). 

Please  submit  your  resume  including 
salary  history  tO: 

Ann  Arbor  News 

Mr.  Joe  Grech,  Advertising  Director 
340  E.  Huron  Street 
Ann  Arbor,  Ml  48106-1 147 
Jgrech(Saa-news.com 
Equal  Opportunity  Employer 

HERE’S  WHAT  I'M  looking  for  in  an 
Advertising  Manager: 

•  Responsible  for  all  display  and  pre¬ 
print  advertising  staff  of  5  outside 
sales  reps,  1  inside  sales  rep. 

•  Ability  to  drive  sales  through  con¬ 
sultative  selling  techniques,  utilizing 
client  profiling  and  immediate  soft¬ 
ware. 

•  Good  analytical  skills 

•  Good  financial  skills  including  bud¬ 
geting,  collection  and  rate  devel¬ 
opment. 

•  Previous  management  experience  pre¬ 
ferred. 

1 1 ,000  distribution,  7  days  a  week. 

Send  resumes  to  Summit  Daily  News: 

Attn:  Michael  Bennett,  publisher 
RO.  Box  329,  Frisco,  CO  80443 
Or  fax  to  (970)  668-3859 
E-mail:  publisher@summitdaily.com 

MANAGEMENT 

1-3  years  sales  management  experience. 
Print  advertising  sales  supervisor@anager 
needed  to  assist  in  motivating  and  devel¬ 
oping  a  solid  sales  team.  Very  com¬ 
petitive  market  environment  in  DC  Metro 
area.  Benefits  package,  compensation  to 
$55K-)-. 

Please  call  Janet  at: 

(800)  326-6623  ext.  3070 
Fax  resume  to  (202)  635-3059 
Or  E-mail:  janet_pooler@msn.com 


ADVERTISING  MANAGER 
Looking  for  a  professional  that  will  work 
directly  with  an  outside  sales  staff. 
Skilled  at  training  and  motivating,  be  a 
part  of  one  of  the  fastest  growing  com¬ 
munities  in  the  country.  Mail  your 
resume  to  The  Times  Herald,  410 
Markley  Street,  Norristown,  PA  19401. 
Attn:  Bryan  Osborn 

MAY  8,  2000 


ADVERTISING 


RETAIL  ADVERTISING  MANAGER 
The  Union-News/Sunday  Republican, 
the  leading  newspapers  in  Western 
Massachusetts,  is  looking  for  a  Retail 
Advertising  Manager  who  will  be 
responsible  for  directing,  supervising  and 
coordinating  the  functions  of  the  retail 
advertising  sales  and  support  staff.  The 
primary  responsibilities  include,  but  are 
not  limited  to,  the  development, 
supervision  and  training  of  staff  and 
working  with  the  Advertising  Director  to 
develop  strategies  and  programs  to  better 
serve  our  customers. 

The  successful  candidate,  at  a  minimum, 
will  possess:  an  in-depth  knowledge  of 
all  facets  of  advertising  sales  and  market¬ 
ing;  excellent  people,  management  and 
sales  skills;  excellent  presentation  skills; 
and  have  the  ability  to  plan,  organize  and 
set  goals.  A  minimum  of  5  year’s  man¬ 
agerial  experience,  preferably  in  print 
media,  required. 

Please  send  cover  letter,  including  salary 
requirements,  along  with  resume  tO: 

Judith  C.  Fraser 
Human  Resources  Director 
Union-News/Sunday  Republican 
1860  Main  Street,  Sprin^ield,  MA 
01103 


VICE  PRESIDENT  OF  ADVERTISING 
The  Bradenton  Herald,  a  Knight  Bidder 
paper,  on  the  beautiful  west  coast  of 
Florida,  is  looking  for  an  aggressive, 
energetic  and  enthusiastic  advertising  pro¬ 
fessional  to  lead  our  ad  division.  We’re 
interested  in  talking  with  candidates 
who  are  strategic  thinkers  and  team 
leaders.  The  successful  candidate  will 
preferably  have  a  four-year  degree  and 
increasing  responsible  sales  manage¬ 
ment  experience.  We’re  in  a  growing,  com¬ 
petitive  market  that  makes  newspa- 
pering  interesting  and  fun!  Send  resume 
to  Barbara  Ferg,  Human  Resources 
Director,  Bradenton  Herald,  RO.  Box 
921,  Bradenton,  FL  34206. 

Or  E-mail  bferg@bradenton.com 


CLASSIFIED  ADVERTISING  MANAGER 
Experienced  ad  professional  needed  for 
growing  daily  nestled  int  he  foothills  of 
the  Sierras.  The  area  offers  the  best  in 
lifestyle  and  outdoor  recreation  in  the 
heart  of  gold  country.  Elevate  your  career 
to  the  next  level  with  Brehm  Communica¬ 
tions.  We  offer  competitive  salary,  bonus 
and  profit  sharing.  Send  resume  to 
George  Potter,  General  Manager,  Auburn 
Journal; 

RO.  Box  5910,  Auburn,  CA  95603 
georgep@goldcountrymedia.com 
www.brehmcommunications.com 

SALES  MANAGER 

The  Jackson  Hole  News  is  growing  and 
we  need  a  manager  to  lead  our  experi¬ 
enced  4  person  sales  team.  Our  company 
includes  daily,  weekly  and  four  color 
magazine  products  so  we’re  looking  for 
someone  who  loves  selling  and  can 
inspire  others  to  become  more  effective. 
Come  work  in  a  beautiful  place  and  join  a 
team  committed  to  producing  quality 
editorial  products.  Contact:  Publisher, 
Jackson  Hole  News: 

Box  7445,  Jackson,  WY  83002 


ADVERTISING 


RETAIL  SALES  MANAGER 
200,000-1-  daily  seeks  a  retail  sales 
manager  to  oversee  a  commission  sales 
team.  Interested  parties  should  possess 
a  strong  sales/management  background 
and  a  proven  track  record  of  growing 
business,  developing  sales  represen¬ 
tatives,  and  innovation.  This  position  in 
located  in  the  Northeast  and  reports 
directly  to  our  retail  advertising  manager. 
Send  resume  and  salary  history  to; 

Box  01244,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY 
10036 


GENERAL  MANAGER 
Incredible  adventure  for  entrepreneurs  & 
Sales  Managers  looking  for  fantastic 
career  opportunity.  Bigfoot  Media,  pub¬ 
lisher  of  the  Berkeley  Daily  Planet,  is 
looking  for  additional  leaders  to  build 
teams  at  small,  start-up  California  daily 
newspapers.  Absolutely  must  love  sales 
and  leadership!  Competitive  compensa¬ 
tion  plus  stock  options  for  aggressive 
leaders  (venture  capital  backed).  Not  for 
the  faint-hearted:  strong,  entrepreneurial 
work  ethic  required!  E-mail  cover  letter, 
resume,  salary  requirements: 

hr@berkeleydailyplanet.com 
Orfax  (510)  841-5695 


CIRCULATION 


ASSISTANT  CIRCULATION  DIRECTOR 
Zone  1  daily  and  Sunday  newspaper,  a 
leading  daily/Sunday  newspaper  in 
southern  New  England  seeks  an 
aggressive,  hands-on,  goal-oriented 
leader  to  be  second  in  command  in  the 
busy  circulation  department.  The  assis¬ 
tant  circulation  director  has  direct 
supervision  of  the  home  delivery  opera¬ 
tion,  direct  involvement  in  sales  and 
marketing  efforts,  and  is  responsible  for 
much  of  the  day  to  day  operation.  We 
are  looking  for  a  detail-oriented  pro¬ 
fessional  with  exceptional  analytical  and 
managerial  skills.  Must  have  team  build¬ 
ing  abilities  and  proven  circulation  suc¬ 
cess. 

Competitive  salary,  incentive,  and  bene¬ 
fits  package  with  unlimited  growth  poten¬ 
tial.  Interested  candidates  with  5-i-  years 
of  circulation  management  experience 
should  submit  a  resume  with  cover  letter 
and  salary  requirements  to: 

Box  01242,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY 
10036 


CIRCULATION  DIRECTOR 
Small  daily  newspaper  in  Zone  2,  pub¬ 
lished  Monday  -  Saturday  with  a  circula¬ 
tion  of  7,800  is  seeking  a  hands-on  com¬ 
munity  oriented  professional  to  lead 
circulation  department.  Exceptional 
customer  service  skills  and  strong  single 
copy  sales  are  a  must. 

If  you  like  a  challenge  you  may  be  right 
for  us.  Qualified  applicants  should  sub¬ 
mit  a  resume  and  cover  letter  with  salary 
requirements  to: 

Box  01236,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY 
10036 
EOE  M/F 

www.editorandpublisher.com 


C4  EDITOR& PUBLISHER  CLASSIFIEDS 


Phone:1-888-825-9149  ~  CimiFIED  ADVERTISING  ~  Fax :  (212)  536-8800 


1515  Broadway,  New  York,  NY  10036  -  mappello@editorandpublisher.com  -  hpreuss@editorandpublisher.com 


CIRCULATION 


CIRCULATION 


CIRCULATION 


CIRCULATION 


MARKETING/SALES  MANAGER 
OPPORTUNITY  KNOCKS!  For  a  dynamic 
experienced  sales  leader  able  to  run  in- 
house  phone  room,  package  youth  and 
adult  sales/service  campaigns,  design 
direct-response  programs,  develop  apart¬ 
ment/dorm  penetration  programs  and  boost 
NIE  programs  and  fund-raising.  You  will 
also  implement  retention  programs  and 
assist  with  single-copy  dealer  acquisition 
and  RO.P  and  promotional  development. 
Great  pay,  bonus  program  and  nice  bene¬ 
fits  await  you.  Columbia,  MO  is  one  of 
America’s  best  small  university  towns, 
located  midway  between  KC  and  St.  Louis. 
We’re  small  (25,000),  but  growing  fast.  Be 
warned,  this  isn’t  a  sleepy  little  retirement 
post.  But,  it  is  fun!  We’re  a  new  Circulation 
Management  team  with  very  supportive 
ownership  in  a  modern  facility.  (Contact: 

Shane  Fox,  Circulation  Director 
asfox@tribmail.com  or  fax  (573)  815-1601 


CIRCULATION  ZONE  MANAGER 
150,000-1-  Daily/250, 000-1-  Sunday 
newspaper  located  in  midwest  market  is 
accepting  applications  for  qualified  zone 
managers.  Candidates  must  have  3-5 
years  circulation  management  experi¬ 
ence  and  leadership  skills  to  manage 
results.  Qualified  candidates  must 
demonstrate  expertise  in  all  aspects  of 
circulation,  sales,  marketing  and  reten¬ 
tion.  Creativity  and  the  ability  to 
motivate  is  critical.  You  will  be  responsi¬ 
ble  for  improving  marketplace  coverage 
and  penetration  in  addition  to  achieving 
circulation  volume  growth  and  single 
copy  return  goals  and  quality  customer 
service.  We  offer  a  competitive  salary 
and  commission  plan,  benefits  package 
which  includes  medical,  dental,  vision, 
life  insurance,  401(k)  and  great  growth 
opportunity.  If  you  are  that  individual, 
please  fax  or  E-mail  resume  with  salary 
history  tO: 

515-286-2547  (fax)  or  lbriggs@dmreg.com 


ZONE  3  group  of  paid  weeklies  seeks  5- 
year  Circulation  Director  to  build  home 
delivery,  mail  and  single-copy  sales. 
Baseview  expertise,  promotions, 
administrative  skills  a  must.  Top  pay 
and  full  benefits.  Send  replies  to: 

Box  01234,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY 
10036 


HOME  DELIVERY  CITY  MANAGER 
Service,  contractor  turnover  and 
expenses  are  up. 

Morale  and  net  paids  are  down. 

The  Virginian-Pilot,  a  200,000-1-  daily 
located  on  the  coast  of  Southeastern  VA 
is  searching  for  an  action-oriented, 
results-driven  team  player  to  lead  our 
home  delivery  operation. 

We  believe  in  the  power  of  the  people 
who  do  the  work.  We  encourage  involve¬ 
ment,  ownership,  initiative  and  risk¬ 
taking  to  achieve  our  goals. 

Send  a  letter  and  resume  to: 

Pam  Smith-Rodden,  Circulation  Director 
The  Virginian-Pilot 
150  W.  Brambleton  Avenue 
Norfolk,  VA  23510 
Or  E-mail:  prodden@pilotonline.com 


CIRCULATION  MANAGER/ 

GROUP  CIRCULATION  DIRECTOR 
Thomson  Central  Ohio  seeks  a  circula¬ 
tion  executive  to  serve  as  both  circula¬ 
tion  manager  for  The  Advocate  (Newark, 
OH  22,500)  and  group  circulation  for  a 
portion  of  a  group  of  eight  newspapers. 
The  Advocate  is  an  AP  General 
Excellence  award  winning  paper.  Now  it 
needs  an  excellent  circulation  executive 
that  knows  how  to  market  and  sell. 

The  successful  candidate  will  have  a 
strong  history  of  success  in  leading  a 
staff  in  sales  while  maintaining  a  solid 
operation.  There  is  particular  interest  in 
a  circulator  that  will  work  with  the  editor 
to  deliver  a  product  that  readers  want 
(through  Thomson’s  Reader  Inc.  pro¬ 
gram). 

Group  responsibilities  include  helping 
circulation  managers  succeed  in  their 
newspaper’s  goals  and  working  with  the 
vice  president  of  circulation  and  market¬ 
ing  in  accomplishing  group  goals. 

The  successful  candidate  will  have  a 
degree  or  equivalent  experience  and  3-5 
years  in  senior  circulation  management. 
An  excellent  compensation  and  benefits 
package  including  health/dental/life 
insurance,  paid  vacation  and  401(k)  is 
offered. 

Submit  resumes  by  E-mail,  fax  or  mail 
to: 

Colleen.Upton@thomnews.com 
(740)  349-7466 
The  Advocate 
Attn:  Colleen  Upton 

22  North  First  Street,  Newark,  OH  43055 


CIRCULATION  DIRECTOR 
Thirty  thousand,  seven  day,  award  win¬ 
ning  newspaper  in  rapidly  growing  Zone  9 
market  looking  for  an  experienced  circula¬ 
tion  professional  with  exceptional  people 
skills  to  lead  our  talented  staff.  If  you  are 
interested  in  an  opportunity  to  be  a  hero, 
inspire  teamwork,  and  are  not  afraid  to 
lead  by  example,  then  send  us  a  resume, 
and  a  cover  letter  that  describes  your 
management  style  and  vision  for  growing 
circulation.  An  over  achiever  who  can 
motivate  others  and  get  it  done  will  be 
well  compensated.  Send  materials  tO: 

Box  01237,  Editor  &  Publisher 


CIRCULATION  SALES  AND 
MARKETING  MANAGERS 
Perfect  opportunity  for  a  Circulation 
Sales  and  Marketing  Manager  to  join  the 
Gannett  Team.  We  are  seeking  individu¬ 
als  with  strong  marketing  background, 
both  home  delivery  and  single  copy 
management  experience  for  various 
newspaper  sites.  We  are  a  fast  paced 
environment,  as  a  result,  all  candidates 
should  be  self-starters,  have  the  ability 
to  analyze  markets,  and  create  and 
execute  sales  plans  to  drive  new  busi¬ 
ness.  If  you  possess  strong  customer 
service  skills,  computer,  and  organiza¬ 
tional  skills,  send  your  resume  tO: 

Gannett  Co.,  Inc. 

Recruiting  and  Staffing 
1100  Wilson  Boulevard 
Arlington,  VA  22234 
Recruit@gcil.gannett.com 


STATE  MANAGER  -  CIRCULATION 
Odessa  American  has  a  full-time  position 
available  in  its  Circulation  Department. 
Qualified  applicants  must  have  solid 
time-management  and  organizational 
skills,  ability  to  manage  and  motivate 
people,  strong  commitment  to  customer 
service,  excellent  written  and  oral  com¬ 
munication  skills.  In  addition,  applicants 
must  have  at  least  three  years  of  experi¬ 
ence  in  a  progressive  circulation  depart¬ 
ment  with  solid  evidence  of  growth  in 
their  primary  area  of  responsibility.  Appli¬ 
cants  must  have  reliable  transportation, 
be  able  to  work  early  morning  hours 
when  necessary,  have  a  good  driving 
record  and  proof  of  auto  liability  insur¬ 
ance.  Good  salary  with  quarterly  bonus 
potential,  excellent  benefits  package  and 
a  good  opportunity  for  advancement. 
Qualified  applicants  should.  E-mail  their 
resume  to: 

tyler_patton@link.freedom.com  or  mail 

Odessa  American,  ATTN:  Tyler  Patton 

PO.  Box  2952,  Odessa,  TX  79760-2952 


CIRCULATION  MANAGER 
The  Meridian  Star,  an  award  winning 
19,000-1-  circulation  newspaper  in  east 
central  Mississippi,  is  seeking  a  Cir-  eola¬ 
tion  Director.  Our  Circulation  Depart¬ 
ment  is  stable,  with  an  able,  qualified 
staff  and  a  strong  carrier  force.  This  is 
not  a  department  in  decline.  Our  former 
Director  was  off-  ered  a  promotion  to  a 
much  larger  pa-  per  because  of  his  fine 
work  here.  We  believe  circulation  growth 
begins  in  the  newsroom  and  ends  with 
quality  service  and  promotion  within  the 
(Circulation  Department. 

Candidates  should  have  solid  under¬ 
standing  of  Circulation  Accounting  and  a 
track  record  of  aggressive  promotional 
programs.  Competitive  salary,  bonuses, 
401(k),  full  coverage  insurance  are  all 
part  of  our  compensation  package.  Send 
resume  to: 

Paul  Barrett,  Editor  and  Publisher 
Meridian  Star 

PO.  Box  1591,  Meridian,  MS  39302 


CIRCULATION  DIRECTORS 
Perfect  opportunity  for  a  Circulation 
Director  to  join  the  Gannett  Team.  We 
are  seeking  experienced  professionals  to 
direct  the  newspaper’s  circulation 
department  at  various  newspaper  sites. 
The  director  is  responsible  for  planning 
and  implementing  sales  and  service 
strategies  to  maximize  the  circulation 
revenue  potential  for  the  newspaper  and 
serves  as  an  integral  member  of  the 
newspaper’s  operating  team.  We  are  a 
fast  paced  environment,  as  a  result,  all 
candidates  should  be  self-starters,  have 
the  ability  to  develop  and  manage 
effective  market  plans  and  programs, 
and  help  define  and  achieve  volume  and 
revenue  goals  to  increase  penetration.  If 
you  possess  strong  customer  service 
skills,  computer,  and  organizational 
skills,  bond  your  resume  tO: 

Gannett  Co.,  Inc. 

Recruiting  and  Staffing 
1100  Wilson  Boulevard 
Arlington,  VA  22234 
Rec  ru  it@gc  il.gannett.com 


CIRCULATION  MANAGER 
The  Daily  Record,  a  9,000  circulation 
Colorado  daily,  seeks  an  individual  with 
successful  circulation  experience,  people 
skills  and  references.  Excellent  career 
opportunity.  Send  resume  to: 

General  Manager,  Daily  Record 
701  S.  9th  Street,  Canon  City,  CO  81212 
Or  FAX  to  (719)  275-1353 


CIRCULATION  DIRECTOR 
Los  Angeles 

Experienced  well  rounded  Circulation 
Director  needed  for  Los  Angeles  based 
paid  daily  business  publication.  Must 
have  strong  hands-on  experience  in 
circulation  promotion,  N/S  Sales,  and 
ABC  audits.  The  right  candidate  must  be 
a  good  communicator,  well  organized, 
goal  oriented  and  able  to  work  well  with 
others. 

Send  resume  with  salary  requirements  in 
strict  confidence  to: 

Department  AH 
BPI  Communications 
1515  Broadway 
New  York,  NY  10036 
Or  Fax  to  (212)  536-5283 
Or  E-mail  to  AHAIRE@bpicomm.com 


EDITORIAL 


ACE  COPY  EDITORS 

The  Syracuse  Newspapers  in  Syracuse, 
NY,  need  a  couple  of  crack  copy  editors 
to  join  our  local  and  wire  desks.  The  right 
applicants  will  have  4  to  6  years  experi¬ 
ence  on  daily  newspapers,  top  design  and 
copy  editing  skills  and  pag-  ination  expe¬ 
rience.  Send  cover  letter,  resume  and 
tearsheets  to: 

Richard  Sullivan 
The  Syracuse  Newspapers 
PO.  Box  4915,  Syracuse,  NY  13221 
rsullivan@syracuse.com 


AEROSPACE  WRITER 

Come  report  the  Aerospace  Valley!  We’re 
looking  for  an  aerospace  reporter,  with 
emphasis  on  the  reporter  part.  Our  pre¬ 
vious  two  fills  in  the  position  went  on  to 
work  at  NASA  and  a  major  metro.  The  cur¬ 
rent  opening  is  for  a  writer  with  award 
potential  who  has  a  generalist’s  grasp  of 
technology  and  can  track  a  rapidly  chang¬ 
ing  industry  in  the  “Right  Stuff”  Valley 
where  Yeager  broke  the  sound  barrier  and 
the  space  shuttle  makes  its  home  away 
from  the  Cape.  Salary  commensurate  with 
experience,  but  what  we  prize  most  is 
enthusiasm,  a  passion  for  accuracy  and  a 
writer’s  curiosity  about  everything  that 
soars.  Resume  and  clips  required.  Con¬ 
tact: 

Kelly  Hutson,  Antelope  Valley  Press 
Human  Resources 
RO.  Box  4050,  Palmdale,  CA  93590- 
4050 

No  phone  inquiries 
E-mail  hr@avpress.com 


GOT  TALENT? 

Need  a  new  challenge,  position  or  geo¬ 
graphic  change?  Visit: 

www.BrehmCommunicatlons.com 
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AN  OPPORTUNITY  for  excellence.  Start 
up  publication  seeks  talented  reporters 
for  news,  sports,  features.  Work  for  a 
NEWSPAPER,  not  a  corporation.  Zone  4 
area  that  never  lacks  for  news.  To  be  a 
part  of  this  exciting  launch,  send 
resumes  and  samples  to: 

midge@foothills.net 


ASSISTANT  CITY  EDITOR: 

Great  skiing,  hiking,  basketball,  football, 
dining,  and  arts.  Only  hours  away  from 
five  national  parks,  and  less  than  two 
years  from  the  Olympic  Winter  Games. 
Work  at  one  of  the  West's  top  newspa¬ 
pers,  the  Deseret  News.  Bring  top-notch 
editing  and  supervisory  skills  to  lead  a 
team  of  reporters.  Send  resume,  cover  let¬ 
ter  and  work  samples  to: 

City  Editor  Angelyn  N.  Hutchinson 
RO.  Box  1257,  Salt  Lake  City,  UT  84110 


BUSINESS  WRITER  sought  for  award¬ 
winning  daily  in  sunny  S.E.  New  Mexico. 
Covers  business,  oil,  agriculture,  economic 
development,  general  assignment.  Produce 
weekly  business  page.  Send  resume,  clips 
tO: 

News  Editor,  Hobbs  News-Sun 
RO.  Box  850,  Hobbs,  NM  88241 
E-mail  news@leaco.net 
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ASSISTANT  CITY  EDITOR 
The  Daily  Gazette,  a  60,000-circulation 
family-owned  daily  in  New  York’s  Capital 
Region,  is  looking  for  an  assistant  city 
editor.  The  job  combines  fast-paced 
management  of  breaking  news  with  the 
satisfactions  of  long-term  staff  devel¬ 
opment.  Applicants  should  have  report¬ 
ing  and  editing  experience.  Send  resume 
and  work  samples  to: 

Thomas  Woodman,  Managing  Editor 
The  Daily  Gazette 
2345  Maxon  Road  Ext. 
Schenectady  NY  12308 


BUSINESS  RERORTER 
The  San  Antonio  Business  Journal  is  seek¬ 
ing  candidates  for  full-time  beat  reporting 
position.  We  want  someone  with  a  proven 
record  of  covering  local  business  news. 
Enterprise/investigative  know  how  a  must; 
ability  to  get  news  before  it  becomes  a 
press  release  a  must.  We  offer  competitive 
pay/benefits  and  a  work  environment  that 
promotes  creativity,  diversity,  respect  and 
excellence.  Contact: 

Editor  Bill  Conroy  70  N.E.  Loop  410 
Suite  350,  San  Antonio,  TX  78216 
E-mail  cbonroy@amcity.com 
(No  llamadas) 
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The  View  Newspapers,  weekly  and  twice- 
weekly  community  newspapers  published 
by  the  Las  Vegas  Review-Journal  and  Las 
Vegas  Sun,  are  looking  for  a  copy  editor. 
We  produce  eight  neighborhood  newspa¬ 
pers  and  need  someone  who  is  comforta¬ 
ble  editing  a  variety  of  articles  -  including 
news,  features,  business,  and  sports  -  and 
laying  out  and  paginating  tabloid  sections. 
We  prefer  at  least  two  years  of  newspaper 
experience.  Send  resume  and  work  sam¬ 
ples  to  Kirk  Kern,  View  Editor: 

RO.  Box  70,  Las  Vegas,  NV  89125 
Or  send  an  E-mail  message  to: 
kirk_kern@viewnews.com 


COVER  CITY  HALL 

for  an  independently  owned  newspaper 
in  the  heart  of  the  Green  Mountains.  The 
Rutland  Herald  is  looking  for  a  dynamic 
political  reporter  to  cover  local  gov¬ 
ernment.  Candidates  should  be  good 
deadline  writers,  anxious  to  write  for  the 
front  page  and  curious  enough  to  go 
after  the  less  obvious  stories.  Excellent 
benefits.  Send  re-sume  and  clips  to: 

Jo-Anne  Mackenzie,  City  Editor 
Rutland  Herald 
RO.  Box  668 
Rutland,  VT  05701 
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NewTimes 


IDWEST 


New  Times  has  added  three  Midwestern 
cities  to  its  group  of  award-winning, 
magazine-style  newsweeklies.  Our 
papers  publish  hard-hitting  news  stories, 
engaging  features  and  provocative 
music  and  arts  coverage  in  eleven 
>  cities  coast  to  coast. 


-  Now  we'd  like  to  increase  the  staffs  at 
^  our  newest  papers  in  St.  Louis,  Cleveland  and' 

Kansas  City.  We  are  looking  for  writers  and 
editors  who  can  craft  compelling  narratives,  analyze 
complex  subjects  and  put  a  city's  news  in  perspective. 

NewTimes  offers  competitive  salaries  and  benefits. 


Interested  candidates  should  send  cover  letter,  resume  and  clips  to: 
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Andy  Van  De  Voorde 
Executive  Associate  Editor 
New  Times,  Inc. 

RO.  Box  5970,  Denver,  CO  80217 
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ASSISTANT  NEWS  EDITOR 
The  Lincoln  (NE)  Journal  Star  has  a  new 
state-of-the-art  press  and  is  getting  a 
new  look  to  go  with  it.  Now  the  state’s 
Capital  City  paper  is  looking  for  a  new 
assistant  news  editor  with  a  sharp  eye 
for  design  and  solid  word  skills  to  help 
lead  a  15-member  copy  desk  and  art 
staff.  Design  of  Page  lA,  some  direct 
supervisory  duties  and  work  in  a  build¬ 
ingwide  production  team  are  part  of  the 
job. 

Extensive  daily  copy  desk  experience 
and  knowledge  of  QuarkXPress  and/or 
Harris  pagination  necessary.  Familiarity 
with  Freehand  and  Photoshop  a  plus. 

Send  letter,  resume  and  work  samples  to: 

Lincoln  Journal  Star 
Human  Resources  Department 
926  R  Street,  Lincoln,  NE  68508 


COPY  EDITOR:  The  Town  Talk  in  Alex¬ 
andria,  Louisiana  seeks  a  copy  editor  to 
edit  and/or  rewrite  local  news  copy  and 
to  assist  in  collating  materials  prepared 
for  daily  editions.  Afternoons  and  eve¬ 
nings,  Monday  through  Friday.  College 
degree  in  journalism,  English  or  related 
field.  Two  to  five  years  daily  newspaper 
experience  or  in  writing/editing  of  other 
publications.  Send  resume  with  cover 
letter  tO: 

Joy  L.  Williford,  The  Town  Talk 
RO.  Box  7558,  Alexandria,  LA  71306 
Or  e-mail  to  personnel@thetownt3lk.com 


CHICAGO-AREA  daily  seeks  aggressive, 
creative  and  refined  reporters  eager  to 
make  their  mark  in  one  of  the  most  com¬ 
petitive  markets  in  the  country.  The 
Daily  Southtown  needs  people  who  can 
put  stories  on  the  front  page  to  make 
new  customers  take  notice  as  the  paper 
expands  and  to  keep  the  larger 
downtown  papers  chasing  after  us. 

The  Southtown  also  is  seeking  talented 
copy  editors  and  page  designers.  We’re 
looking  for  proven  desk  people  who  can 
turn  out  dazzling  pages  and  understand 
the  importance  of  thorough  planning, 
snappy  headlines  and  clean  copy.  Profi¬ 
ciency  with  QuarkXPress  is  required,  and 
experience  with  Word  is  preferred. 
Graphics  experience  is  a  plus. 

Send  resumes  and  samples  of  work  to: 

Managing  Editor  Mike  Waters 
6901  W.  159th  St,  Tinley  Park,  IL  60477 


CITY  EDITOR 

The  Tuscaloosa  News,  a  40,000  daily 
owned  by  The  New  York  Times  Co.  in 
the  home  of  The  University  of  Alabama, 
is  seeking: 

City  Editor:  needs  to  motivate  and 
develop  a  staff  of  11;  work  effectively 
with  other  editors;  pursue  feature  and 
investigative  stories  aggressively;  juggle 
multiple  priorities. 

Assisitant  City  Editor:  assist  in  running 
newsroom;  preferred  supervisory  experi¬ 
ence  but  will  train;  needs  good  judge¬ 
ment,  line  editing  skills  and  communica¬ 
tion  ability. 

Send  resume  and  work  samples  to: 

Bruce  Giles,  RO.  Box  20587,  Tuscaloosa, 

AL  35402-0587 
www.editorandpublisher.com 
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ASSISTANT  METRO  EDITOR 
If  you  are  a  driven  experienced  newsroom 
professional  who  loves  the  challenge  of  a 
tough  competitive  market,  then  our  Assis¬ 
tant  Metro  Editor  position  may  be  the  job 
for  you. 

You'll  use  your  outstanding  leadership 
skills,  solid  line  editing,  news  judgement, 
time  management  skills  and  knowledge  of 
newsroom  operations  to  guide,  motivate 
and  develop  a  group  of  reporters  covering 
local  news  coverage,  including  those  cover¬ 
ing  police  and  courts. 

The  Columbian,  an  award  winning  after¬ 
noon  (54,000-circulation)  daily  is  prepar¬ 
ing  to  switch  to  AM  in  July.  Skilled 
newsroom  professionals  with  an  aptitude 
for  management  excellence  and  a  thirst  for 
challenge  will  find  this  to  be  an 
opportunity  worth  pursuing.  Applicants 
should  have  at  least  a  year  of  experience 
as  a  supervising  editor  are  preferred. 

This  leadership  position  offers  a  com¬ 
petitive  salary  and  benefits  package.  To 
apply  submit  your  cover  letter,  resume  and 
clips  or  work  samples  to: 

The  Columbian,  HR-Dept. 

Asst.  Metro  Editor  Position 
RO.  Box  180,  Vancouver,  WA  98666  EOE 


BUSINESS  WRITERS/EDITORS 
Fast  growing  and  profitable  Internet 
company  seeks  business  and  financial 
reporters/editors.  Requirements  include: 
deadline  writing  ability;  knowledge  and 
experience;  and  a  commitment  to 
excellence.  Personnel  Director: 

Bulletin  News  Network 
8260  Greensboro  Drive 
McLean,  VA  22 102 


CITY  GOVERNMENT  REPORTER 
Do  you  understand  the  nuances  of  gov¬ 
ernment  but  also  the  needs  of  readers?  If 
you  have  clips  to  prove  it.  The  Tampa 
Tribune  wants  to  talk  with  you.  We  need 
a  reporter  with  a  sense  of  urgency  and  a 
flair  for  writing  who  can  cover  the  city  of 
Tampa.  A  minimum  of  five  years'  experi¬ 
ence  required.  CAR  skills  a  real  plus. 
Send  resume  and  cover  letter  to: 

Team  Leader  Steve  Kaylor  at 
skaylor@tampatrib.com 


COMMUNICATIONS  COORDINATOR 
Put  your  editorial  skills  to  work  for  a  bet¬ 
ter  world.  Coordinate  news  coverage  for 
Billings,  MT-based  Northern  Plains 
Resource  Council,  citizen  group  working 
for  Montana's  environment  and  family 
agriculture.  Media  experience  a  must!  Com¬ 
puter,  people  skills  important.  For  job 
description: 

Call  (406)248-1 154 
E-mail  steve.paulson@nprcmt.org 
Application  deadline  May  15 


COPY  EDITOR  wanted  for  45,000- 
circulation  daily  south  of  Boston.  Strong 
word  and  page-design  skills  a  must. 
Write  Mike  Allain,  Assistant  ME,  The 
Enterprise,  60  Main  Street,  RO.  Box 
1450,  Brockton,  MA  02303. 

E-mail  newsroom@enterprisenews.com 
www.editorandpublisher.com 
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COPY  EDITOR  -  The  Lexington  Herald- 
Leader,  a  consistent  APSE  award¬ 
winning  125,000  daily,  160,000  Sun¬ 
day  newspaper  in  the  heart  of  Kentuck¬ 
y's  Bluegrass  region,  has  an  opening  for 
a  copy  editor  with  a  passion  for  the  lan¬ 
guage  and  a  knack  for  writing  bright 
headlines.  Will  edit  local  and  wire  copy 
and  put  together  roundups.  Two  years 
experience  on  a  daily  newspaper  pre¬ 
ferred.  Our  benefits  include  medical  and 
dental  insurance,  optional  401(k)  and  a 
competitive  salary.  Send  cover  letter  and 
resume  to: 

Gene  Abell,  Sports  Editor 
Lexington  Herald-Leader 
100  Midland  Avenue 
Lexington,  KY  40508-1999 
Orgabell@heraid-leader.com  EOE  M/F 


COPY  EDITOR 


Adweek  seeks  a  talented,  versatile 
copy  editor  to  work  on  IQ  News  and 
Marketing  Computers.  Will  edit  news 
and  feature  copy  for  style,  grammar 
and  punctuation,  copyfit,  traffic 
pages  and  proofread.  Requires  good 
organizational  skills,  keen  eye  for 
detail,  and  ability  to  multi-task  and 
cope  with  multiple  deadlines.  Prefer 
at  least  two  years  related  experience; 
knowledge  of  AP  style  and  QPS  a 
plus.  Great  opportunity  to  join  grow¬ 
ing,  successful  publications  with  fast- 
paced,  fun  environment. 

E-mail  resume  with  salary  require¬ 
ments  tO: 

svancamp@adweek.com 
faxto212-536-1416 
Or  mail  to: 


-  Scott  Van  Camp,  Managing  Editor 
Adweek  IQ,  1515  Broadway 
12th  floor.  New  York,  NY  10036 


COPY  EDITOR 

The  Press  of  Atlantic  City  has  openings 
for  copy  editors  on  its  news  desk.  We 
are  an  80,000-circulation  AM  daily  that 
covers  southern  New  Jersey  and  a  town 
that  features  12  gambling  ca-sinos. 
Candidates  should  have  two  years'  expe¬ 
rience  in  editing  and/or  reporting.  QuarkX¬ 
Press  experience  a  plus.  Send  resume, 
clips  tO: 

Peter  M.  Brophy,  News  Editor 
The  Press  of  Atlantic  City 
1 1  Devins  Lane,  Pleasantville,  NJ  08232 

CRIMINAL  COURT  REPORTER 
The  Tampa  Tribune  needs  someone  to 
write  with  authority  and  insight  about 
criminal  justice  issues.  Must  be  able  to 
juggle  multiple  stories  and  handle 
deadline  pressure,  but  also  produce 
enterprise  that  sets  us  apart  from  the 
competition.  Three  to  five  years'  experi¬ 
ence  a  must.  CAR  experience  a  real 
plus.  Send  resume  and  cover  letter  to: 

Pat  Minarcin:  pminarcin@tampatrib.com 


REPORTER  -  Award-winning  community 
weekly  in  New  York's  Hudson  Valley 
seeks  energetic  General  Assignment 
reporter.  Ideal  for  recent  grad.  Resume, 
clips  to  Mid  Hudson  Times,  RO.  Box 
10234,  Newburgh,  NY  12552. 
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FULL-TIME  SPORTSWRITER 
The  Gallup  Independent,  a  16,000  circula¬ 
tion  daily  in  Western  New  Mexico,  seeks  a 
sportswriter  and  layout  person.  Recent 
grads  will  be  considered.  Coverage 
includes  27  high  schools  and  wide  variety 
of  sports.  Pagination  experience  a  plus. 
Send  resume,  3  clips,  2  references  to: 
Sports  Editor  Alan  Arthur,  Gallup  Indepen¬ 
dent: 

RO.  Box  1210,  Gallup,  NM  87305 
Or  Fax  (505)  722-5750 
Or  E-mail  scoop@cia-g.com 


EDITOR  ANDRERORTERS 
Adweek  magazine  is  looking  to  fill  three 
positions:  News  Editor,  Reporter  and 
Editorial  Assistant.  The  News  Editor  post 
requires  5-(-  years  experience  reporting 
and  editing  news,  preferably  in  a  busi¬ 
ness  journalism  environment.  Must  be 
able  to  coordinate  news  with  regional 
bureaus,  assign  reporters  and  maintain 
high  standards  of  magazine.  Reporter 
post  requires  3-t-  years  reporting  experi¬ 
ence,  a  background  in  marketing  and 
business  a  plus.  Able  to  work  under 
deadline  pressure  on  a  daily  basis.  File 
stories  for  both  the  magazine  and  the 
Web  site.  For  the  Editorial  Assistant  job, 
a  journalism  or  English  major  is  pre¬ 
ferred.  Knowledge  of  Macintosh  and 
Internet  savvy  a  plus.  Good  people  skills, 
assists  news  department  in  reporting 
stories,  fact-checking  and  online 
research.  Rlease  send  resumes  to: 

Department  AF,  BRI 
1515  Broadway,  12th  Floor 

New  York,  NY  10036 
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DESK  EDITOR 

We  are  seeking  two  desk  persons  with 
first-rate  copy  editing  skills  and  the  will¬ 
ingness  to  paginate  pages.  Design  skills 
or  experience  with  DTI  pagination  com¬ 
puters  a  plus. 

•  JOIN  OUR  22-member  Sports  staff  as 
we  approach  the  2002  Winter  Olym¬ 
pics.  Night  work.  Limited  writing 
opportunities  possible.  Send  applica¬ 
tion,  resume  and  work  samples  to 
Deputy  Editor/Sports  Holly  Mullen 
hmullen@sltrib.com. 

•  8-PERSON  World  Desk  seeks  a 
person  with  a  good  international  sense 
of  news  to  join  like-minded  col¬ 
leagues.  Night  work.  Send  application, 
resume  and  work  samples  to  Deputy 
Editor/Production  Jeff  Walton 
|walton@sltrib.com 

We  are  a  164,000  statewide  newspaper 
and  the  dominant  news  voice  in  a  hyper¬ 
active  news  state.  Wages  are  good, 
fringe  benefits  and  colleagues  are  excep¬ 
tional  and  Utah's  outdoor  amenities 
can't  be  equaled.  Contact  the 
appropriate  deputy  editor  by  May  15  in 
care  of: 

The  Salt  Lake  Tribune 
143  South  Main  Street 
Salt  Lake  City,  UT  841 11 


RAPIDLY  GROWING  daily  newspaper  tak¬ 
ing  applications  for  reporters  and  editors 
wanting  to  live  in  a  very  desireable  com¬ 
munity.  Send  resume,  clip  tO: 

Tom  Miller,  managing  editor.  Today's 
News-Herald,  2225  W.  Acoma  Blvd 
Lake  Havasu  City,  AZ  86404 


ADMINISTRATIVE 


ADMINISTRATIVE 


Recruitment  Specialists 

Some  of  our  current  assignments: 

■  Retail  Advertising  Manager  -  Southeastern  daily 
newspaper  (30-50,000  circulation)  seeks  people-oriented 
manager  to  oversee  sales  staff  of  8;  college  town;  great 
company  and  opportunity  to  grow. 

■  Features  Editor  -  Midwestern  daily  with  circulation 
between  70-90,(XK)  needs  editor  with  strong  planning  and 
management  skills  to  oversee  department  of  10;  EOE. 

■  Advertising  Director  -  Upper  Midwest  daily  news¬ 
paper  with  circulation  below  20,000  seeks  trainii^- 
oriented,  sales  management  pro  to  lead  staff;  sales 
promotion  minded. 


Contact  us  if  you  have  a  recruitment  need... or 
send  your  resume  for  current  or  future  tunings. 

1605  Colonial  Parkway,  Suite  240  ■  Inverness,  IL  60067 
847.963.9300  ■  inm2@voyager.net  ■  fiix  847.934.6607 
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EDITOR  ENTREPRENEUR 
Not  for  the  faint-hearted!  Bigfoot  Media, 
publisher  of  the  Berkeley  Daily  Planet,  is 
looking  for  ambitious  editors/leaders  of 
start-up  Calif.  Hard  news  community 
dailies.  Energetic,  passionate  leaders 
needed  to  build  and  jazz  news  team. 
Excellent  hands-on  skills:  local  news, 
writing,  editing,  QuarkXPress,  team¬ 
building.  Competitive  compensation 
with  stock  options.  E-mail/fax  resume, 
salary  requirements,  5  best  clips: 
hr(ai  berkeleydailyplanet.com 
Fax  (510)  841-5695 


Publisher  of  national  trade  journals  seeks 
editor  for  flagship  magazine  serving  the 
nightlife  and  entertainment  industry.  Can¬ 
didates  must  have  good  writing,  editing 
and  organizational  skills.  Journalism 
degree  preferred  and  solid  newspaper  or 
magazine  experience  a  must.  Send  re¬ 
sume,  references  and  five  clips  to: 

Jonathan  Scott,  Oxford  Publishing 
307  W.  Jackson,  Oxford,  MS  38655 
Or  fax  to(662)  236-5541 


EDITORIAL 

ONLINE  WRITER/EDITOR 
Experienced  Writer/Editor  wanted  for 
Benefitnews.com,  a  comprehensive 
online  resource  for  HR  and  Benefits  pro¬ 
fessionals.  Develop  and  write  daily  news 
articles,  features  and  other  content  for 
site  and  help  produce  twice-weekly  e- 
letterfrom  our  Rockville,  MD  office. 

Submit  resumes  to: 

editorial@benefitnews.com 
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MARKETING 

ADVERTISING 


BOOK,  the  consumer  magazine  for 
people  who  are  passionate  about 
books,  is  expanding  staff  in  all 
departments.  We’re  looking  for 
people  with  relevant  experience 
who  are  ready  for  bigger  chall¬ 
enges  and  re.sponsibilities  and  who 
would  thrive  in  an  entrepreneurial 
environment.  Positions  ttr  be  filled 
in  the  coming  months  include: 

•  ADVERTISING  DIRECTOR 

•  ADVERTISING  ACCOUNT  MANAGER 

•  MARKETING  DIRECTOR 

•  ASSISTANT  MARKETING  MANAGER 

•  NEWS  EDITOR 

•  ASSISTANT  COPY  EDITOR 

•  STAFF  WRITER 

•  PRODUCTION  MANAGER 

•  CIRCULATION  MANAGER 

•  ASSISTANT  TO  THE  PL'BLISHER 

Internships  aLso  available  in  all 
departments. 

Please  fax  resume  with  letter  explain¬ 
ing  your  interest  in  BOOK  to: 

(908) 522-3104 


LOS  ANGELES  BUSINESS  JOURNAL 
Energetic  reporter  wanted.  1-3  years 
experience.  Daily  and/or  business  report¬ 
ing  a  plus.  Send  resume,  clips  to: 

Michael  Stremfel 
Deputy  Managing  Editor 
Los  Angeles  Business  Journal 
5700  WilshireBlvd.,  Suite  170 
Los  Angeles,  CA  90036 


EDITORIAL 


SJfoU'n  Ft.  Lauderdale 

experienced  and 

dynamic  editor  to  manage  its  news 
and  entertainment  weekly  in  Ft.  Lauderdale. 

This  position  requires  a  solid  background 
in  news  and  superior  management  ability. 

The  managing  editor  works  directly  with 
writers  to  help  shape  local  news  coverage 
and  to  edit  magazine-length  feature  stories. 

The  managing  editor  also  supervises  the 

day-to-day  operations  of  the  editorial 

department.  Fine  writing  and  editing 

skills  are  a  must;  the  interview  process 

includes  a  test.  * 

New  Times  offers  competitive  salaries 
and  benefits.  Interested  candidates  should 
send  cover  letter,  resume  and  clips  to; 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

RO.  Box  5970 
Denver,  CO  80217 

To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 
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EDITORIAL 


Great  opportunity  for  a  Reporter  to  join 
one  of  the  largest  publishers  in  the 
world.  Monthly  mortgage  originations 
pub  needs  seif-starter,  some  business 
experience  preferred.  Wili  consider  a 
bright  beginner.  Good  saiary/benefits 
and  fast  promotion  track.  Send  resume 
tO: 

FAX  (212)  564-8879 
E-MAIL:  mark.fogarty@tfn.com 


TECH  REPORTER 

One  of  the  world’s  largest  publishers  has 
an  opening  for  a  Technology  Reporter  for 
its  high-profiie  magazine  covering  the 
mortgage  industry.  This  is  a  great 
opportunity  in  a  red-hot  area.  Looking 
for  a  self-starter  with  some  technology 
background.  Good  salary/benefits  and 
excellent  promotion  track.  Send  resume, 
3  clips  and  saiary  requirements  to: 

FAX  (2 12)  564-8879 
E-MAIL:  mark.fogarty@tfn.com 


EXECUTIVE  EDITOR' 

Herald  Community  Newspapers,  award¬ 
winning,  editorially-driven  suburban 
weeklies  (60K  circulation).  Long  Island, 
NY,  seeks  an  editor/manager  to  lead  20- 
person  editorial  team.  If  you  know  how  to 
create  lively,  informative,  quality  pub¬ 
lications  on  time  and  on  budget,  we'd  like 
to  talk  to  you.  You  should  have  strong 
writing,  editing  and  page  design  skills, 
leadership  and  management  ability,  enjoy 
training  young  journaiists,  and  have  a 
working  knowledge  of  QuarkXPress, 
pagination,  and  the  Internet.  Excellent 
salary/benefits  package.  Send  resume  and 
clips: 

Attn:  Louise  Z. 

Richner  Communications 
379  Central  Avenue 
Lawrence,  NY  11559 
Or  Fax  (516)  569-4942 


EXECUTIVE  EDITOR 

News  Montana  Inc.  seeks  an  experi¬ 
enced,  creative  Executive  Editor  to  lead 
and  motivate  the  news  staff  at  our  three 
weekiy  Montana  newspapers.  Journal¬ 
ism  degree,  photo  and  layout  abilities 
required.  We’re  a  progressive  company 
in  a  fast-growing  market.  Competitive  com¬ 
pensation,  benefits.  Send  resume  and 
references  to: 

James  E.  Moore  II,  Publisher 
News  Montana  Inc. 

RO.  Box  970,  Red  Lodge,  MT  59068 


FEATURE  REPORTER:  The  Town  Talk 
in  Alexandria,  Louisiana  seeks  a  talented 
reporter  with  1-3  years  experience. 
Degree  in  Journalism  or  English 
required.  Full-time;  40  hours  per  week. 
Primary  assignment  will  be  to  cover 
religion.  Please  send  resume  and  work 
samples  tO: 

Joy  Williford,  The  Town  Talk 
RO.  Box  7558,  Alexandria,  LA  71306  or 
E-mail  to  personnel@thetowntalk.com 


EDITORIAL 


FINANCIAL  JOURNALIST 
MyPrimeTime.com  iocated  in  San  Fran¬ 
cisco,  is  seeking  an  experienced  busi¬ 
ness  reporter  to  help  build  a  top-notch 
personal  finance  section.  Solid  journal¬ 
ism  background/knowiedge  of  financial 
markets  a  must.  Will  work  in  a  variety  of 
media  -  audio/video/html.  Ability  to 
create  insightful  service  stories  a  must. 
Competitive  Salary/stock  options/dental/ 
vision/401(k).  Reply  to  Dan  Pherr: 

54  Mint  Street,  San  Francisco,  CA  94103 
Or  dpharr@myprimetime.com 


MUSIC  EDITORS 

New  Times  is  searching  for  music  editors 
at  its  award-winning  weekly  newspapers  in 
Miami  and  San  Francisco.  Positions  entail 
planning  and  editing  a  weekly  music  sec¬ 
tion,  writing  feature  stories  and  a  weekiy  coi- 
umn,  and  hiring  freelance  reviewers. 
Quaiified  candidates  wiil  have  strong  writ¬ 
ing  and  organizational  skills  as  well  as  a 
passion  for — and  criticai  eye  toward — DJ/ 
dance  and  hip-hop.  Send  cover  letter, 
resume  and  five  clips  to: 

Andy  Van  De  Voorde 
Executive  Associate  Editor 
New  Times,  Inc. 

RO.  Box  5970,  Denver,  CO  80217 
andy.vandevoorde@westword.com 


MANAGING  EDITOR 

New  York-based  weekly  trade  magazine 
covering  media  seeks  a  seasoned  Man¬ 
aging  Editor  who  can  make  pages,  hit 
deadlines,  develop  ideas  and  motivate 
staff.  5-10  years  in  daily  or  strong  weekly 
journalism  with  recent  management  expe¬ 
rience.  Minority  journalists  are 
encouraged  to  apply.  Reply  to: 

Box  01240,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036 


MANAGING  EDITOR/BUSINESS  NEWS 
for  Boulder  County  Business  Report, 
biweekly  newspaper  in  Boulder,  Colo. 
Seeking  editor  with  business  news  report¬ 
ing,  assignment  experience.  Growing  pub¬ 
lishing  company  in  fast-growth  high-tech 
corridor.  One  of  best  places  to  live  in  U.S. 
Resume,  clips  to  Jerry  W.  Lewis,  editor, 
BCBR,  3180  Sterling  Circie,  Suite  201, 
Boulder,  CO  80301. 

Or  E-mail  jwlewis@bcbr.com 


MANAGING  EDITOR 

The  Siloam  Springs  Herald-Leader,  a  twice 
weekiy  paper  with  5000-t  circulation, 
seeks  an  ambitious,  experienced  newspa¬ 
per  professional  to  take  the  helm.  The 
western-most  paper  of  Community  Pub¬ 
lishers,  Inc.,  of  Bentonville,  Arkansas,  the 
Herald-Leader  is  an  award  winning  paper 
with  a  talented  staff  and  dedicated  reader- 
ship.  The  best  candidate  wiii  know  Quark, 
have  layout  and  design  experience,  be 
passionate  about  the  newspaper  business, 
and  fall  in  love  with  Siloam  Springs  as  a 
piace  to  iive,  work,  and  piay.  For  more 
information,  check  out  our  website, 
www.nwanews.com,  and  mail,  fax,  or 
email  your  resume  and  cover  letter  to: 

Lori  Farley,  Community  Pubiishers  Inc, 

104  SW  A  Street,  Bentonville,  AR  72712 
(501)271-3788 
Or  lorif@nwanews.com 
www.editorandpublisher.com 
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EDITORIAL 


DESIGNER/COPY  EDITOR 
Award-winning  80,000  daily  newspaper 
in  auto-executive  suburbs  of  Detroit 
seeks  experienced  page  designers/copy 
editors.  Must  have  two  years  on  QuarkX¬ 
Press  pagination  desk.  Send  letter  and 
resume  to  News  Editor  Kathy  Gay: 

The  Oakland  Press 
48  West  Huron,  Pontiac,  Ml  48343 


GET  YOUR  START.  Northeast  Colorado 
5,500  daily  needs  a  general  assignment 
-  police  beat  reporter.  Strong  writing  and 
photography  skills  necessary.  Will  con¬ 
sider  recent  graduates.  Send  resume, 
salary  requirements,  five  clips  to: 

Todd  Hepler,  editor,  Journal-Advocate 
RO.  Box  1272,  Sterling,  CO  80751 
Phone:  (970)  522-1990.  Fax:  522-2320 
E-mail:  editor@journal-advocate.com 


PAGE  DESIGNER 

The  Jackson  Hole  News,  named  one  of 
the  20  best  designed  newspapers  in  the 
world  by  SND,  is  looking  for  a  talented 
designer  who  wants  to  live  in  stunning 
surroundings  and  create  a  great  news¬ 
paper.  In  addition  to  becoming  a 
member  of  a  three  person  editorial 
layout  department,  the  successful  appli¬ 
cant  will  design  and  layout  three  award 
winning  four  color  magazines  a  year.  Con¬ 
tact:  Publisher: 

Box  7445,  Jackson,  WY  83002 


LOOKING  FOR  THAT  EXCELLENT 
CAREER  MOVE? 

The  Ogden  Newspapers  has  openings  at 
a  few  of  our  36  daily  newspapers.  We 
have  current  openings  in  Circulation, 
Editorial,  Advertising,  Production  and 
more.  Check  out  our  Career  Opportunity 
page  at: 

www.ogdennews.com/opportunities 
FEATURE  OPPORTUNITIES  THIS  WEEK: 
EDITORIAL 

MARTINSBURG,  WV  -  REPORTER 
Hard-working,  enthusiastic,  enterprising 
reporter  needed  for  entry-level  position  at 
this  seven-day  morning,  20,000  circula¬ 
tion  newspaper  about  60  miles  from 
Washington,  DC.  The  area  is  growing,  as 
is  the  newspaper’s  circulation.  Send 
resume  and  clips  to  the  address  below  or 
E  mail,  Attention:  Maria  Lorensen 
journal@oweb.com 
MARTINSBURG,  WV  -  CITY  EDITOR 
Second-in-command  position  for  this 
small,  but  growing  daily  seven-day 
newspaper  in  the  suburban  Washington, 
DC  area.  Immediate  opening.  The  suc¬ 
cessful  candidate  will  know  how  to 
motivate  a  young  staff  of  eight  reporters, 
can  assign  meaningful  stories  and  can 
edit  local  copy.  Some  management  expe¬ 
rience  helpful,  but  not  necessary.  Work¬ 
ing  knowledge  of  QuarkXPress  is  helpful. 
Salary  commensurate  with  experience. 
The  City  Editor  routinely  fills  in  for  the 
Managing  Editor  when  he  is  on  vacation. 
Send  resume,  job  history  and  writing  sam¬ 
ples  by  May  31. 

Maria  Lorensen,  Editor 
The  Journal 
207  W.  King  Street 
Martinsburg,WV  25401 

www.editorandpubllsher.com 


EDITORIAL 


LOOKING  FOR  THE  BEST 
Following  the  launch  of  new  beats  and 
sections  as  well  as  a  redesign.  The  Ari¬ 
zona  Republic  is  looking  for  journalists 
with  high  standards  and  daily  experience 
to  help  us  continue  to  move  ahead  of  the 
competition.  As  the  news  leader  in 
Phoenix  and  the  rest  of  the  state,  nearly 
a  half-million  daily  readers  use  the 
newspaper  and  even  more  log  on  to  our 
web  sites  www.arizonarepublic.com  and 
www.azcentral.com  to  help  guide  their 
lives. 

Competitive  pay  and  benefits  will  be 
offered  to: 

•  Sports  editor  (with  experience  guiding 
pro  coverage) 

•  /Vssistant  sports  editor 

•  Business  writers  (real  estate,  small 
business,  personal  finance,  investi¬ 
gative/enterprise,  technology  com¬ 
panies,  business  columnist) 

•  Copy  editors/page  designers  (skills  in 
both  desired) 

•  Professional  development  program 
journalists  (for  recent  graduates) 

To  apply,  send  a  cover  letter  specifying 
your  interest  and  an  updated  resume 
with  references  to: 

Don  Rodriguez 

Development  and  Recruitment  Editor 
The  Arizona  Republic,  200  E.  Van  Buren  St. 
NM19,  Phoenix,  AZ  85004 
Or  E-mail: 

don.rodriguez@arizonarepublic.com 
MANAGING  EDITOR 

Wisconsin’s  most  honored  weekly  news¬ 
paper  seeks  news  pro  for  staff  direction, 
page  design  and  reporting.  Generous  pay 
and  benefits  in  a  beautiful  lakeshore  com¬ 
munity  of  10,000.  Re-sumes  to:  Bill 
Schanen,  Editor  and  Publisher,  Ozaukee 
Press: 

Box  249,  Port  Washington,  Wl  53074 
(262)  284-3494 


MANAGING  EDITOR 
CAPE  GIRARDEAU,  MO. 

The  Southeast  Missourian,  winner  of 
state,  national  and  international  awards, 
seeks  a  managing  editor  for  a  28-person 
news  team  that  produces  high-quality  con¬ 
tent  for  a  seven-day  morning  newspaper 
that  is  part  of  a  fast-growing  company 
(11  dailies  and  25-t-  weeklies).  To  be 
seriously  considered,  candidates  must 
demonstrate  an  ability  to  lead,  coach, 
plan,  organize,  design  compelling  pages, 
edit  scrupulously,  understand  the  power 
of  graphics  and  photos,  write  fact-filled 
editorials,  cooperate  with  other  depart¬ 
ments  and  represent  the  newspaper  in 
the  community.  If  you  possess  these 
skills  and  can  articulate  your  vision  for  a 
first-rate  community  newspaper,  please 
call: 

R.  Joe  Sullivan,  editor,  (573)  335-661 1 
This  position  is  available  June  1 


REPORTERS  WANTED 
Growing  web  site  seeks  reporters  to  con¬ 
tribute  to  daily  news  report.  Requires 
strong  reporting  skills  and  online  know¬ 
how.  Send  resume  to: 

rickb@thirdage.com 


EDITORIAL 


MANAGING  EDITOR 

Edgy,  Boston-based  magazine  -  see  us 
online  at  aquentmagazine.com  -  with 
ambitious  expansion  plans  lusts  after 
star  managing  editor.  Requirements 
include  proven  experience  managing  a 
magazine  editorial  and  production  staff; 
a  knack  for  the  business  side  of  maga¬ 
zine  publishing;  exceptional  organiza¬ 
tional  ability;  and  meticulous  copyediting 
skills.  Desirable  traits  include  personal 
experience  as  a  freelancer,  and  an 
irreverent  but  professional  writing  voice. 
Salary  is  commensurate  with  experience 
plus  full  benefits. 

You’ll  look  out  your  window  onto  Copley 
Square,  one  of  the  most  convenient  and 
beautiful  locations  in  Boston  —  and  you’ll 
look  around  and  find  yourself  in  the 
middle  of  a  fun  and  lively  (and  slightly 
wacky)  editorial  team.  In  less  than  a 
year  we’ve  garnered  press  raves  and 
several  awards  —  including  a  British 
Academy  Award  nomination!  Join  us! 
Interested  candidates  should  respond  in 
one  of  these  two  ways: 

Place  your  cover  letter  right  in  the  body 
of  the  email,  and  enclose  a  resume  and 
three  writing  samples  (any  length  okay) 
as  Word  or  plain-text  attachments.  If 
your  samples  are  already  online  URLs 
are  sufficient. 

Email  to  editor@aquentmagazine.com 
Mail:  Send  a  cover  letter,  resume,  and 
three  writing  samples  to: 

Editorial  Director,  Aquent  Magazine 

711  Boylston  Street,  Boston,  MA  02 1 1 6 
Or  fax  your  information  to: 

(617)  535-5003,  attn:  Editorial  Director 


EDITORIAL 


MANAGING  EDITOR 

Highly  competitive  weekly,  located  in  a 
beautiful  coastal  Alaskan  hamlet  with 
mild  climate,  seeks  managing  editor 
with  strong  management,  budgeting  and 
supervisory  skills.  Must  have  QuarkX¬ 
Press  knowledge  and  strong  news  back¬ 
ground.  E-mail  or  fax  resume,  clippings: 
(907)235-6340 
E-mail  tribune@webalaska.net 


MANAGING  EDITOR 

If  you’ve  worked  as  a  reporter  and  still 
wish  you  did,  if  you’re  now  a  newsroom 
manager,  if  you  know  that  community 
journalism  means  more  than  putting 
local  news  on  Page  One,  you  could  be 
the  managing  editor  we  need.  The  Burl¬ 
ington  Times-News  is  a  28,000- 
circulation  AM  in  North  Carolina’s 
dynamic  Triad  region,  three  hours  from 
the  Blue  Ridge  Mountains  and  three  hours 
from  the  Atlantic  Ocean.  Send  cover  let¬ 
ter,  resume  and  work  samples  to: 

Patrick  Holmes,  Editor,  Times-News 
707  S.  Main  Street,  Burlington,  NC  27215 
To  learn  more  about  our  content  and  our 
area,  go  to  www.thetimesnews.com 


NATION’S  LEADING  Anglo-Jewish  weekly 
seeks  writer  with  three  years  daily/weekly 
experience  and  tons  of  "out-of-the-box” 
ideas.  Send  resume  over  E-mail  to  Phil 
Jacobs,  editor,  Baltimore  Jewish  Times 
pjacobs@jewishtimes.com 
Resumes  and  clips  can  be  mailed  to: 

Phil  Jacobs,  Baltimore  Jewish  Times 
2104  N.  Charles  Street 
Baltimore,  MD  21218 


EDITORIAL 


EDITORIAL 


Eftoa  San  Francisco 

managing  editor 

and  an  associate  editor  for  its  news  and 
entertainment  weekly  in  San  Francisco.  We  want 
editors  who  have  a  fine  touch  with  copy,  a  firm 
grasp  of  the  magazine  style,  and  the 
self-confidence  needed  to  work  comfortably  with 
a  staff  of  writers  who  routinely  win  major  national 
Journalism  awards.  The  managing  editor  position 
requires  a  strong  background  in  news  and 
superior  management  ability:  associate  editor 
candidates  should  have  solid  experience  with 
arts/features.  Qualified  applicants  will  have  the 
demonstrated  ability  to  deal  with  lengthy  news 
and  feature  articles,  and  the  desire  to  edit  and 
write  to  the  highest  standards. 

Applicants  should  send  a  short,  arresting  cover 
letter,  a  one-page  resume,  and  a  representative 
set  of  writing  and  editing  clips  to: 

John  Mecklin 

Editor  ^ 

SF  Weekly 

135  Berry,  Lobby  4,  Suite  3800 
San  Francisco,  CA  94107 

To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 
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EDITORIAL 


PRESS  PUBLICATIONS  is  looking  for  a 
Managing  Editor  for  its  six  St.  Paul  sub¬ 
urban  weekly  newspapers.  Strong  editing 
along  with  demonstrated  news-room 
leadership  skills  are  needed.  QuarkX¬ 
Press  and  Baseview  experience  a  plus. 
Send  cover  letter,  resume  and  salary 
requirements  tO: 

Gene  Johnson,  Press  Publication 
4779  Bloom  Avenue 
White  Bear  Lake,  MN  551 10 


SPACE  AND  SCIENCE  REPORTER 
FLORIDA  TODAY,  a  Gannett  newspaper 
on  the  Space  Coast,  seeks  an  experi¬ 
enced  science  and  space  reporter.  This 
critical  specialty  beat  provides  an 
excellent  opportunity  for  worldwide 
exposure  through  print  and  online.  E- 
mail  cover  letter,  resume  and  salary 
requirements  tO: 


EDITORIAL 


NEWS  EDITOR 

Billboard  Bulletin,  the  daily  news  fax  of 
Billboard  magazine,  seeks  newsroom 
dynamo  with  proven  editing  skills  and 
reporting  experience,  preferably  at  a 
daily.  Knowledge  of  mu^ic  business 
helpful.  Desktop  publishing,  and  QuarkX¬ 
Press  experience  a  plus.  No  beginners. 
Send  resume  and  salary  history  tO: 
Department  KS,  Billboard  Bulletin 
1515  Broadway,  New  York,  NY  10036 
EOE 


NEWS  EDITOR 

FLORIDA  TODAY,  a  Gannett  newspaper 
on  the  Space  Coast,  seeks  an  experi¬ 
enced  editor  to  lead  the  News  Desk. 
Strong  editing  and  management  skills  a 
must.  Excellent  growth  potential.  E-mail 
cover  letter,  resume  and  salary  require¬ 
ments  to: 


EDITORIAL 


NEWS  EDITOR 

The  Morning  Star  of  Wilmington,  NC 
needs  an  editor  with  excellent  news  judg¬ 
ment  and  editing  skills,  complemented 
with  demonstrated  leadership  and  man¬ 
agement  abilities.  Lead  10-person  copy 
desk  in  producing  broad  and  incisive 
wire  report  for  diverse  readership.  Can¬ 
didates  should  have  wide  ranging 
interests  and  great  curiosity  to  produce 
thorough  and  interesting  world,  national 
and  state  news  reports  with  selections 
from  four  wire  services.  The  Morning 
Star  is  a  New  York  Times  Co.  newspaper, 
57,000  AM,  in  a  rapidly  growing  coastal 
region.  Send  cover  letter,  resume,  work 
samples  and  references  to: 

John  Meyer,  Managing  Editor 
Morning  Star 

RO.  Box  840,  Wilmington,  NC  28402- 
0840 

www.wilmingtonstar.com 


ONLINE  SPORTS  EDITORS 
ESPN.com  en  ESPANOL 
In  Bristol,  CT  or  Buenos  Aires.  Required: 
strong  Latin  American  sports  knowledge, 
2-5  years  experience  researching,  writ¬ 
ing,  editing  sports  content;  fluency  in 
Spanish  and  English.  HTML  useful. 
Please  E-mail  resume  and  note  to: 

H  R.  Resumes@corp.go.com 
with  “EES  Sports”  as  the  subject 


REPORTERS 

Immediate  opening  for  talented  reporters 
needed  for  fast  growing,  highly  com¬ 
petitive  weekly  located  in  a  beautiful 
coastal  Alaskan  hamlet.  Mild  climate.  A 
degree  in  journalism  or  related  field  with 
one  year’s  experience  preferred,  but 
sharp  recent  journalism  grad  welcome. 
E-mail  or  fax  resume,  clipings: 

(907)235-6340 
Or  E-mail  tribune@webalaska.net 


PAGE  DESIGNER/COPY  EDITOR 
Are  you  creative?  Do  you  work  well  under 
pressure  and  have  a  flair  for  newspaper 
design  and  layout?  We  have  an  opening  for 
a  Page  Design/Copy  Editor  at  The  Colum¬ 
bian  Vancouver,  WA.  Successful  candi¬ 
dates  will  possess: 

•  Knowledge  of  design  theory  and  color 
usage 

•  Ability  to  work  in  collaborative  situations 

•  Knowledge  of  QuarkXPress,  Photo-Shop 
and  Illustrator  or  Freehand 

•  Broad  knowledge  of  national  and  world 
events 

•  Three  years’  experience  in  page  layout 
for  daily  newspaper 

We  offer  competitive  salaries  and  an 
excellent  benefit  package,  which  includes  a 
generous  company  match-ing  401(k)  and 
22  paid  days  off  annually 
The  Columbian,  an  award-winning  after¬ 
noon  (54,000-circulation)  daily  is  prepar¬ 
ing  to  switch  to  AM  publication.  We’ll  go 
completely  AM  summer  2000.  Help  be  a 
part  of  the  exciting  changes  going  on  at 
The  Columbian!  A  great  place  to  work!  To 
apply,  submit  a  cover  letter  with  salary  his¬ 
tory,  resume  and  samples  of  your  work  to 
The  Columbian,  HR  Dept: 

RO.  Box  180,  Vancouver,  WA  98666  EOE 


EDITORIAL 


WE  WALK  THE  WALK 
And  are  looking  for  some  folks  to  join  us 
We’re  the  42,000  PM/95,000  Sunday 
York  Dispatch/Sunday  News,  winner  of 
13  Keystone  Awards  in  this  year’s  Pen¬ 
nsylvania  Newspaper  Association  com¬ 
petition.  We  try  to  do  hard-hitting, 
reader-relevant  journalism.  And  we  don’t 
have  a  bunch  of  corporate  mandates  and 
meaningless  meetings  to  occupy  our 
time.  Maybe  that's  why  were  one  of  the 
few  PMs  left  in  America  that’s  holding 
its  own. 

We’re  seeking  to  fill  these  positions: 

NEWS/DESIGN  EDITOR 
This  editor  oversees  a  desk  of  7  experi¬ 
enced  designer/editors  and  will  shepherd 
a  pending  redesign.  We're  looking  for 
someone  strong  with  both  words  and  vis¬ 
uals  who  takes  a  creative  approach  to 
page  design.  We’re  seeking  someone 
who  can  help  improve  story  packaging. 

DESIGNER/COPY  EDITOR 
Someone  capable  of  designing  and 
paginating  (Harris;  we’ll  teach  anyone 
with  prior  experience)  section  fronts  reg¬ 
ularly,  as  well  as  inside  pages. 

ASSISTANT  SUNDAY  EDITOR 
Will  oversee  2  reporters  covering  the  Get¬ 
tysburg  region  for  a  zoned  Sunday  edi¬ 
tion,  direct  other  coverage  for  that  edi¬ 
tion,  and  help  the  Sunday  editor  with 
news  and  feature  stories  for  the  edition. 
Candidates  should  have  at  least  3  years 
of  newspaper  reporting/editing  experi¬ 
ence;  design  experience  not  required. 

BUSINESS  EDITOR 

Our  business  editor  oversees  our  busi¬ 
ness,  consumer  affairs  and  technology 
reporters,  producing  a  2-page  daily  busi¬ 
ness  section,  a  Sunday  Money&More  con¬ 
sumer  section,  and  Monday’s  York  Wired 
tabloid.  We’re  seeking  someone  with 
reporting  and/or  editing  experience  and 
an  interest  in  business/tech  writing. 

REPORTERS 

We're  looking  for  one  general  assign¬ 
ment  reporter  who  is  interested  in  short- 
and  long-term  enterprise  reporting,  one 
health/environment  reporter,  and  one 
technology  reporter  to  cover  everything 
from  local  dot-com  startups  to  how  the 
wired  world  impacts  businesses  with 
their  roots  in  the  18th  century. 

Candidates  should  send  a  letter,  resume 
and  work  samples  tO: 

Managing  Editor  Deena  Gross 
The  York  Dispatch/Sunday  News 
RO.  Box  2807,  York  PA  17405 
Or  E-mail  tO:  dgross@yorkdispatch.com 


THE  SACRAMENTO  BEE  is  looking  for 
copy  editors  and  page  designers  for  our 
News  and  Sports  desks  as  we  begin  our 
conversion  to  the  Unisys  pagination 
system.  The  Bee  has  a  daily  circulation 
of  295,000  and  Sunday  circulation  of 
350,000  and  is  located  in  the  most 
affordable  major  market  in  California. 
For  more  information  or  to  apply,  please 
contact  Steve  Blust,  The  Bee's  chief  of 
copy  desks:  By  phone  at  (916)  321- 
1224; 

By  E-mail  at  sblust@sacbee.com 
Or  by  mail  at 

RO.  Box  15779,  Sacramento,  CA  95852 
www.editorandpublisher.com 


bstover@brevard.gannett.com 


EDITORIAL 


kbowden@brevard.gannett.com 


EDITORIAL 


-  Princeton,  NJ  - 

Refine  content 
Define  excellence. 

I  EXECUTIVE  EDITOR 

I  Wealth  Manager  Magazine 

Award  winning  finance  magazine  seeks  senior  level  assignment  editor  for  monthly 
financial  trade  magazine.  Direct  editorial  coverage  in  selected  areas;  identify  story 
ideas  and  assigning  them  to  freelance  writers.  Write  articles  or  columns  for  each 
issue;  and  assist  in  reviewing  edited  stories.  We  require  experience  directing 
editorial  coverage,  making  assignments  and  writing  articles  for  financial  publications 
along  with  familiarity  with  financial  planning,  investment  management,  securities  mar¬ 
kets,  estate  planning,  and  taxation.  Ability  frame  assignments  and  generate  sophis¬ 
ticated  coverage.  Must  be  good  at  developing  industry  sources.  Bachelor’s  degree,  in 
business  and/or  journalism  essential.  To  apply:  Fax:  917-369-8339  or  e-mall: 
brclarkebloomberg.net,  Att:  Job  Code  EE. 

I  SR.  EDITOR 

I  Bloomberg  Press 

Bloomberg  Press,  an  awardwinning  publisher,  seeks  an  experienced  book  editor  to  develop  8- 
12  titles  per  year  including  expert  professional  books  for  financial  practitioners,  trade  books  on 
investing,  personal  finance,  ^business,  etc.,  as  well  as  mainstream  business  narratives. 
Interacting  vrith  authors,  financial  market  professionals,  academics  and  institutional  sources, 
you  will  manage  author  teams  &  play  a  significant  role  In  shaping  manuscripts. 

Ideal  candidates  should  possess  5-i-  years  ’  substantive  lineediting  experience,  a  proven  track 
record  anticipating  trends/editing,  in  addition  to  dennonstrated  success  working  with/retaining 
hign  quality  authors.  Must  be  tearrvoriented,  entrepreneurial  and  able  to  manage  multiple 
projects  simultaneously.  To  apply:  Fax:  917-369-8276;  or  eeiall:  tbelfordebloomberg.net, 
Att;  Job  Code  SE. 

If  you  are  optimistic  and  refreshed  by  challenge,  then  you  are  answering  the  right  ad. 
We  offer  excellent  comprehensive  benefits.  Please  send  resum, e  and  cover  letter, 
indicating  salary  requirements  to  the  contact  listed  under  each  position.  No  phone 
calls  please.  EOE  M/F/DV. 

Bloomberg 


www.bloomberg.com 
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INTERNET  COPY  EDITOR 
The  Copy  Editor  will  oversee  the  online 
editorial  content  for  all  C.V.  Real  Estate 
Web  sites.  Including  editing,  headline  writ¬ 
ing,  coverage  of  breaking  news,  trend 
stories,  providing  support  using  HTML. 
Required:  3-4  years  of  solid  copy  editing 
experience,  1  year  web,  proven  reporting 
skills.  E-mail  resume  to: 

mbadillo@classifiedventures.com 


NEWS  EDITOR 

A  great  opportunity  to  be  involved  with  a 
redesign  and  a  news  press.  The  Jackson 
(TN)  Sun  is  looking  for  an  editor  who 
can  make  pages  sparkle  and  headlines 
sing,  while  taking  the  copy  desk  staff 
into  our  new  era.  We're  a  40,000  AM 
daily/Sunday  Gannett  newspaper 
wedged  between  Memphis  and  Nashville 
and  we're  looking  for  someone  to  be  the 
point  person  for  our  redesign/new  press 
project.  To  apply,  send  a  cover  letter, 
resume  and  six  examples  of  your  best 
work  to: 

David  Risser,  Managing  Editor 
The  Jackson  Sun 

RO.  Box  1059,  Jackson,  TN  38305 
We  value  diversity 


ONLINE  SPORTS  EDITORS,  ESPN.com 
Required:  strong  sports  knowledge,  2-5 
yrs  experience  researching,  writing,  edit¬ 
ing  sports  content;  BA  in  Journalism  or 
equivalent.  HTML  knowledge  preferred. 
Location:  Bristol,  CT.  EOE. 

Please  E-mail  resume  and  note  to: 
HR.Resumes@corp.go.com 
with  “Sports”  in  the  subject  heading 


REPORTER:  Good  little  daily  in  the 
Sierra  Foothills  seeks  general  assignment 
reporter  to  aggressively  cover  fascinat¬ 
ing  people  and  local  news.  Send  resume, 
clips  tO: 

Judy  Brill,  city  editor.  The  Union 
1 1464  Sutton  Way,  Grass  Valley,  CA  95945 
E-mail:  judyb@theunion.com 


REPORTER 

Award-winning  daily  newspaper  in 
Southeastern  California  seeks  experi¬ 
enced  reporter.  Circ.  17,000.  Excellent 
benefits,  optional  401(k).  Send  resume 
to  Managing  Editor  Bret  Kofford: 

Imperial  Valley  Press,  205  N.  8th  Street, 
El  Centro,  CA  92243 


REPORTER 

Experienced  reporter  wanted  for 
MyPrimeTime.com  to  report  on  health/ 
family/work/money  using  multi-media. 
Ability  to  create  insightful  stories  a  must. 
We  value  imagination/humor/and  drive. 
Competitive  salary,  stock  options,  full 
health  benefits.  Reply  to  Dan  Pharr: 

54  Mint  Street,  San  Francisco,  CA  94103 
Or  E-mail  dpharr@myprimetime.com 


WEEKLY  BUSINESS  newspaper  covering 
economic  development  needs  stringers 
in  Atlantic  City,  Wilmington,  Delaware 
and  Richmond.  Also  in  need  of  summer 
and  fall  interns  in  DC  office.  Fax  clips, 
resume  to  Editor,  (202)  737-6926. 
www.editarandpublisher.com 
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REPORTER 

Fast-growing  group  of  weekly  papers  in 
California's  beautiful  Central  Coast  needs 
experienced  general  assignment,  environ¬ 
mental,  and  city  news  reporters.  We 
have  excellent  working  conditions,  sup¬ 
portive  management  and  opportunity  for 
career  growth. 

Fax  resume  to  (805)  473-8592 
Call  (805)  473-8606 


REPORTER 

Medical  Data  International  (MDI)  ana¬ 
lyzes  and  distills  healthcare  from  hun¬ 
dreds  of  sources  to  help  businesses  suc¬ 
ceed  in  today's  rapidly  changing 
marketplace.  We  are  currently  seeking  a 
Reporter  to  join  our  Santa  Ana,  Califor¬ 
nia  team! 

Successful  candidate  will  report  and 
write  daily  news  and  news  features  for 
Medical  Industry  Today. 

www.medicaldata.com/mit 
an  online  publication  covering  cutting- 
edge  bio-medical  technology,  device  and 
drug  development,  medical  research, 
and  industry  trends. 

Candidate  must  be  able  to  write  quickly 
and  grasp  medical  and  business  con¬ 
cepts  for  lively,  insightful  stories.  Appli¬ 
cant  must  have  a  minimum  two  years  of 
experience  with  a  major  daily  news  pub¬ 
lication,  plus  a  Bachelor's  degree. 
Medical  background  is  a  plus.  This  is  an 
on-site  position  in  our  Santa  Ana,  Cali¬ 
fornia  office. 

For  immediate  consideration,  please 
send  your  resume  with  cover  letter  and 
salary  requirements  to: 

marcida@medicaldata.com 
Orfax  to  (714)  800-1 101 


REPORTER 

The  Vindicator,  an  award-winning  daily 
newspaper  in  northeastern  Ohio,  is  look¬ 
ing  for  experienced  journalists  with  a 
desire  for  self-improvement  to  tackle  the 
highly  energized  news  environment  of 
the  Mahoning  Valley.  If  you’ve  got  solid 
reporting  and  writing  skills,  send  cover 
letter,  resume  and  clips  to: 

Anthony  G.  Paglia,  Senior  Regional  Editor 
The  Vindicator 
RO.  Box  780 

Youngstown,  OH  44501-0780 
No  phone  calls,  please 


THE  DENVER  POST 

is  seeking  a  critic-at-large  to  cover  classical 
music  and  visual  arts.  We  are  looking  for  a 
reporter  with  a  minimum  of  five  years 
experience  covering  the  arts  at  a 
metropolitan  newspaper.  A  wide-rang-  ing 
knowledge  of  symphonic,  cham-  ber  and 
opera  music  required.  The  successful  appli¬ 
cant  will  have  a  working  knowledge  of  pain¬ 
ting,  sculpture  and  other  areas  of  the  visual 
arts,  and  the  ability  to  write,  previews, 
reviews,  theme  and  trend  stories.  We  seek 
enthusiastic,  knowledgeable  critic  who  can 
cover  these  areas  in  a  highly  competitive 
mar-  ket.  Send  writing  samples  with 
resume  by  May  20  tO: 

RO.  Box  4857-R  c/o  The  Denver  Post 

1560  Broadway,  Denver,  CO  80202 


EDITORIAL 


REPORTERS/EDITORS 
Award-winning  international  science  and 
technology  magazine  is  expanding  and 
needs  experienced  journalists  for  new 
positions.  Candidates  should  have  the 
ability  to  explain  technical  material  to  a 
non-technical  audience. 

SENIOR  EDITORS:  Write  news  and 
feature  articles;  edit  contributed  articles. 
Ideal  candidates  have  full  time  experi¬ 
ence  as  both  reporter  and  metro  or  copy 
editor. 

NEWS  EDITORS:  Write  news  and 
application  articles.  Candidates  should 
have  full  time  writing/reporting  experi¬ 
ence. 

All  positions  require  strong  knowledge  of 
AP  style  and  interest  in  science  and 
technology.  Periodic  travel  is  required. 

Send  cover  letter,  resume  and  three  writ¬ 
ing  samples  that  explain  complex  sub¬ 
jects  to: 

Pat  McAvoy 
Laurin  Publishing  Co. 

RO.  Box  4949 
Pittsfield,  MA  01202-4949 
mcavoy@laurin.com 


REPORTERS  needed  for  weekly  enter¬ 
tainment  business  publication.  One  will 
work  in  Nashville-based  home  office; 
another  will  work  in  two-person  L.A. 
bureau  responsible  for  West  Coast/Far 
East  territory.  Each  must  have  strong 
journalism  background,  preferably  with 
business  reporting  experience,  and  the 
ability  to  move  deeply  into  analysis  of 
developments  within  the  entertainment 
industry.  Will  examine  trends,  markets 
and  people  who  shape  the  industry. 
Extensive  travel  required  for  each  posi¬ 
tion.  Send  resume,  clips  and  cover  letter 
to: 

David  Dykes,  Editor 
Amusement  Business 
49  Music  Square  West 
Nashville,  TN  37203 


EDITORIAL 
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REPORTERS 

We're  looking  for  a  few  good  reporters. 
Two  years  experience  preferred,  but  pro¬ 
mising  J-School  grads  considered.  Readi¬ 
ness  is  all.  We  want  a  City  Hall  reporter, 
who  knows  a  city  is  more  than  meeting 
votes.  We  are  a  mid-sized  community 
paper  that  needs  an  all-around  reporter 
who  finds  life  in  towns,  big  and  small.  We 
require  professionalism.  In  return,  we  offer 
a  paper  where  growth-  oriented  reporters 
win  state  and  national  awards,  in  a 
Southern  California  region  close  to  moun¬ 
tains  and  desert  attractions,  an  hour  from 
beaches  and  Los  Angeles.  Competitive 
salaries.  Great  benefits  at  Los  Angeles  Coun¬ 
ty’s  last  independent  family  daily.  Please 
send  your  resume  &  clips  tO: 

Kelly  Hutson,  Human  Resources 
Antelope  Valley  Press 
RO.  Box  4050 
Palmdale  CA,  93590-4050 


RESTAURANT  CRITIC 
The  Times-Picayune  in  New  Orleans  is 
looking  for  an  experienced  full-time  critic 
to  cover  one  of  the  country's  most 
dynamic  restaurant  scenes.  The  job  calls 
for  a  sophisticated  palate  and  superior 
writing  skills.  Send  cl'ps  of  reviews  and 
food-related  features  to: 

Karen  Taylor  Gist  Entertainment  editor. 
The  Times-Picayune 
3800  Howard  Avenue 
New  Orleans,  LA  70140 
Equal  Opportunity  Employer  M/F 


SPORTS 

If  you  are  a  sports  editor/writer/paginator 
who  can  run  a  one-man  show  at  a  small 
daily  newspaper  covering  a  diverse  popula¬ 
tion  on  a  remote  Hawaiian  island,  you’re 
the  person  we’re  looking  for.  Send  resume, 
clips  to  Susan  Dixon: 

The  Garden  Island  newspaper 
3137  Kuhio  Hwy.,  Lihue 
Kauai,  HI69766 
sued  ixon@pu  I  itzer.  net 
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Tlw  New  York  Times  Regional  Newspaper  Group  (NYTRNG)  has  opportunities 
in  the  following  areas: 


'  Editorial  •  Advertising  •  Circulation  «  Production 
*  Accounting  •  Human  Resources  •  ITS 


Positions  are  located  in  one  of  our  outstanding  locations  in  Florida  (Sarasota, 
Lakeland,  Ocala,  Gainesville);  North  Carolina  (Wilmington,  Hendersonville, 
Lexington);  South  Carolina  (Spartanburg);  Alabama  (Tuscaloosa,  Florence, 
Gadsden);  Louisiana  (Houma, Thibodaux)  and  in  beautiful  wine  country, 
Santa  Rosa,  Califomia. 

We  offer  excellent  health  benefits,  competitive  pay,  pension, 401K,  and  an 
employee  stock  purchase  plan.  NYTRNG  values  the  benefits  of  diversity  in 
our  newspapers  and  is  committed  to  equal  opportunity  employment. 


Candidates  should  send 
resume,  salary  history,  work 
samples  and  a  cover  letter 
describing  expectations  to: 

Barbara  Rosko 
Human  Resources 
New  York  Times  Regional 
Newspaper  Group 
Corporate  Center  One 
2202  N  Westshore 
Boulevard,  Suite  370 
Tampa,  Fl’33607 
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REPORTER 

New  York-based  weekly  trade  magazine 
covering  media  seeks  beat  reporter  with 
two  to  three  years  daily  experience  who 
is  interested  in  the  television  business. 
Experience  covering  media  a  definite 
plus.  Minority  jour-nalists  are 
encouraged  to  apply.  Send  resume,  clips 
and  salary  requirements  to: 

Box  01241,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY 
10036 


REPORTER 

The  Dallas  Business  Journal,  part  of  the 
American  City  Business  Journals  chain,  is 
looking  for  an  aggressive,  experienced 
reporter  to  cover  commercial  and  residen¬ 
tial  real  estate.  The  successful  candidate 
will  have  a  quick  mind,  a  lively  writing 
style  and,  above  all,  a  passion  for  breaking 
big  stories  in  one  of  the  country’s  most  com¬ 
petitive  media  markets.  Excellent  pay  and 
benefits.  Resumes,  clips  to  Editor  Glenn 
Hunter,  Dallas  Business  Journal,  10670 
N.  Central  Express-way,  Ste.  710,  Dallas, 
TX  75231; 

Fax  (214)361-4045 
ghunter@amcity.com 


THE  OMAHA  WORLD-HERALD 
an  agenda-setting  newspaper  for  its  com¬ 
munity,  its  state  and  its  region,  is  seeking 
skilled  copy  editors  to  fill  positions  in 
news  and  sports.  At  least  two  years  of 
newspaper  experience  required  as  well  as 
a  demonstrated  command  of  language, 
headlines  and  deadlines.  The  World- 
Herald  is  an  employee-owned,  two-cycle 
newspaper  in  a  growing  metropolitan  area 
of  700,000.  To  apply  send  a  resume,  let¬ 
ter  and  work  samples  to: 

Joanne  M.  Steward 
assistant  managing  editor 
World-Herald  Square,  Omaha,  NE  68102 


SPORTS  EDITOR 

The  Leader,  a  14,000  circulation  daily 
in  the  Finger  Lakes  region  of  New  York, 
seeks  a  sports  editor  to  lead  a  staff  of 
four.  The  ideal  candidate  will  have  writ¬ 
ing  and  editing  experience,  a  penchant 
for  local  sports,  a  nose  for  sports 
enterprise  and  enjoy  competition  in  this 
competitive  market.  Send  cover  letter, 
resume  and  clips  to: 

Jeff  Kovaleski,  Managing  Editor 
The  Leader 

RO.  Box  1017,  Corning,  NY  14830 


STAFF  WRITER/EDITOR 
Award  winning  four-color  monthly  busi¬ 
ness  magazine  has  opening  for  a  highly 
motivated  journalist  with  several  years' 
strong  reporting  experience.  Position 
entails  research,  writing  and  extensive 
editing.  Candidates  should  be  hard  work¬ 
ing,  bright  and  committed  to  producing 
high  quality  editorial.  Great  working 
environment.  Great  benefits.  Please  send 
cover  letter,  resume,  salary  require¬ 
ments,  and  one  clipto: 

Editor,  Security  Management  Magazine 
sharowitz@asisonline.org 


SENIOR  EDITOR 

Hanley-Wood,  LLC  an  award-winning 
publisher  has  an  immediate  need  for  a 
Senior  Editor  for  ProSales.  We  want  a 
top-notch  reporter/writer  to  cover  the 
business  of  construction  supply.  You  can 
expect  to  write  both  feature  length 
assignments  and  shorter  stories.  We 
offer  competitive  salary,  great  benefits 
and  the  opportunity  for  growth.  Send 
resume  to  Attn:  SE/WAL: 

jobl4@hanley-wood.com 
Or  Fax:  (202)785-1974 


SPORTS  EDITOR 
The  Tampa  Tribune  needs  a  leader  to 
mold  our  award-winning  sports  staff  into 
a  cohesive  team  with  a  keen  sense  of 
urgency,  a  passion  to  serve  readers,  a 
flair  for  storytelling  and  an  enviable 
record  for  meeting  deadlines.  With  the 
Super  Bowl  coming  next  year  and  the 
possibility  of  an  Olympics  in  2012, 
Tampa  is  an  exciting  sports  venue.  We 
have  professional  football,  baseball, 
hockey  and  soccer  in  our  market  as  well 
as  arena  football.  We  also  cover  the 
Gators,  Seminoles  and  Bulls  In  one  of 
the  nation's  most  competitive  regions  for 
collegiate  sports.  Our  internationally 
unique  conver-gence  project  with  an 
NB(i  affiliate  and  a  pioneering  online 
service  provides  high  visibility  for  our 
sports  coverage.  If  you’re  a  seasoned 
newspaper  leader  with  deep  knowledge 
of  sports,  proven  coaching  skills  and  a 
reputation  for  strategic  thinking  and 
strong  follow-through,  contact  Assistant 
Managing  Editor  Patti  Breckenridge  at: 
pbreckenridge@tampatrib.com 


THE  IDAHO  STATE  JOURNAL 
A  17,500-circ.  morning  daily  in  south¬ 
east  Idaho,  seeks  community  journalist 
for  sports  editor.  Home  to  Idaho  State 
University,  center  of  7-county  coverage 
area,  surrounded  by  great  outdoors. 
Four-person  sports  desk,  pagination. 
Send  resumes  tO:  M.E.  Steve  Miller: 

RO.  Box  431 ,  Pocatello,  ID  83204 
Fax:  208-233-8007 
smlller@journalnet.com 
Call  208-239-3121 

THE  MARTINSVILLE  BULLETIN 
a  19,000-clrculation  dally  paper  in 
Southside  Virginia,  seeks  2  experienced, 
aggressive  reporters.  We  need  someone 
who  can  dig  for  information,  write  reada¬ 
ble  stories,  and  works  well  on  deadline. 
Send  resume,  clips  and  references  to 
Ginny  Wray,  Editor: 

Martinsville  Bulletin 
RO.  Box  3711,  Martinsville,  VA  241 15 


ENTRY  LEVEL 


GENERAL  ASSIGNMENT  REPORTER 
for  quality  Berkshire  weekly.  Great  career 
opportunity.  Clips  and  resume  to: 

Reporter,  The  Advocate 
87  Marshall  Street,  N.  Adams,  MA  01267 
Fax:(413)664-7900 


“Facing  the  press  is  more  difficult  than 
bathing  a  leper.” 

-Mother  Teresa,  missionary,  1990 

MAY  8,  2000 


FELLOWSHIPS 


EDUCATION  WRITERS  ASSOCIATION 
seeks  applicants  for  two-month  special 
project.  Propose  education  story  you’ve 
always  wanted  to  report. 

Call  (202)  637-9700 
Deadline  is  May  15,  2000 


HUMAN  RESOURCES 


A  PULITZER  PRIZE  winning  newspaper 
located  in  one  of  the  southeast’s  best 
regions  is  looking  for  a  human  resource 
professional  who  will  help  develop  out¬ 
standing  human  resource  programs  and 
be  a  member  of  our  strategic  planning 
team.  Requirements  for  the  position 
include  a  great  deal  of  experience,  plenty 
of  energy  and  real  dedication.  The 
newspaper  is  an  equal  opportunity 
employer  and  is  recognized  as  one  of  the 
best  newspaper  companies  in  the  coun¬ 
try.  Send  replies  to: 

Box  01246,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036 


MAII.ROOM 


PACKAGING  DEPARTMENT  MANAGER - 
A  Zone  5  newspaper  seeks  a  Packaging 
Department  Manager  for  a  daily  and 
Sunday  paper  with  205,000  circulation. 
Annual  departmental  budget  of  $3.5 
million.  Responsibilities  include  ensuring 
a  quality  product  is  produced  and  distrib¬ 
uted  in  a  timely  manner,  long  range  plan¬ 
ning  for  new  technology  and  capital 
expenditures  and  managing  the  collective 
bargaining  agreement.  Send  resume  and 
salary  requirements  to: 

Box  01238,  Editor  &  Publisher 
1515  Broadway,  12th  FI 
NY,  NY10036 


PACKAGING  MANAGER 
The  Pittsburgh  Tribune-Review  is  seek¬ 
ing  a  packaging  department  manager. 
Responsibilities  include  strategic  plan¬ 
ning,  performance,  budgeting  and  com¬ 
municating  and  will  manage  approxi¬ 
mately  85  employees.  We  operate  three 
SLS  inserters,  a  palletizing  robot  and 
Quipp  downstream  equipment  to  pro¬ 
duce  100,000  Tribune-Review  and 
70,000  USA  Today  daily  papers.  Its 
facility  is  state-of-the-art  and  is  located 
In  the  northern  suburbs  of  Pittsburgh. 
The  Tribune-Review  is  one  of  the 
nation’s  fastest  growing  papers,  and  the 
manager  will  see  commensurate  chall¬ 
enge  and  growth.  Candidates  should 
possess  strong  communication,  motiva¬ 
tional  and  technical  skills.  Excellent 
salary  and  benefits.  Contact: 

Janine  Pratte 

Pittsburgh  Tribune-Review 
535  Keystone  Drive 
Warrendale,  PA  1 5086 


MAILROOM 


PACKAGING  DEPARTMENT 
SUPERVISOR 

The  Times  Newspaper  is  seeking  a 
Packaging  Department  Supervisor  with 
mechanical  aptitude  to  manage  and 
supervise  our  night  Mallroom  Depart¬ 
ment  operation.  Candidates  should  have 
previous  packaging  experience  and  the 
ability  to  supervise  and  work  with  a 
large  production  staff.  Willing  to  train 
the  right  individual. 

The  position  requires  an  individual  with 
strong  leadership  and  excellent  organiza¬ 
tional  and  communications  skills.  Must 
also  be  able  to  meet  deadlines  and  main¬ 
tain  a  clean,  safe  work  en-  vironment. 

We  offer  a  competitive  salary  and  benefits 
package.  Pre-employment  physical  which 
includes  drug  screen  pre-requi-  site  for 
employment.  For  consideration,  please 
send  resume  and  salary  history  tO: 

Personnel 

THE  TIMES  NEWSPAPER 
500  Perry  Street,  RO,  Box  847 
Trenton,  NJ  08605-0847 
An  Equal  Opportunity  Employer 


MARKET  DEVELOPMENT 


MARKET  DEVELOPMENT  DIRECTOR 
Perfect  opportunity  for  a  Market  Devel¬ 
opment  Director  to  join  the  Gannett 
Team.  We  are  seeking  an  experienced 
marketing  professional  to  serve  as  the 
chief  marketing  planning  executive  for 
the  newspaper  and  all  ancillary  products 
at  various  newspaper  sites  (including 
Great  Falls  Montana,  Bellingham  Wash¬ 
ington,  Bridgewater  New  Jersey,  and 
Central  Indiana).  This  position  involves 
strategic  planning  with  all  departments 
to  increase  circulation  and  advertising 
sales,  improve  customer  satisfaction  and 
retention,  and  broaden  the  company’s 
customer  base.  The  director  must  have 
strong  leadership  abilities  and  excellent 
strategic  planning,  communication,  ana¬ 
lytical,  creative  and  presentation  skills. 
In  addition,  the  director  serves  as  an  inte¬ 
gral  member  of  the  newspaper’s  Operat¬ 
ing  Committee.  Solid  computer  expertise 
and  familiarity  with  the  Internet  Is  essen¬ 
tial.  Bachelor’s  degree  required,  market¬ 
ing  major  preferred  (or  equivalent  educa¬ 
tion  through  experience)  plus  a  mini¬ 
mum  five  years  marketing  management. 
Send  cover  letter,  resume,  and  salary 
requirements  to: 

Gannett  Co.,  Inc. 

Recruiting  and  Staffing 
1 100  Wilson  Boulevard 
Arlington,  VA  22234 
Recruit@gcil.gannett.com 

Your  communication  link  to  the 
newspaper  industry  every  week 
since  1884. 
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-HELP  WANTED- 


MARKETING  RESEARCH 


MARKET  RESEARCH  ASSOCIATE 
Urban  &  Associates,  Inc.,  one  of  the  lead¬ 
ing  market  research  and  consulting  com¬ 
panies  serving  the  newspaper  industry, 
is  currently  expanding.  We  have  an 
excellent  opportunity  for  an  experienced 
research  professional.  Position  involves 
designing  quantitative  and  qualitative 
research  studies,  analysis,  and  significant 
client  contact.  Qualified  candidate  will 
have  at  least  3  years  experience  doing  pro¬ 
fessional  newspaper  or  media  research, 
and  possess  strong  verbal  and  written 
communication  skills.  Moderate  travel 
involved.  Outstanding  salary  and  benefit 
package,  including  profit  sharing.  Reply 
with  resume  and  salary  history  to: 

Urban  &  Associates,  Inc. 

RO.  Box  205,  Sharon,  MA  02067 
Or  Fax  (781)  784-9725 


NEW  MEDIA 


ONLINE  EDITOR/CONTENT  PRODUCER 
&  SALES  REPRESENTATIVE 
The  Naples  Daily  News  is  seeking  an 
Online  Editor/Content  Producer  and  a 
Sales  Representative  for  its  expanding 
New  Media  department.  The  ideal  Online 
Editor  candidate  will  bring  superior  jour¬ 
nalism  and  Internet  skills  to  our  growing 
online  editorial  team.  The  Sales  Represen¬ 
tative  position  offers  tremendous  oppor¬ 
tunity  for  a  motivated  individual  with 
Internet  sales  experience. 

Our  website  naplesnews.com  is  the 
award-winning  electronic  publishing  arm 
of  the  Naples  Daily  News.  The  site  was 
judged  best  newspaper  site  in  Florida  by 
The  Florida  Press  Club  in  1999  and  was 
recently  a  finalist  for  Best  Newspaper  Site 
Under  100,000  Circulation  in  the  2000 
EPpy  awards. 

Naples,  Florida  is  located  on  the  South¬ 
west  Florida  Coast  and  is  one  of  the  fast¬ 
est  growing  metropolitan  areas  in  the 
United  States.  E-mail  or  call: 

For  the  Online  Editor/Content  Producer 
Contact:  Chuck  Curry 
Managing  Editor/Online 
cecurry@naplesnews.com 
(941)263-4830 

For  the  Online  Sales  Representative 
Contact:  Bob  Sandy,  New  Media  Director 
rhsandy@naplesnews.com 
(941)435-3433 


SYNDICATION  ACCOUNTS  MANAGER 
ScreamingMedia.com,  an  industry  leader 
in  online  content  syndication,  is  in  search 
of  a  content  acquisition  account  execu¬ 
tive/relationship  manager  with  a  mini¬ 
mum  of  3  years  experience  in  the  online 
newspaper  or  newswire  industry  -  with 
an  established  industry  vendor  or  an 
online  newspaper/newswire/syndication 
agency.  Can-  didate  will  be  joining  the 
Global  Content  Management  Team.  Can¬ 
didate  will  have  knowledge  of  online 
newspaper  industry  from  audiotex  to  e- 
commerce  and  will  be  comfortable 
addressing  current  and  emerging  online 
newspaper  business  models  with  pub¬ 
lishers  and  new  media  directors.  Sales  or 
marketing  experience  a  bonus.  Com¬ 
petitive  salary  and  benefits.  Contact: 
Douglas  Desimone,  ScreamingMedia 
douglasd@screamingmedia.com  and 
michaelt@screamingmedia.com 
www.editorandpublisher.com 


PHOTOGRAPHY 


PHOTO  EDITOR 

Start-up  Monthly  Magazine  in  San  Fran¬ 
cisco  is  looking  for  experiened  photo  editor 
to  join  our  team  of  12  people.  This  maga¬ 
zine  is  a  sister  to  a  very  successful  weekly. 
Please  send  resume  to: 

Jenny  Butler 

315  Pacific  Ave.,  San  Francisco,  CA  941 1 1 


PICTURE  EDITOR 

If  you’re  a  dynamic  photographer  looking 
for  the  chance  to  have  broader  influence 
or  a  picture  editor  looking  for  a  newspa¬ 
per  with  more  color,  more  space  and 
more  appreciation  for  photography,  con¬ 
sider  us  and  we'll  consider  you.  We’re 
The  News  &  Observer,  an  award-winning 
170,000-circulation  daily  in  North  Caro¬ 
lina’s  booming  Triangle  region.  We’re 
looking  for  someone  who  can  immedi¬ 
ately  have  the  respect  of  our  top-notch 
photo  staff;  someone  who  can  diplomat¬ 
ically  argue  a  picture  onto  a  section 
cover;  someone  who  can  work  with 
assigning  editors,  copy  editors  and 
designers.  Experience  preferred  but, 
more  than  your  experience  or  title,  we’re 
interested  in  your  photojournalism  vis¬ 
ion,  your  ability  to  hold  your  own  during 
newsroom  discussions,  your  editing  skill 
and  potential.  Diversity  is  a  plus.  Tell  us 
what  you  offer.  E-mail  your  immediate 
interest  to  Deputy  Managing  Editor  Will 
Sutton  at  sutton@nando.com  and  then 
mail  your  resume,  references  and  work 
samples  to: 

Picture  Editor 

c/o  Melanie  Sill,  Managing  Editor 
The  News  &  Observer 
215  S.  McDowell  Street 
Raleigh,  NC  27601 


PREPRESS 


ADVERTISING  SERVICES  MANAGER 
Seeking  a  prepress/composition  pro¬ 
fessional  to  lead  the  Ad  Services  team. 
This  is  a  detail  oriented,  deadline 
intensive,  fast-paced,  creative  environ¬ 
ment  Knowledge  of  prepress,  graphic 
design.  Quark,  Photoshop,  and  internet 
ad  development  required.  Two  years 
leadership/management  experience  pre¬ 
ferred.  Salary  commensurate  with  expe¬ 
rience.  Excellent  benefits.  Send  cover  let¬ 
ter  and  resume  to: 

Advertising  Manager,  The  Daily  Astorian 
RO.  Box  210,  Astoria,  OR  97103 
Or  fax  503/325-6573 
Or  E-mail  ddavis@dailyastorian.com 

PREPRESS  MANAGER  for  small  Florida 
daily.  News  Chief,  RO.  Box  1440, 
Winter  Haven,  FL  33882  or  E-mail: 
dwilk@newschief.com 

PRESSROOM 


PRESS  OPERATOR 

Quality  commercial  plant.  Three  V-15's. 
Searching  for  good  operator  who  is  ready 
for  growth  opportunity  including 
supervision.  Three-day,  12-hour  shifts. 
Air  conditioned.  401(k).  More.  Resume 
to  P&P  Press: 

6513  Galena  Road,  Peoria  IL  61614 


PRESSROOM 


ASSISTANT 

PRESSROOM  MANAGER 
The  successful  candidate  will  be 
responsible  for  supervising  the  pre¬ 
ssroom  and  producing  both  the  daily  and 
Sunday  newspapers.  We  require  five 
years  experience  with  demonstrated  profi¬ 
ciency  on  a  web-fed  offset  press,  a  high 
level  of  mechanical  aptitude,  and  a  high 
school  diploma  or  equivalent.  Addi¬ 
tionally,  we  prefer  three  to  five  years 
solid  supervisory  experience.  The  hours 
vary  to  include  nights,  weekends,  and 
some  holidays. 

We  offer  challenging  work  in  a  team 
environment,  excellent  compensation 
and  benefits  programs,  and  opportu¬ 
nities  for  education  and  career  growth. 
Interested  candidates  should  send  their 
resumes  to: 

St.  Paul  Pioneer  Press 
345  Cedar  Street 
St.  Paul,  MN  55101 
Resumes@pioneerpress.com 
Fax:  (651)228-5197 
EEO  Employer 


PRESS  MANAGER/SUPERVISOR 
The  Winston-Salem  Journal  is  seeking 
an  experienced  pressroom  supervisor 
with  a  minimum  of  five  years  supervisory 
experience  and  excellent  communication 
skills.  The  Winston-Salem  Journal  is  a 
daily  circulation  newspaper  (approx¬ 
imately  100,000)  serving  Northwest 
North  Carolina.  Our  modern  production 
facility  features  a  10-unit,  double-width 
Mitsubishi  Lithopia  press.  If  interested, 
please  send  resume  to: 

Director  of  Human  Resources 
Winston-Salem  Journal 
RO.  Box  3159,  Winston-Salem,  NC  27102 
Fax  (336)  727-4096 
E-mail:  rnoftle@w-s-journal.com 


PRESS  OPERATORS 
SIGNING  BONUS 

The  Denver  Post  newspaper  is  seeking 
experienced  press  operators  to  join  the 
#1  newspaper  in  Colorado.  Ideal  candi¬ 
dates  will  possess  three  years  experience 
in  quality  web  offset  printing  operations 
utilizing  Headliner  and  7  unit  Newsliner. 
Candidates  must  be  familiar  with  all 
phases  of  offset  tech-nology. 

The  Denver  Post  offers  a  highly  com¬ 
petitive  saiary  as  well  as  an  outstanding 
benefits  package  including  med-ical, 
dental,  life  insurance,  short  term  dis¬ 
ability  and  401(k)  plan. 

To  apply  please  forward  resume  to: 

The  Denver  Post,  Human  Resources 
1560  Broadway,  Denver,  CO  80202 
Or  fax  (303)820-1214 
Employment  offers  are  conditioned  upon 
applicant  undergoing  and  passing  a  pre¬ 
employment  drug  screen 

E  -MAIL  YOUR  ADS  TO: 

Hazel  Preuss 

hpreuss@editorandpublisher.com 
Michele  Appello 

mappello  @  editorandpublisher.com 
1515  BROADW.AY,  12TH  FLOOR.  NY,  NY  10036 


PRODUCnON/TECH 


FIELD  OPERATIONS 
MANAGER 

Requires  overall  production  knowledge. 
Strengths  in  one  area  such  as  mailroom 
or  pressroom  are  acceptable.  Liaison 
between  Rosslyn  based  production,  cir¬ 
culation,  editorial,  advertising,  finance, 
field  circulation,  field  advertising  and  the 
print  sites.  Manages  assigned  print  sites 
through  influence,  consultation,  counsel¬ 
ing  and  coaching.  Responsible  for  sites  pro¬ 
ductivity  and  quality.  Also  works  with 
sites  on  financial  issues  as  it  pertains  to 
USA  Today.  Manages  new  site  launch-  es. 
This  particular  manager  position  will 
initially  (first  two  years)  have  responsibil¬ 
ity  for  multimillion-dollar  projects  at  the 
print  sites  such  as  web  reduction,  press 
expansion  and  mailroom  upgrades.  Re¬ 
ports  to  the  Director  Field  Operations.  We 
offer  a  competitive  compensation  and 
benefits  package  which  includes  an  on 
site  fitness  center  and  401(k).  If 
interested,  please  submit  resume  with 
salary  history  to: 

USA  TODAY 

Human  Resources  Department  (LC) 
1000  Wilson  Boulevard 
Arlington,  VA  22229 
Resumes  can  also  be  faxed  or  E-mailed 
(703)  558-3840  jobs@usatoday.com 
To  learn  more  about  the  USA  TODAY 
brand,  visit  our  website  at 

www.usatoday.com 

We  recognize  and  appreciate  the  benefits 
of  diversity  in  the  workplace. 


FULL-TIME  PRODUCTION  SUPERVISOR 
Investor’s  Business  Daily,  America’s 
fastest  growing  business  newspaper,  has 
a  position  open  tor  a  Full-Time  Produc¬ 
tion  Supervisor  at  our  Hackensack,  NJ 
printing  facility.  Duties  include,  but  are 
not  limited  to:  Supervising  the  nightly 
press  run,  mailroom  operation,  quality  con¬ 
trol,  scheduling  part-time  associates,  dis¬ 
patching  transportation,  and  various  com¬ 
puter  related  tasks  in  preparation  for  the 
nightly  press  run.  The  right  person  must 
be  well  organized,  self-motivated,  a  team 
player  and  possess  initiative.  A  four-year 
college  degree  and  prior  experience  is 
preferred  but  not  required.  Computer  lit¬ 
eracy  in  Windows  applications  is  a  must. 
A  competitive  starting  salary  is  based  on 
qualifications  and  experience.  Benefits 
include  bonus  program,  401(k)  plan, 
medical,  dental,  and  life  insurance. 
Hours  are  M-F  from  3:00  PM-11:30 
P.M.  Interested  applicants  should  send 
resume  and  cover  letter  to:  Investor’s 
Business  Daily,  Attn:  Doug  Fuller: 

150  River  St.,  Hackensack,  NJ  07601 
Or  Fax  to  201-646-4546 
Or  E-mail  ibdnortheast@aol.com 


Editor  &  Publisher 
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PRODUCTION/TECH 


THE  PRESS-ENTERPRISE 
is  looking  for  a  System  Administrator  of 
its  Display  Advertising  System.  This 
person  will  utilize  their  Unix,  Windows 
NT,  Macintosh,  and  imaging  expertise  to 
facilitate  and  manage  the  daily  produc¬ 
tion  of  graphically  oriented  ads  for  the 
paper.  You  must  have  a  complete 
understanding  of  Unix,  preferably  Sun 
Solaris.  Shell  scripting,  image  man¬ 
ipulation,  Macintosh  and  NT  server 
experience  is  a  plus.  Comprehensive 
benefits  include  medical,  dental,  vision, 
life  insurance  and  401(k).  We  offer  a 
smoke-drug  free  workplace.  Send 
resume  to: 

rmceoin@pe.com 
Or  The  Press-Enterprise 
3512  14th  Street,  Riverside,  CA  92501 


PUBLISHING 


IMPRINT  MANAGER 

Are  you  ready  for  an  exciting  new 
career?  Advantage  Publishers  Group  is  a 
rapidly  growing  division  of  Advanced 
Marketing  Services,  one  of  the  world’s 
leading  book  distributors.  APG,  a  pub¬ 
lisher  of  quality  nonfiction  books  for 
adults  and  children,  has  an  Imprint 
Manager  position  available.  The  Laurel 
Glen  nonfiction  imprint  is  focused  on 
adult  trade  titles  and  proprietary  pro¬ 
ducts.  The  ideal  candidate  will  have  a 
minimum  of  five  years  experience  in 
trade  book  product  selection  and  sales 
planning.  Retail  publishing  experience  is 
a  plus.  This  position  will  work  with  co¬ 
edition  publishers  to  select  and  develop 
products,  as  well  as  with  editorial  and 
production  staff  to  originate  new  prod¬ 
uct.  The  Imprint  Manager  will  also  be 
responsible  for  managing  a  budget  and 
developing  product  strategies.  This  posi¬ 
tion  reports  directly  to  the  publisher. 
Interested  candidates  mail/fax/e-mail 
resume  to:  Advanced  Marketing  Ser¬ 
vices,  attn: 

HR/IM,  5880  Oberlin  Dr., 

San  Diego,  CA  92121-4794 
Fax:  858-452-2237 

E-mail  amsjobs@advmkt.com  EOE 


SALES 

REPRESENTATIVE  (2) 

Sii  is  currently  recruiting  for  two  Sales 
Representatives:  one  for  the  Southwest 
U.S.  and  one  for  the  Southeast  U.S.  Ter¬ 
ritories.  Sales  Reps  are  responsible  for 
selling  Sii  products  and  solutions  to 
assigned  new  accounts  in  a  defined  re¬ 
gion.  Sells  to  all  levels  of  newspaper  from 
CEO  and  CFO  to  end-users.  Qualified 
candidates  will  possess  a  BS/BA  degree  in 
Computer  Science,  Journalism,  Business 
Administration,  related  discipline,  or 
equivalent  combination  of  related  educa¬ 
tion  and  experience;  two  to  four  years  pro¬ 
ven  sales  experience  selling  large  scale 
software  products.  Experience  in  the  pub¬ 
lishing  industry  such  as  newspapers  and 
trade  publications  is  highly  desirable. 

SALES 

SUPPORT  (2) 

Sales  Support  Representatives  are 
responsible  for  engaging  in  a  coor¬ 
dinated  effort  with  the  Marketing  Depart¬ 
ment  and  R&D  to  provide  product  pres¬ 
entation  and  technical  consultation  ser¬ 
vices  for  the  Sales  Department  and  their 
prospective  customers  with  the  objective 
of  achieving  Sii  Solution  sales.  Qualified 
candidates  will  possess  BA  in  Business, 
Marketing,  Journalism,  Computer 
Science,  Systems  Management,  related  dis¬ 
cipline  or  equivalent  combination  of 
related  education  and  experience;  mini¬ 
mum  of  five  years  experience  in  consult¬ 
ing,  installation,  or  programming  in  high- 
tech  companies  or  computer  publishing 
systems.  The  ability  to  travel  extensively 
including  international  travel. 

For  consideration,  please  send  or  fax  your 
resume  and  cover  letter  with  salary  his¬ 
tory  to: 

System  Integrators,  Inc. 

RO.  Box  13626 
Sacramento,  CA  95853 
Fax:  (916)  928-0349 
E-mail: 

thornock@sii.com 


"I  hate  to  bash  the  media,  but  the.se  gas¬ 
bags  feed  the  problem.” 

-Bill  .Maher,  host,  '  Politically  Incorrect,"  1999 


\  E&P  EMPLOYMENT  ZONE  CHART 

\  Use  zone  number  to  indicate  location  without  specific  identification 


EDITORIAL 


I  DON’T  DO  cute  graphics,  infotainment, 
or  vapid  formatted  non-news  items.  I 
don’t  believe  print  journalism  should 
emulate  TV.  I  won’t  fawn  over  celebrities. 
What  I  do  do  is  strong  writing  based  on 
thorough  research  and  analysis.  Experi¬ 
enced  in  all  facets  of  reporting,  including 
financial.  E-mail:  GavinM@prodigy.com 


EDITORIAL 


SEASONED  JOURNALIST 
seeks  full-time  or  freelance  opportunities  to 
report  on  science,  technology  or  medicine. 
News-  paper,  newsletter,  magazine  and 
onlineexperience.  Contact  Jim  at: 
reporting@tecomm.com 
Or  (904)  724-4042 


Your  coiiiinuiiity  liiili  to  tlie  newspaper  industry  every  week  since 

1884! 


CLASSIFIED  ADVERTISING 


INFORMATION 


LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Monday’s  issue. 

DISPLAY  ADS  -  Space  resen/ation  11  days  prior  to  publication  date;  camera 
ready  copy  7  days  prior  to  publication  date. 


LIM:  \I)  RMiiS 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34  charac¬ 
ters/spaces  per  line,  no  abbreviations. 

also  includes  online 

HELP  WANTED  POSITIONS  WANTED 


1  WEEK  .... 

.  .  $12.00 

1  WEEK  .  .  . 

.  .  $6,00 

2  WEEKS  .  . . 

. .  $11.18 

2  WEEKS  .  . 

.  .  $5.05 

1 2  WEEKS.  . 

.  .  .  $7.90 

3  WEEKS  . . 

.  .  $4.15 

52  WEEKS  .  . 

.  .  .  $6.45 

4  WEEKS  .  . 

.  .  $3.70 

ALL  OTHER  CLASSIFICATIONS 

1  WEEK . $11.00 

2  WEEKS . $9.70 

12  WEEKS . $6.40 

52  WEEKS . $4.95 

BLIND  BOXES:  $25  per  insertion;  counts  as  additional  line  in  copy. 


DISIMiM  \l)K\ii:S 


Camera-ready  veloxes:  Furnish  same  size  camera-ready,  othenivise  a 
scanning  charge  may  be  incurred.  All  halftones  must  be  a  maximum  133-line 
same  size  velox  print. 

Electronic  submission;  Advertising  may  be  submitted  via  email.  For 
instructions  ,  please  ask  your  account  manager. 

per  inch,  per  insertion,  1  inch  minimum,  1/2  inch  increments 

1  WEEK . $131 

2  WEEKS . $119 

12  WEEKS . $102 

.  52  WEEKS . $86 


ORDHRS  VM)  P\lMi:\i 


Ads  running  for  12  weeks  or  more  may  be  on  a  contract  basis.  Contracts  are 
non-cancelable.  All  ads  from  new  advertisers  must  be  prepaid  prior  to  dead¬ 
line;  advertisers  with  a  payment  record  in  good  standing  may  be  billed. 
Deadline  is  tuesday  prior  to  Monday  publication.  Cash,  check,  VISA, 
MasterCard,  and  American  Express  accepted  .  All  ads  require  a  signed  inser¬ 
tion  order,  and  all  ad  copy  must  be  submitted  in  writing  via  email,  mail,  or  fax. 

We  reserve  the  right  to  reject  any  ad. 


TO  rii  Vci:  v\  \i) 


Please  contact  us  for;  display  ad  copy  specifications  and  procedures 
MAIL:  Editor  &  Publisher  Classified 

1515  Broadway,  12th  FI.,  New  York,  NY  10036 
FAX:  (212)  536-8800 

ANY  QUESTIONS  E-MAIL  or  CALL 

Hazel  Preuss  (212)  536-5398  -  hpreuss@editorandpublisher.com 
Michele  Appello  (212)  536-5396  -  mappello@editorandpublisher.com 


C14  editor*  publisher  classifieds  may  8,  2000 


www.editorandpubllsher.com 


CULTURE  TRENDS 


MTV's 

BUZZWORTHY 

Buzzworthy  songs  are  usually 
by  new,  up-and-coming  artists 

The  Hollywood  Reporter’s  Box  Office 

For  weekend  ending  May  1, 2000 

This  Last  S-Day  Days  Total 

Week  Week  Picture  Weekend  Gross  In  Release  Gross  Sales 

1  1  U-571  12,203,655  10  38,111,145 

who  MTV  believes  have  special 
potential.  Of  the  videos  desig¬ 
nated  as  Buzzworthy,  the  vast 
majority  have  been  certified 

2 

New 

Flintstones  in  Viva  Rock  Vegas 

10,518,435 

3 

10,518,435 

3 

New 

Frequency 

9,025,584 

3 

9,025,584 

4 

New 

Where  the  Heart  Is 

8,292,939 

3 

8,292,939 

gold  or  platinum. 

5 

2 

Love  and  Basketball 

5,102,637 

10 

15,442,913 

Week  of  5/1/00 

6 

3 

Rules  of  Engagement 

4,643,307 

24 

50,218,007 

7 

5 

Keeping  the  Faith 

4,451,562 

17 

25,503,160 

Artist/Group:  Pink 

Song/Video:  "There  U  Go" 

8 

4 

28  Days 

4,001,803 

17 

28,576,947 

9 

6 

Erin  Brockovich 

3,622,105 

45 

112,873,260 

Director:  David  Myers 

10 

9 

Final  Destination 

2,351,452 

45 

45,923,800 

This  fuchsia  bombshell  is  about  to 
blow  the  spot  up.  Sending  the 

11 

8 

Return  to  Me 

2,292,245 

24 

25,039,855 

12 

14 

Fantasia  2000 

2,141,916 

121 

49,550,091 

warning  that  she  is  not  one  to  be 
messed  with  in  her  debut  video 
“There  U  Go”,  Pink  is  LaFaces 
latest  rising  star.  Her  self-titled 

13 

7 

The  Road  to  El  Dorado 

2,005,892 

31 

46,447,127 

14 

11 

American  Psycho 

1,340,015 

17 

12,213,067 

IS 

13 

High  Fidelity 

1,267,055 

31 

22,107,509 

album,  due  out  in  March,  contains 
a  medley  of  musical  influences  - 
from  Mary  J.  Blige  to  Fleetwood, 
as  witnessed  on  the  possible  sec- 

16 

10 

The  Skulls 

1,259,685 

31 

32,526,305 

17 

12 

Gossip 

944,887 

10 

4,142,325 

18 

15 

Romeo  Must  Die 

807,871 

40 

53,670,898 

ond  single,  “Players”. 

19 

16 

American  Beauty 

670,739 

229 

128,144,856 

Artist/Group:  Incubus 

Song/Video:  “Pardon  Me” 

Director:  Steven  Murashige 

20 

67 

Scream  3 

656,627 

87 

87,656,929 

21 

17 

Where  the  Money  Is 

285,499 

17 

5,428,844 

22 

18 

Ready  to  Rumble 

272,862 

24 

11,961,782 

This  five-member  band  from 
Calabasas,  California  has  finally 
made  a  mark  with  this  video  off 

23 

26 

East  is  East 

262,762 

17 

634,996 

24 

21 

Toy  Story  2 

256,826 

164 

244,350,833 

25 

23 

The  Other  Conquest 

187,452 

12 

665,379 

their  recently  released  album. 

Make  Yourself.  Not  new  to  the 
music  scene.  Incubus  started  out 
as  a  garage  band  back  in  1991, 

26 

28 

Mysteries  of  Egypt 

184,732 

699 

32,611,956 

27 

45 

The  Whole  Nine  Yards 

181,738 

73 

57,020,757 

28 

24 

The  Virgin  Suicides 

174,120 

10 

496,995 

and  moved  up  through  the  ranks 
to  eventually  release  their  first 
full-lene-th  record.  S.C.I.E.N.C.E. 

29 

19 

My  Dog  Skip 

171,269 

no 

32,895,338 

30 

22 

The  Cider  House  Rules 

159,164 

143 

56,580,273 

in  1997.  Their  newest  offering 

31 

25 

The  Green  Mile 

149,748 

143 

136,641,745 

blends  funk  and  alternative  metal, 
with  a  little  rap/rock  thrown  in 
for  good  measure. 

32 

20 

Mission  to  Mars 

138,377 

52 

59,057,176 

33 

29 

Bicentennial  Man 

129,346 

136 

57,989,529 

34 

33 

Next  Friday 

123,406 

no 

56,961,091 

©2000  MTV 

35 

35 

Ghost  Dog 

121,746 

59 

2,765,932 

©2000  The  Hollywood  Reporter 

CULTURE  TRENDS 


I  MTV  Around 
the  World 

I  WeekofSUtOO 


MTV  U.S.I 


Artist 

1.  Hanson 

2.  Bloodhound  Gang 

3.  Jennifer  Lopez 

4.  Madonna 

5.  Third  Eye  Blind 


MTV  Euroi 


Artist 

1.  Blink  182 

2.  RHCP 

3.  Eiffel  65 

4.  Shania  Twain 

5.  Britney  Spears 


MTV  Russia 


Artist 

1.  Devochki 

2.  Zemfira 

3.  Tom  Jones 

4.  Tatiana  Svetlova 

5.  Limp  Bizkit 


MTV  Australii 


Artist 

1.  Mandy  Moore 

2.  Madonna 

3.  All  Saints 

4.  N’Sync 

5.  Eiffel  65 

©2000  MTV 


Title 

This  Time  Around 
Bad  Touch 
Keelin’  So  Good 
American  Pie 
Never  Let  You  Go 


Title 

All  the  Small  Things 
Otherside 
Move  Your  Body 
I  Feel  Like  a  Woman 
...Make  You  Happy 


Title 

Govorila  Mama 
Iskala 
Sex  Bomb 
Odinokaja  Avezda 
Break  Stuff 


Title 

Candy 

American  Pie 
Pure  Shores 
Bye  Bye  Bye 
Move  Your  Body 


Top  R&B/Hip-Hop  Albums 

The  top-selling  albums  compiled  from  a  national  sample  of  retail  store  sales. 
This  Last  Wfe.s'  on 


Week 

Week 

Chart 

Artist 

Album 

1 

- 

1 

Toni  Braxton 

The  Heat 

2 

1 

2 

Joe 

My  Name  is  Joe 

3 

2 

3 

Carl  Thomas 

Emotional 

4 

- 

\ 

Cypress  Hill 

Skull  &  Bones 

5 

5 

6 

Soundtrack 

Romeo  Must  Die 

6 

3 

3 

Da  Brat 

Unrestricted 

7 

- 

1 

Mya 

Fear  of  Flying 

8 

4 

22 

Sisqo 

Unleash  the  Dragon 

9 

7 

20 

DMX 

And  Then  There  Was  X 

10 

8 

18 

Jay-Z 

Life  and  Times  Of... 

©2000  Billboard/SoundScan,  Inc. 


Top  Country  Albums 

Compiled  from  a  national  sample  of  retail  store  sales. 


This 

Last 

Wks  on 

Week 

Week 

Chart 

Artist 

Album 

1 

1 

35 

Dixie  Chicks 

Fly 

2 

2 

25 

Faith  Hill 

Breathe 

3 

3 

8 

George  Strait 

Greatest  Hits 

4 

5 

130 

Shania  Twain 

Come  On  Over 

5 

6 

48 

Lonestar 

Lonely  Grill 

6 

4 

2 

Vince  Gill 

Kiss  Goodbye 

7 

7 

118 

Dixie  Chicks 

Wide  Open  Spaces 

8 

9 

52 

Tim  McGraw 

A  Place  in  the  Sun 

9 

8 

5 

Trisha  Yearwood 

Real  Live  Woman 

10 

11 

51 

Kenny  Rogers 

She  Rides  Wild  Horses 

©2000  Billboard/SoundScan,  Inc. 


PUBLi; 


Order  Your  2000  Editions  Now! 

/ou'll  find  everything  you  need  to  know  about  newspapers  around  the  world  in  the  Editor  &  Publisher 
International  Year  Book,  the  encyclopedia  of  the  newpoper  industry.  Part  1  provides  the  most 
jp-to-dote  data  on  U.S.,  Canadian  and  foreign  dailies...news,  picture  and  syndicated  services... 
quipment/interactive  companies  and  more!  Part  2  covers  community,  specialty  and  free  publications, 
nd  Part  3  is  a  phone  directory  of  all  the  major  players  in  both  daily  and  non-daily  papers. 

i7ant  to  get  your  hands  on  the  most  comprehensive  data  for  U.S.  and  Canadian  markets?  Turn  to  the 
rdiior  &  Publisher  Market  Guide,  the  only  reference  with  both  quantitative  and  qualitative  data, 
ncluding  cost  of  living,  crime  and  quality  of  life  indices...graduatiori  levels...housing  and  rental  rates... 
relocation  information...exclusive  economic  and  demographic  projections  ond  much  morel 

LL  TITLES  NOW  AVAILABLE  ON  CD-ROM.  For  faster  service 
or  for  information  on  our  CD-ROMs,  call  1-888-612-7095. 


Editor^ 


yniiiPigi: 


□YES!  Please  rush  my  order  for  the  International  Year  Book  in  the  format  and  version  I  hove  chosen. 

Name _ _  Your  Business  (Check 

-  I  1.  J  Newspaper 

'  ® - 2.  □  Newspaper 

Company _ _  , 

3.  J  Syndicate/ 

Address _ News  Service 

4.  -I  Ad  Agency 

City - - - State - Zip -  5.  _i  Public  Relotions 

QTY' 

(  )  3  Volume  Set:  S200  each  □  Check  Amount  Enclosed  S _  6.  J  Legol  firm 

(  ) Volume)  only: SI 25 eoch  .^r  ,.ucy  9.  JMfr.-Aatu 

(  )  Volume  2  only:  SI  09  each  tHemy.  JVISA  JMC  JAMEX 

(  )  Volume  3  only:  S50  each  Account# - Exp.  Dote -  tO.JMfr-Food 

(  )  CO-ROM  version  of  the  Signature _  1t.^  Service  Industry 

_ 

r  A  13.^  Financial 

For  licensing  information,  coll  -  1 4.  _j  Retail 

1  onn  004 /toon  ..1  no  PoymenI  must  occompony  all  orders.  CA,  CO,  DC,  FL,  It,  MA,  MO,  HJ,  MY,  OH  ,r  , 

I-oUU-jjO-AjoU  ext.  1/4.  ond  TX  residenis,  pleose  odd  appropriate  soles  tox.  Conodo  residerls,  pl«se  lj._I  rubtlC 

odd  GST.  No  shipping  to  P.O.  boxes.  AH  CD-HOM  soles  ore  final.  Transportation 

l6.-i  Individual 


I  )  Volume  1  only:  SI  25  eoch 

(  )  Volume  2  only:  SI  09  each 

(  )  Volume  3  only:  S50  each 
(  )  CD-ROM  version  of  the 

International  Year  Book:  S595 

For  licensing  information,  coll 
1-800-336-4380  ext.  172. 


Charge  my:  JVISA  JMC  JAMEX 

Account# _ Exp.  Dote- 

Signature _ 

Phone  # _ _ _ _ 


PoymenI  must  orrompony  oil  orders.  CA,  CO,  DC,  FL,  IL,  MA,  MD,  NJ,  NY,  OH 
ond  TX  residents,  pleose  odd  appropriate  soles  tax.  Conodo  residents,  pleose 
odd  GST.  No  shipping  to  P.O.  boxes.  AH  CD-ROM  soles  ore  final. 


one  category  only). 

17.  J  Publishing  other 

than  Newspaper 

18.  J  Real  Estate 

20.  J  Food:  Rest./ 

Whisle 

21.  J  Insurance 

22.  J  Medio 

23.  J  Non-profit 

24.  J  Recruiter/ 

Empl.  Agency 

25.  J  Mktg./Reseorch 

26.  J  Utility 

27.  J  Entertainment 

28.  J  Book  Dist. 

29.  J  Franchise 

30.  J  School/Univ. 

31.  J  Supermarket 

32.  J  Drug  Store 

33.  J  Hospital 

34.  J  Graphic  Arts/ 

Printing 

19.  J  Other: 


Editon§2 _ 

PUBLISHER 


□YES!  Please  rush  my  order  for  the  Editor  i  Publisher  Market  Guide 
in  the  format  I  have  chosen. 


QTY: 

(  )  2000  Market  Guide 
at  $140  each 

(  )  CD-ROM  version  of 

the  2000  Market  Guide 
of  $495  each. 


J  Check  Amount  Enclosed  $ _ 

(Poyoble  to  Editor  i  PobBslier  Market  Guide  in  US  dollars  only. 
U.V  ond  Conodo  shipping  ond  handling  odd  $12;  foreign  odd  $45) 

Charge  my:  JVISA  JMC  JAMEX 

Account  # _ Exp.  Dote. 

Signature _ 

Phone  # _ 


Payment  must  occompany  oil  orders.  CA.  CO.  DC,  FL,  IL,  MA,  MD  NJ,  NY,  OH 
ond  TX  residents,  pleose  odd  oppropriote  soles  lax.  Conodo  residents,  please 
odd  GST  No  shipping  to  P.O  boxes  AH  CD  HOM  soles  ore  finol. 


Your  Business 
(Check  one  category  only). 

1.  J  Newspaper 

2.  J  Newspaper  Equip.  Mfr. 

3.  J  Syndicate/News  Service 

4.  J  Ad  Agency 

5.  J  Public  Relations  Firm 

6.  J  Legal  firm 

7.  J  Government 

8.  J  Mfr.  -  Generol 

9.  J  Mfr.  -  Auto  &  Truck 

10.  J  Mfr.  -  food 

11.  J  Service  Industry 

12.  J  University/ 

Public  Library 

13.  J  Financial 

14.  J  Retail 

15.  J  Public Tronsportotlon 

16.  J  Individual 

17.  J  Publishing  other 

thon  Newspaper 

18.  J  Reol  btate 

19.  J  Other: 


YEARBOOK  - 


Edito 

PL' BLISTER 


ANNUAI  DIRECTORIES 


^  YEAR  BOOK 


YEAR  BOOK  ~ 
WHO'S  WHKRK 


All  the  critical  data 
you  need  right 
at  your  fingertips! . 

For  faster  service,  or  for  iirformation 
on  our  CD-ROMs,  coll  toll-free 
1-888-612-7095 


I 


POSTAGE  WILL  BE  PAID  BY  ADDRESSEE 


Editor  &  Publisher 
INTERNATIONAL  YEARBOOK 

1515BROADWAY 

NEW  YORK  NY  10109-0025 

. I.I.I.I...I.II 


POSTAGE  WILL  BE  PAID  BY  ADDRESSEE 

Editor  &  Publisher 
MARKET  GUIDE 

1515  BROADWAY 

NEW  YORK  NY  10109-0025 


liiilllliiiiiilllliiililiilliiilliiiiililililiiilill 


Our  Top  Ten  Reasons  For  Attending 
Editor  &  Publisher’s  Online 
Classifieds  Industry  Symposium: 


•  ?****% 


•  iitef 

.fower 


VKt^***^‘^* 

'Monterey 


OKTSO  WE  CAN’T  COUNT. 

Need  a  fix?  Fix  it. 

Have  a  story  to  tell?  Tell  us. 

Got  a  reason  not  to  attend?  No. 


IfilOV  ^ 

nut 

musniv^ 


^lisffDS 


5fiiiira 


Jake  The  Rest 

September  17  - 19,  Monterey,  CA 


Details  and  registration  information  are  at  www.editorandpublisher.com 


■ ‘iY. ‘■*(ti 


/•^  - 


■wmi= 


Belden 

Associates 


During  every  project  we  relearn 
the  same  lesson:  compelling  content 
properly  promoted  creates  a  larger 
and  more  loyal  audience.  This  will 
always  be  the  case,  no  matter  how 
the  "printed"  word  is  distributed! 


Belden  has  conducted  hundreds  of 


studies  and  provided  much  of  the 
industry  foundation  as  newspapers 
have  responded  to  each  media 
evolution...  radio,  television,  direct 
mail  and  now,  the  Internet.  Each  has 
affected,  but  not  altered  newspapers' 
position  as  the  #1  content  and  infor¬ 
mation  provider. 


If  any  paradigm  is  shifting,  it  is 
doing  so  towards  newspapers  - 
newspapers  have  long  imagined 
what  it  would  be  like  to  have 
unlimited  space,  plus  immediate 
delivery  capability.  The  Internet 
does  just  that  -  papers  can  provide 


"The  Power  of  Knowing"  in  their 


customers’  hands  right  now. 


Who  better  to  guide  newspapers 
than  the  company  tliat  has  been 
delivering  the  Power  of  Knowing  for 
60  years?  Belden  Associates! 


www.beldenmai.com 
(214)  522-8630 


FIRST  AND  FOREMOST  IN  NEWSPAPER  RESEARCH 
AND  STRATEGIC  CONSOLTATION. 


*  ( 


3 


I?*' 


broken 

promise 


4^  oi= 

United  States. 


I  — 

I 


I 


THE  BEST  -  AND  REST  -  OF  THE  PRESS 


!!— — — —  ''Newspaper:  A  device  unable  to  distinguish  betxceen 

”°promiseSreJ’  «  bicijcle  accident  and  the  collapse  of  civilization. 


Five-part  series 


-  GEORGE  BERNARD  SHAW 


OMAHA  WORLD-HERALD 

The  numbers,  in  this  case  ,  speak 
for  themselves  —  at  least  one-third 
of  600,000  American  Indian  chil¬ 
dren  across  the  country  drop  out  of  high 
school  —  but  for  the  Omaha  (Neb.) 
World-Herald,  that  wasn’t  enough.  It 
wanted  to  find  out  why  that  dropout  rate 
is  nearly  400%  higher  than  that  for  white 
students.  Right  in  its  own  backyard,  the 
paper  found,  46  American  Indian  pupils 
could  have  graduated  from  the  Omaha 
School  District,  and  only  eight  did. 

A  yearlong  study,  directed  by  Metro/ 
Regional  Editor  Mike  Reilly  and  reported 
by  Henry  J.  Cordes,  Lisa  Prue,  and  Paul 
Goodsell,  culminated  in  “Broken  Promises,” 
a  five-day  series  running  in  the  World-Her¬ 
ald  this  past  February.  Reporters  and  pho¬ 
tographers  visited  reservation  and  urban 
schools  in  three  states,  and  discovered,  the 
paper  said,  that  no  one  had  ever  pulled  to¬ 
gether  a  comprehensive  picture  of  the 
dropout  and  truancy  problems  of  American 
Indians.  It  laid  the  blame  on  what  CEO  and 
Publisher  John  Gottschalk  called  “a  tangle 
of  history,  misguided  policies  and  repeated 
institutional  failure.”  And  it  sparked  action. 
At  the  conclusion  of  the  series  the  state  gov¬ 
ernor,  its  two  U.S.  senators,  and  tribal  lead¬ 
ers  all  vowed  to  do  something  about  it. 
Gottschalk  announced  that  the  next  big  sto¬ 
ry  the  paper  hoped  to  run  would  be 
“Promise  Fulfilled.”  —Greg  Mitchell 
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A  shot  in  the  park 


BRIAN  HOLDERMAN,  PARSONS  SUN,  APRIL  19 

IT  wasn’t  quite  the  Burning  Bush  or  the  Sacred  Shroud  i 
of  Turin.  But  to  many  readers  of  the  Parsons  (Kan.)  Sun,  the 
image  of  a  spectral,  robed  figure  in  a  photo  of  a  local  carnival 
had  all  the  earmarks  of  a  spiritual  visitation.  And  since  the  photo 
ran  in  the  6,000-daily-circulation  paper  just  hours  before  a  dev- 
cistating  tornado  ripped  through  the  area  —  causing  millions  of  : 
dollars  in  damage,  but  (miraculously)  no  deaths  —  many  locals 
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are  wondering  if  some  higher  power 
came  down  to  shield  residents  from  the 
t  '.aster’s  wrath. 

“There  are  a  lot  of  people  saying,  ‘Hey, 
something  protected  us,’”  said  Ann 
Charles,  editor  and  publisher  of  the  Sun, 
which  ran  the  Page  One  photo  on  April  19. 

The  photo,  a  time-lapse  shot  taken  over 
several  hours  on  April  16  —  yes,  it  was 
Palm  Sunday  —  by  photographer  Brian 
Holderman,  displays  a  stream  of  bright 
lights  from  several  rides  that  mix  to  pro¬ 
vide  a  colorful  effect.  In  the  middle,  glow¬ 
ing  lights  create  a  ghostly  image  some 
claim  is  a  hovering  Christ. 

Charles  said  she  held  the  Palm  Sunday 
photo  for  three  days  so  it  could  be  used  on 
a  day  the  paper  can  run  color.  That  night, 
the  tornado  struck  at  9  p.m.,  causing 
damage  to  more  than  100  businesses  and 
600  homes,  but  no  deaths.  Readers  began 
to  notice  the  image  in  the  tornado’s  after- 
math,  and  inundated  Charles’  office  with 
calls,  letters,  and  e-mail  messages  de¬ 
manding  reproductions. 

“We’ve  had  calls  from  newspapers  in 
London,  the  Globe  tabloid,  and  an  inter¬ 
national  photo-marketing  firm,”  said 
Charles.  “Instead  of  being  concerned  for  a 
community  where  more  than  600  homes 
were  damaged,  people  were  going 
bonkers  over  this  stupid  photo.” 

The  demand  became  so  intense  that  the 
Sun  reprinted  the  photo  April  26,  along 
with  a  story  about  the  overwhelming  re¬ 
action  and  a  double  press-run  of  the  is¬ 
sue.  But  Charles’  phone  continues  to  ring 
with  orders  for  reprints. 

“There  are  a  lot  of  people  who  have  be¬ 
come  obsessed  with  it,”  she  said.  “They 
want  it  blown  up  and  framed.”  Charles 
said  she  is  considering  selling  reprints 
and  donating  the  profits  to  a  tornado  re¬ 
lief  fund,  but  has  yet  to  make  that  move. 

Holderman,  the  paper’s  only  photogra¬ 
pher,  has  been  too  busy  covering  the 
twister’s  aftermath  and  dealing  with  his 
own  damage  problems  —  including  the 
destruction  of  his  car  —  to  grant  inter- 
\iews.  But  in  a  statement  issued  through 
the  paper,  the  photog  indicated  little  in¬ 
terest  in  the  “apparition”  he  captured  on 
film.  “I  just  want  to  take  images,  and  if 
people  like  them  for  whatever  reason, 
that’s  great,”  the  statement  said.  “If  not, 
well,  that’s  OK,  too.” 

When  asked  about  her  feelings  about 
the  photo,  Charles  was  skeptical.  “My  per¬ 
sonal  feeling  is,  God’s  with  us  all  the 
time,”  she  said.  “But  I  doubt  he  is  out  on  a 
carnival  ride.”  —  Joe  Strupp 
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Innovative  editor 


VIVIAN  WAIXEL,  THE  RECORD  ^ 

Sometimes  the  best  ideas  are  the  most  obvious.  Just  ask 
Vivian  Waixel,  editor  of  The  Record  in  Hackensack,  N.J., 
who  launched  two  programs  in  recent  years  aimed  at  giv¬ 
ing  readers  more  local  coverage  and  reporters  more  writing  help. 
Since  late  1997,  shortly  after  Waixel  joined  the  paper,  the  news¬ 
room  has  run  a  “Journalists  Workshop,”  i  She  followed  that  with  the  creation  of  a 
inviting  authors  and  journalists  —  from  j  weekly  feature  devoting  the  local  section 

-  Pete  Hamill  to  Mary  Hig-  i  front  to  examining  life  in  a  different  north- 
‘  gins  Clark  —  to  lunch  em  New  Jersey  neighborhood  each  Mon- 

i  with  the  staff  and  discuss  day.  The  project,  which  launched  in  early 
I  i  writing  techniques.  1999,  was  planned  for  a  one-year  run  only, 

'  M  “Reporters  were  hold-  but  has  been  extended  through  2000  be- 
ing  informal  discussions  cause  of  its  popularity,  Waixel  said, 
about  outside  writers  “We  have  seen  circulation  increase  in 

and  wanted  to  be  able  to  those  neighborhoods  where  the  stories  are 

ask  them  questions  about  their  waiting,”  }  done,  and  it  has  really  had  an  effect,”  said 

said  Waixel.  “We  talked  about  how  we  j  Waixel.  “People  are  calling  to  nominate 
could  do  it.  and  we  began  to  invite  them  |  their  neighborhoods  and  we  have  come 

in.  It’s  very  popular,  and  it  focuses  on  |  across  several  who  are  making  scrapbooks 
issues  the  staff  chooses.”  '  of  the  stories. 


Joe  Strupp 
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HOT  TYPE 

mm  kept  eye  on  S.F.  giant 


Caen  under 
scrutiny:  He 
tried  to  hold 
Hoover  and  the 
j  FBI  at  Bav. 


Toast  duck 


PAPER  pons  QUACKS 

FRANKFURTER  ALLGEMEINE  ZEITUNG 


WHO  PUT  THE  DUCK  IN  THAT  DECK?  DeR  SpIEGEL, 
the  Germany  weekly  newsmagazine,  has  come  for¬ 
ward  with  a  shocking  revelation:  for  10  years  some¬ 
one  at  the  conservative,  well-respected  arts  supplement  of  the 
daily  newspaper.  Frankfurter  Allgemeine  Zeitung,  has  been 
slipping  “Doncildisms”  into  numerous  captions  and  headlines. 
We’re  not  talking  Trump  here  but  —  Duck.  The  culprits,  two 
editors  at  the  high-minded  paper,  came  clean  in  late  April,  ad¬ 
mitting  they  cu-e  members  of  a  society  called  Donald  that  pro¬ 
motes  the  cartoon  character  and  his  every  utterance.  The/ve 
been  quoting  the  Disney  duck  as  many  as  10  times  a  day  in  the 
paper.  “We  regard  ourselves  as  scientists,”  one  of  them,  An¬ 
dreas  Platthause,  explained.  —  Greg  Mitchell 


HERB  CAEN,  SAN  FRANCISCO  CHRONICLE/EXAMINER 

During  a  58-year  newspaper  run,  ending  with  his  death 
in  1997,  Herb  Caen,  the  “Bard  by  the  Bay,”  wrote  an  esti¬ 
mated  16,000  newspaper  columns,  mixing  genial  gossip 
with  San  Francisco  news  breaks  he  called  “scooplets.”  If  you 
do  that  for  a  living,  in  a  career  that  largely  over¬ 
lapped  that  of  cross-dressing  FBI  Director  J.  Edgar 


Hoover,  and  you’re  bound  to 
run  into  trouble.  Reveal  to  the 
world  that  Hoover  no  longer 
j|  liked  to  entertain  friends 
by  singing  “Pistol-Packin’ 
Mama”  (as  Caen  did  in 
1958)  and  watch  anony¬ 
mous  FBI  agents  accuse 
you,  in  an  official  memo, 
of  having  a  “distorted  sense 
of  humor”  and  being  a 
no-good,  loudmouthed 
^  individual.” 

We  now  know  all  this 
because  APBnew's.com, 
a  site  devoted  to  secret 
documents  and  crime 
'  news,  has  released 
'  Caen’s  FBI  file,  com¬ 
piled  from  1941  to 
1967,  and  obtained  via 
the  Freedom  of  Infor¬ 


mation  Act.  Caen  was  a  revered 
figure  in  San  Francisco,  won  a 
special  Pulitzer  Prize  and  did 
not  have  a  high  political  profile. 
Yet  agents  accused  him  of  har¬ 
boring  Communist  sympathies 
and  being  “a  nit-wit”  and  “a  liar 
...  who  constantly  ridicules  the 
United  States  Government.” 

The  bureau’s  name-calling 
surprised  some  longtime  Caen 
associates,  who  wished  he  was 
still  around  to  make  use  of  this 
particular  scooplet  —  or,  rather, 
snooplet. 

“He  would  laugh,  he  would 
love  it,”  said  Karyn  Hunt,  who 
worked  as  his  legwoman  in  the 
1980s.  “We  were  always  getting 
our  noses  into  places  where  we 
shouldn’t  have  been.” 

—  Greg  Mitchell 
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Ethics  Comer 


THE  ML  -  2000’ 

Bad  law  a-risin'  over  ‘fat,  lazy,  incompetent,  and  slow' 


BY  ALLAN  WOLPER 


WELCOME  TO  Kafka,  Ariz. 

Where  journalists  sue  other  journalists. 
Where  reporters  subpoena  the  notes  of  a  re¬ 
porter  who  writes  about  them.  Where  the  suing 
reporters  and  those  being  sued  refuse  to  talk  to 
reporters  covering  the  suit  because  their  lawyers  tell  them  not  to. 
Then  fly  to  Seattle,  Wash.,  a  Kafka  suburb. 

Where  the  subpoenaed  reporter  testifies  about  everything  in  his 
notes  and  declines  on  First  Amendment  grounds  to  turn  them  over. 
It’s  an  ethical  and  legal  nightmare.  Here  is  the  background: 


In  January  1997,  Phoenix  Newspapers 
Inc.  (PNI)  laid  off  60  journalists  when  it 
closed  the  afternoon  Phoenix  Gazette  af¬ 
ter  merging  it  with  the  morning  _ 

Arizona  Republic. 

A  year  later,  Doug  Underwood,  a 
University  of  Washington  associate 
professor  of  communications,  wrote 
a  Columbia  Journalism  Review  cov¬ 
er  story  in  w’hich  one  of  the  Republic 
60  said  people  were  fired  because 
they  investigated  the  paper’s  corpo¬ 
rate  clients.  And  Steve  Knickmeyer, 
managing  editor  of  the  Republic,  was  quot¬ 
ed  saying  most  of  the  laid-off  reporters 
were  “fat,  lazy,  incompetent,  and  slow.” 

Underwood’s  article  on  how  corporate 
interests  in  newspapers  corrupted  news 
coverage  got  a  quick  reaction  in  Arizona. 

Executive  Editor  Pam  Johnson,  now  also 
senior  vice  president  of  news  for  the  Repub¬ 
lic,  criticized  Knickmeyer  publicly.  And 
Knickmeyer  soon  became  w'eekend  editor 


ALLAN  WOLPER 


of  The  Post  and  Courier  in  Charleston,  S.C. 

Six  months  later,  two  groups  of  18  jour¬ 
nalists  each  filed  defamation  suits  against 

_  Knickmeyer  and  PNI.  The  first 

group  —  copy  people,  photogra¬ 
phers,  and  editors  —  lost  their 
suit  last  December  when  a  judge 
ruled  they  were  not  the  incomp)e- 
tents  Knickmeyer  allegedly  com¬ 
plained  about.  The  second  18  — 
writers  and  beat  reporters  — 
sued  on.  And  their  lawyers  sub¬ 
poenaed  all  the  notes  Under¬ 
wood  used  to  write  his  stoiy.  Journalists 
subpoenaing  journalists  —  in  America. 

But  Underwood  trumped  the  reporters 
who  subpoenaed  him.  He  testified  in  a  dep¬ 
osition  —  a  move  that  surprised  all  the  me¬ 
dia  lawyers  in  the  case  except  his  own. 
“Since  this  case  did  not  involve  confidential 
sources  and  it  was  not  a  criminal  case,  I  was 
happy  to  testify  as  to  what  my  notes  said,” 
Underwood  explained.  He  did,  but  then  re- 


I  fused  to  turn  them  over.  “I  wanted  to  be  as 
j  forthright  as  I  can  be  and  also  recognize  a 
reporter’s  right  under  the  First  Amendment 
to  keep  his  notes  confidential,”  he  said. 

Robert  Steele,  director  of  ethics  at  the 
Poynter  Institute  in  St.  Petersburg,  Fla., 
can’t  understand  how  Underwood  protect¬ 
ed  his  notes  by  testifying  about  them.  “He 
has  an  obligation  to  those  in  the  [journal¬ 
ism]  profession  to  clearly  explain  why  he 
sees  that  distinction  and  why  he  would  al¬ 
low  himself  to  be  deposed  about  any  ele¬ 
ments  of  his  reporting  process,”  Steele  said. 

The  answer  is  simple.  Underwood  wants 
to  be  a  responsible  citizen.  But  Knickmey- 
er’s  deposition  then  showed  why  Under- 
I  wood’s  testimony  was  a  bad  idea. 

Knickmeyer  testified  that  the  lazies  he 
was  referring  to  in  the  CJR  article  were  un¬ 
named  newsroom  louts  who  were  leaking 
negative  stories  to  New  Times,  the  Phoenix 
alternative  weekly,  about  the  Republic. 

Amy  J.  Gittler,  an  attorney  for  the  plain¬ 
tiff  journalists,  told  the  court  that  the  truth 
was  in  Underwood’s  notes. 

A  Washington  judge  agreed,  and  Under¬ 
wood  face  a  possible  contempt  citation. 
Then,  two  weeks  ago,  Underwood  won  a 
stay  while  his  attorney  argued  his  case  be¬ 
fore  the  state  Court  of  Appeals. 

Bad  law  is  just  over  the  horizon.  The 
state  court  could  rule  that  reporters  have  no 
right  to  withhold  their  notes  involving 
known  sources.  And  then  lawyers  could  use 
reporters  as  private  detectives. 

Underwood  has  chastised  the  journalists 
who  have  subpoenaed  his  notes.  And  he’s 
right.  In  fact,  four  of  the  18  journalists  in¬ 
volved  in  the  suit  have  withdrawn.  It’s  no 
fun  having  people  call  you  dirty"  names. 

But  it’s  not  fair  to  dump  on  the  Subpoena 
Reporters  and  ignore  Underwood.  His  dep¬ 
osition  has  hurt  journalism  as  much  as  the 
reporters  who  subpoenaed  him. 

A  final  word:  the  suing  reporters  can 
prove  by  default  that  Underwood  quoted 
Knickmeyer  correctly.  All  they  have  to  do  is 
call  the  CJR.  They  \vill  learn  Knickmeyer 
never  claimed  he  was  misquoted  or  com¬ 
plained  about  the  article  —  a  prerequisite 
for  those  who  say  they  were  done  in  by  slop¬ 
py  reporting.  “I  have  no  recollection  of  any¬ 
one  calling  or  writing  us  for  a  correction,” 
said  Marshall  Loeb,  who  was  CJR  editor 
the  year  Underwood  wrote  his  article.  11 
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